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abstract

In today's highly competitive business environment, companies are more challenged 

than ever by the needs of new management techniques and new approaches in 

production that preserves the vitality and position of the enterprise in the market

This research thesis performs a COMPETITIVENESS ANALYSIS for the 

producers in the white goods industry in Turkey, in the vision of strategic planning or 

management concept.

The following topics are emphasized in the study;

' D616"™0’11!! the strength of the sector against the threats of consumer behaviour 

change in the domestic market and imported goods from the foreign markets Also 

investigating the approaches of the producers to these circumstances.

' “d Weaknesses of Producers against different opportunity and

threats utilizing Strategic Planning approach.

The findings of the study show that white goods sector is in a transformation to 

become more market and consumer oriented. The customer needs and wants are 

emphasized in their new product concepts. Local producers with their strong 

distribution and after sales services network seem to be ready for global competition 

which already started with imports in the local market. But for exports Turlrish white 

goods industiy is just at the beginning. Producers are still busy with fidfining local 

demand.

This sector research will definitely heip to define Turkish white goods market and 

ve.y useful for producers. Moreover it will help the strategic planning and management 

applications and the quality concept in alarger scope to take place in the Turkish 

industry.
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ÔZET

Günümüzün yoèun rekabet ortammda, içletmeler pazardak, konumlanni ve 

varbklanm koruyabilmek için yeni yônetim tekniklerine ve üretimde yeni yakla$,mlara 

her zamankinden daha fazla ihtiyaç duymaktadirlar.

Bu tez Stratejik Planlama veya Yônetim anlayl$lm temel alarak, Türkiye beyaz e5ya 

sektôrtindeki üreticiler için bir REKABET EDEBiLiRLiK ANALiZt yapmay, 

hedeflemektedir.

Çahçmada a§agidaki konular incelenmektedir;

• hhal ürünlerden ve iç pazarda tüket.c, davnmi5lanmn defcmesinden kaynaklanan 

tehlikelere kar5, sektorun gücünün belirlenmesi. Aynca tireticilerin soz konusu 

tehlikelere kar§i olan yaklaçimlannm incelenmesi.

• tireticilerin de^ik timat ve tehlikeler kar^ndaki güçlü ve zayrf yônlennm stratejik 

planlama yontemi kullandarak belirlenmesi.

Arastirmanm bulgularma gôre, Beyaz E$ya sektorii pazara ve mü5tenye odakh btr 

yaptya do*m  donüsum içindedm Mü$teri ihtiyaç ve beklentileri ürün geli5tinlme 

açamasmda daha fazla roi oynamaktadm Güçlü sans ve seras agan sayesinde yerli 

uretider ithalat yoluyla iç piyasada yaçanan uluslararas, rekabete haz,r 

gorünmektedirler. Fakat ihracat, üreticiler için çok yeni bir pazarlama biçimidir. Çok 

hizli geniçleyen iç piyasa üreticilere henüz yetmektedir.

Bu sektôrel çabçma Türkiye beyaz eçya pazanmn betirlenmesinde yard,me. olacaktir 

ve üreticilere yarari, sonuçtar sa^yacaktir Aynca Türk sanayii.de kalite kavrammm 

ve stratejik planlama, yônetim ilkelerinin daha geniç anlamlanyla yer almasina bir ilk 

adim oluçturacaktir.

sanayii.de
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SECTION 1. INTRODUCTION
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2« Today many brands and models are competing in the markeun every product

i*g«M
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SECTION 2. STRATEGIC PLANNING: THEORETICAL FRAMEWORK

Followings are the basic steps on the way to core of strategic planning.

will be the basis for industrial analysis.

“V° the in the research WG sector will be

planning and management.

. This final part

strategic

Introduction part. The natural starting point for 
the research project and strategic planning 
concept.

Introduction to strategic planning and management 
concept. Definitions, important characteristics

AMA — __ • < » . '

Explanation of step by step process of strategic 
management. The aim is the first introduction of internal 
and external appraisal which later will be the essential 
concepts of the study.

of 6x160,31 ""d imemal factors 
for WG market. This part is the theoretical discussion of these 
topics.

The strong tie between strategic management and strategic 
marketing management will be discussed in this part.

SWOT 
analysis

analysis of 
EXTERNAL AND 

INTERNAL 
environment

STRATEGIC 
MARKETING 

MANAGEMENT

STRATEGIC 
PLANNING OR 
MANAGEMENT 

PROCESS

STRATEGIC 
PLANNING

PLANNING
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2.1. PLANNING ITSELF

■■I 
gWss=E5
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2.2. STRATEGIC PLANNING DEFINED

Having reviewed the concept of planning, 
kind of planning, strategic planning. ’ our line of study can be extended to a specific

FIG. 2.1. HIERARCHY OF PLANS

Objectives

mission
Purpose or

Strategies

Policies: Major or minor

Procedures and rules

Programs: Major and minor and supporting

Budgets: Numberized programs

According to Koontz, O'Donnel, Weihrich (1986) the plans are classified as.

- Purposes or missions
- Objectives
- Strategies
- Policies
- Procedures
- Rules
- Programs
- Budgets
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types 0%^"" "e four ™>°' criteria differentiating strategies from other

a) Time horizon
b) The structure of the data used.
c) The quantity of data
d) The level (hierarchy) of the organization

nee^ — strategy and stmtegic pianmng ,s

«■»«
majofo^^^S^iZofZ^TofZ^Z^

SSSSSg
ide3S P'^ng process;

b) Future profit potential .
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c) Strategy

sue™
=======
three^groups^1 stated Thompson and Strickland can be summed up in

a) internal capabilities and market opportunities.
b) External forces and competitive threats.
c) The organization's culture, core beliefs and business philosophy.

2.3. STRATEGIC MANAGEMENT

“0 management terms
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2.3.1. STRATEGIC MANAGEMENT PROCESS

1116 fiindamental decisions in the process of strategic

t'hVfoTlowmgareaT8" inV0lves basic and fondamental decisions in

a) Evaluating the external environment
b) Formulating organization purpose, philosophy, mission and key goals 
nLd%2^C^ °flOn8"term °bjeCtiveS “d ^oPi-B necessary strategies 

d) Developing short-range objectives and allocating resources to achieve them 
e) Designing organizational structures and systems to achieve the goals.

a) External environmental analysis and forecasting
b) Customer, market analysis
c) Strategic planning premises
d) Internal organization assessment
e) Mission development
0 Strategies and Goals
g) Plan operationalization

a) External Environmental Analysis and Forecasting

: Fora“ =; “the — «

fôrZZ f0"0Win8 “Pect of I** environment should be examined and
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Economy
Social and demographic trends
Political legal factors
Technology
Industry
Competitors

In all environmental areas being examined an attempt is made to describe what exists now 
in each area or sector, and what is likely to happen in the future.

^P^mg on the organization's planning horizon the period for which planning is being

b) Customer/Market Analysis

0Ur presen' group changing? That is what will be their trend in
uic ruiure.

nidiKvl. *

(IV) What is the nature of our competitive advantage in our competitive environment? 

c) Strategic Planning Premises

d) Internal Organization Assessment
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e) Mission Development

=====
f) Strategies and Goals

g) Plan Operationalization

2.3.2. STRATEGIC MARKETING MANAGEMENT

=33= “==
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2.4 ANALYSIS OF INTERNAL AND EXTERNAL ENVIRONMENT

Strategic 
Gap

Plans

Corporate 

Goals

ïnvironmenta 

Forces
Company's 

Present 
Position

Company's 
Desired 
Position

Company 
Strength and 

Weakness

iwasg
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see*
■is

2.4.1. INDUSTRY OPPORTUNITY AND INDUSTRY ATTRACTIVENESSWWew 
see#
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and condkionsjhlfàc^ trends

pSTilSiX" 8 bearing on -°—- h.w .o

2.4.2. ORGANIZATIONAL SKILLS COMPETENCIES AND RESOURCES

*Bw«î®
■*e:

2.4.3. RELATIVE COMPETITIVE STRENGTH

a) Market share: This is the most common measure of competitive strength the higher the
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market share the stronger the competitive strength.

c) Product quality: High product quality may significantly enhance competitive strength

Having reviewed the internal and external factors we may draw several conclusions.

ss=s=~
The following section deals with the techniques of internal and external factor analysis.
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2.5. BASIC STEPS FOR INDUSTRY AND COMPETITIVENESS ANALYSIS

concentrate. °f SUCh “ considerations in deciding what business to

a^ctiveE^ structure and industry

■BW
a) What are the strategically relevant aspects of the industry’s structure?

b) In what direction is the industry headed and what forces are driving it in this direction.
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d) What are the strategic issues and problems facing the industry?

esæ

2.5.2. STRATEGIC GROUP MAPPING AND INDUSTRY STRUCTURE

OfdriVin8 « capable of producing evoiutionary

- Changes in the long-term industry growth rate
" Changes m who buys the product and how they use it
- Product innovation
- Process innovation
- Marketing innovation
- Entry and exit of major firms
- Changes in cost and efficiency

- Reductions in uncertainty and business risk
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A OWN SITUATION AND COMPETITIVE

' - " — - — - «

- An assessment of the firm's competitive position and competitive strength
" Special ^^*Ggic  issues and problems unique to the firm and its business.

2.5.4. THE SWOT ANALYSIS

S1SS
The SWOT Analysis - with Suggestions of What to Look for 

i) Internal -

Strengths

Administrative competence
Adequate financial resources
Good competitive skills
Well-thought-of by buyers
An acknowledged market leader
Strong customer support
Access to economics of scale
Insulated from strong competitive pressures
Advanced technology
High quality production
Competitive advantages
Product innovation abilities
Customer oriented product designs .
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Weaknesses

No clear strategic direction
Lack of managerial depth and talent
Missing any, key skills or competencies
Poor track record in implementing strategy
Internal operating problems
Open to competitive pressures
Falling behind in R&D
Too narrow a product line and market image
Competitive disadvantages
Below average marketing skills

ii) External

Opportunities

Serve additional customer groups
Enter new markets or segments
Expand product line to meet broader range of customer needs
Diversify into related products
Add complementary products
Vertical integration
Ability to move to better strategic group
Faster market service

Threats

Likely entry of new competitors
Rising sales of substitute products
Slower market growth
Adverse government policies
Growing competitive pressures
Growing bargaining power of customers or suppliers
Changing buyer needs and tastes
Adverse demographic changes 

2.6. METHODS OF INTERNAL AND EXTERNAL FACTOR ANALYSIS
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the organization usually examines at least the following organizational factors.

People, Financial resources, Facilities and equipment, Location, Management, General 
operations, Product/service offering, Image/reputation

Many methods are used at this stage. Some organizations survey managers and employees 
to get opinions on the strengths and weaknesses in each of the above areas. These surveys 
may involve both paper-and-pencil questionnaires as well as face-to-face interviews. 
Consultants may be brought into assist, and in other cases strategic planners might engage 
in group discussions to reach a consensus on the strengths and weaknesses of the 
organization. In still other instances a market survey may be performed.

Sometimes this effort is called an operations analysis, internal audit, management audit. 
Regardless of what the process is called, the objective is the same-to determine the internal 
state of affairs of the organization in order to generate a set of data and information on 
which plans for the future can be built.

Kotler (1991) also sees external and internal environment analysis as the starting point for 
business strategic planning process. Kotler supplies extensive discussion on external 
environment analysts (opportunity and threat analysis).

In general, the company has to monitor key macro environment forces 
(demographic/economic, technological, political/legal and social/cultural) that affect its 
business, and it must monitor significant micro environment actors (customers 
competitors, distribution channels, suppliers) that affect its ability to earn profits in this 
market place.

The business unit needs to categorize these environmental factors and set up a marketing 
intelligence system to track trends and important trends and important developments then 
for each trend or development, the marketer should identify the implied opportunities and 
UH vdlS.

purposes of environmental scanning is to discern new opportunities 
Kotler (1991 ^ defines a company marketing opportunity as an attractive arena for company 
marketing action in which the company would enjoy a competitive advantage.

On the other hand some of the developments in the external environment represent threats 
An environmental threat is a challenge posed by an unfavorable trend or development in 

thflt W in the absence of purposeful marketing action, to the 
erosion ot the company's position.

It is one thing to discern attractive opportunities in the environment; it is another to have 
evaluate iti%^lZ opportunities. Each business needs to
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Management or an outside consultant reviews the business's marketing, financial 
manufacturing and organizational competencies. Each factor is rated as to whether it is a 
major strength, minor strength, neutral factor, minor weakness or major weakness By 
connecting the ratings vertically for a specific business, we can easily identify the business’s 
major strengths and major weaknesses.

In the research SWOT analysis are performed. The selected variables are investigated by 
conducting industry executives and the internal and external factors are reviewed 
according to their responses to the questionnaires. The standard information about the 
w ite goods sector is collected from secondary sources (e.g. industry sources) The 
competitiveness analysis is performed after evaluations of these information synthesized 
with executives reviews.
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SECTION 3. WHITE GOODS INDUSTRY: FACTS AND FIGURES

WW»
3.1. WHITE GOODS INDUSTRY AND ITS PRODUCTS

categories’1^' "" ,end 10 home appliances into two main

a) White goods, and
b) Small electrical appliances.

Below, the standard products of each category in tabulated form is given (Table 3 1)
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TABLE 3.1, PRODUCT CLASSIF
WHITE GOODS ”

LCATION_____________
SMALL ELECTRICAL APPLIANCE

Rcfhgeraiuis, Freezers ( mq^rc . "
washing machines: Automatic, 
Semi-Automatic Washing Machines

Food mixers and processors

____________________ Fruii juice extractors "
P^ooyum cleaiieis Hair dryers -------------
|A-ooKers ovens, Microwave ovens Irons -------
Di yers. Spin dryers, tumble dryers Kettles
Water Heaters: Water Boilers, Bath
Stoves ___________

Razors

Toasters, grills
Space heaters_________________

gsSSBgg 
SWg=
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There are 10 product lines in white goods product group:

Refrigerator
Freezer
Automatic Washing Machine
Semi Automatic Washing Machine
Dishwasher
Vacuum Cleaner
Oven
Microwave Oven
Dryer
Water Heater

Product line or product : Individual products such as refrigerator, dishwasher oven etc.
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JrodÙc™ P™""" 3150 ™PUes the production line of producers of that specific

■==
Oval and microwave oven are considered as two different product lines for the same 
1 CdoUIl

Pr°dUCt 1 E -".ng machines

thTZ^ '° Product line.is

=====
3.2. GROWTH AND IMPORTANCE OF WHITE GOODS MARKET

an am^ growth in

Sasas
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TABLE 3.1 SALES AND PRODUCTION OF WHITE GOODS IN TURKEY (IN 000 UNITS)

(PRODUCT

[refrigerator total
1 ONE-DOOR

L TWO-DOOR

1987

869 827
NA 
NA
strftSi

NA na ma 82 72 87 41
- "A NA %______________ M3

j 1

AND ONLï INuLUDbL MEMBERS' FIGURES------------

|FHEEZEA ________  
[WASHING MACH. TOTAL 
[AUTO. WASHING MACH. 
[SEMI-AUTO. WASH. MAC.
[DISHWASHER
[VACUUM CLEANER 
|OVEN TOTAL
1 GAS
| ELECTRICAL
________ BUILT-IN
IMICRQWAVE OVEN ~
[DRYER ~
[WATER HEATER TOTAL"
1 WATER BOILER

BATH STOVE
SOURCE: WHITE GOODS 
NA: NOT AVAILABLE

6Ï2 595
NA 

 NA 
1 19 21

230 246
488 454

NA 
NA 

_______ NA

1 2
NA

ÎANUFACTURERS AS



www.manaraa.com

28

LO
C

A
L

FIG. 3.1 GROWTH OF REFRIGERATOR PRODUCTION

PR
O

D
U

C
TI

O
N 

(0
00

O
O
O

1983 1984 1985 1986 1987 1988 1989 1990 1991 1992

YEARS

1200

1000

800

600

400

200

0

Source: Compiled from Istanbul Chamber of Industry surveys

08



www.manaraa.com

29

Q.

FIG. 3.2 GROWTH OF WASHING MACHINE PRODUCTION
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FIG. 3.3. GROWTH OF OVEN PRODUCTION
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Ove" Product" is also in steady growth. Local production reached to 900.000 units last 
year. The average yearly growth rate is 10% for the last seven years (from the year 1986).

FIG.3.4. GROWTH OF DISHWASHER PRODUCTION
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3 3- IMPORT AND EXPORT TRENDS

3.3.1. EXPORT

TABLE 3.3. WHITE GOODS SALES BY DOMESTIC PRODUCERS 1889-82 

_________ ___________ ( 000 UNITS)

Product

Refrigerators & Freezers 
Washing Machines 
of which automatic 
Dishwashers 
Tumble Dryers 
Ovens
M icrowaves
Vacuum Cleaners 

SOURCE: WhiYe GOÔD

1888 
Domestic 

Sales Export

670 142
572 2
243 o
34 o
10 o

457 76

208 _________ 0
s Manufacturer!

1880 
Domestic 

Sales Export
783 Ï32
734 3
416 0
85 o
18 0

579 16

244 16
"ASSbdATION REP

1991 
Domestic

Sales Export
849 160
848 4
616 3
172 0

12 0
574 75
56 0

308 ________ 12
3RTS 1990 TO 1993 ^

1892 
Domestic 

Sales Export 
797 282

897 5
775 4
21 1 o

13 o
580 60

47 o
324 _________ 2

======
3.3.2. IMPORT
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customs char8e^

In the next two sections, therefore, the official import statistics as well 
on the size of the duty-free market will be investigated, with a view 
overall weight of imports in the large appliance market.

as some estimates 
to determine the

a) "Normal” or Official Imports

S««H
. TABLE 3.4, IMPORTS OF LAR<SE HOUSEHOLD APPLIANCES 1990-92

units
1990 1991 1992 92/90
$000 units $000 units $000 % change

Ovens 933 ~ 181.3 2,733 1,013.5 1,077 199 5
in units 
1 < AOAMicrowave 

__ ovens
1,429 275.2 3,838 8102 7,955 1,872.1

1 3 4 /Q
456.7%

Refrigerators
Freezers_____
Dryers_______ 
Dishwashers
Auto.
Washing 

____machines

21,874 
1,595 
203
57,458 
41,142

6737,0 
1,0510
66.1 
22,9053
13,812.1

35,491
2,853

1,242

78,985
49,386

11,8960
1,3470 
4356
28,3644 
16,350.0

44,456 
3,377 
696
37,498 
42,703

19,013 7 
1,499 5
1506 
13,1138
14,488 8

103 2%
111.7%
242.9% 
-347%
3.8%

Vacuum
Cleaners

16,267 1,395.8 9,966 1,046.0 27,502 2,854.9 691%

Source: Undersecreteriat of Treasury and Foreigr Trade (UTFT).



www.manaraa.com

33

As a consequence of above average growth rates in certain categories, the composition of 
imports has changed somewhat since 1990. As illustrated in the figures 3.5 and 3.6, 
dishwashers accounted for less than a quarter of 1992 imports as compared to 40% in 
1990. Likewise, refrigerators have gained considerable share, as have microwaves, which 
only accounted for 1 % in 1990.

FIG 3.5. BREAKDOWN OF IMPORTS 1990 ON A UNIT BASIS

VACUUM CLEANERS 
11%

REFRIGERATORS 
15%

OTHERS 
6%

AUTO. WASH. 
MACHINES 

28%

DISHWASHERS 
40%

FIG 3.6. BREAKDOWN OF IMPORTS 1992 ON A UNIT BASIS

DISHWASHERS 
22%

VACUUM CLEANERS 
16%

MICROWAVES^

5% REFRIGERATORS 
27%

AUTO. WASH. 
MACHINES 

25%
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BSB8BB

1990 1991 1992

□ FREEZERS

□ DISHWASHERS

FIG 3.7. FREEZER AND DISHWASHER IMPORTS 
SHARE OF LOCAL OUTPUT

180% 
160% 
140%
120%

H 100%
§ 80%

60% 
40%
20%

0%

TABLE 3.5. OFFICIAL IM 
product
Ovens __________
Refrigerators

[PORT TO DO 
1990 "

0.2% 
2.3%

MESTIC OUT] 
1991 ~~
0.4% 
3.5%

PUT RATIOS 
1992
0.2%_______ _
4 1%

. .. _____ ±1%:---------------------------------
Auto. Washing. Machines 9.7% 8.0% 5 5%

^cuum Cleaners__________6 2% 47%-------------------------------- -
Microwave Ovens_________ . ---------—

18 7%uisnwashers________
Freezers
TOTAL

905%
1181%
5.6%

554%
171,7%
62%________

181%
507% 
47%
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imports are quite concentrated, with the top three countries accounting for more than 90% 
of the total volume in most categories. Overall, Italy and West Germany are important 
supphers, placing among the top three in most categories. Other countries of importance 

SPæn (for automatic washing machines and dishwashers), Denmark (for freezers) and 
South Korea (for refrigerators). Most of the imports from Spain are probably done by 
Bosch, according to Bosch's General Manager in Turkey.

b) Duty Free Imports

TABLE 3.6. ESTIMATED SIZE OF THE 
UNOFFICIAL DUTY-FREE MARKET

__________________ 1992
units

Dishwashers 22-25,000
Automatic Washing Machines 30-35,000
Refrigerators 20,000
Vacuum Cleaners 20,000
TOTAL " 90-100,000
Source: Interviews with Grunberg and Dizel 
magnet executives



www.manaraa.com

36

80000

FIG 3.8. DUTY-FREE VS NORMAL IMPORTS 1992
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3.4. COMPETITION IN WHITE GOODS MARKET

3.4.1. MAJOR LOCAL BRANDS IN THE MARKET

There are twelve major domestic white goods suppliers in Turkey. But five of them belong 
to the Koç group. These are Arçelik, Beko, Aygaz, Demirdôküm and Ardem. Moreover 
Beko and Aygaz are not white goods manufacturers but they only sell Arçelik products 
under Beko and Aygaz brand names. Ardem is the manufacturer of ovens in Koç group 

company name as brand name. The products of Ardem are marketed 
under other Koç group brands.

Profilo, which is the manufacturing company, markets its products under Profilo and AEG 
orand names.

More information can be found about the local companies in Turkey in the "Sample" 
methodology part and the product ranges of companies are investigated 

m detail dying the analysis of researc^^ Table 3.7. gives a summary view or the key local 
white goods brands found on the market and their product range
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3.4.2. MAJOR FOREIGN BRANDS AND LOCAL REPRESENTATIVES

I ABLE 3.7, MAJOR LOCAL BRANDS IN THE MARKET
Arçchk Whole range- with more than 200 product types easily the leader in 

product diversity, owned by Koç Group
Peg Profilo Whole range, owned mostly by Profilo Holding and its founder Jak 

Kamhi, and some 10% by AEG. Brand names: AEG and Profilo_______
Simtel Washing machines, refrigerators, dishwasher but strongest in vacuum 

cleaners
Aygaz Koç group also owns some 30% of this company which sells the whole 

— "8^ produced by Arçelik, under the Aygaz brand name_____________
Teba important producer of ovens and stoves, water heaters and air 

conditioners, recently entered dish washers and washing machines
Auer Ovens and mini-ovens, claims more than 23% of this line
Demirdôküm _Another Koç group company, which mainly produces water heaters
Baymak Water heaters
Ardem_______ Anomer Koç group company which mainly produces ovens and stoves
Vestel A former Polly Peck company and previously only a brown g^ds 

producer, entered white goods
Pekel Produce! of white goods under Vestel brand name now entering with its 

own brand Philco __________________

======
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TABLE 3.8, MAJOR FOREIGN BRANDS
Brand ___________ Representative Products ActivitiesBosch

Candy

Bosch

Termikel

whole range

whole range

imports, promotion, 
after sales services 
import with plans to 
assembleConti fieri Elektrik mainly refrigerators import with plans to 
assembleFrigidaire Frimak whole range imports all lines, 
assembles dishwashersGeneral Electric

Kelvinator

White Westinghouse

GEPA

Acarsoy

Cihan
Group/Unimeks

refrigerators, washing 
machines, dryers, 
dishwashers _______
whole range

mainly refrigerators

promotion and after 
sales services only

imports, promotion, 
after sales services 
first imported, now 
beginning assembly, 
plans on producing

3.4.3. MARKET SHARES

^22^^
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TABLE 3.9.
Arçelik Profilo

nu Div\l
Vestel Auer Teba SinitelRefrigerator 54% 41% 4%

Auto. Wash. Machine 67% 23% 10%
Dishwasher 61% 10% 3%
Oven 58% [21% 12% 5%
Vacuum Cleaner 35% 5% 40%
Interviews, Arçelik press bulletin and^poZ newspapers.^ Association,

Z=~~~:
" 18,900 dishwasher units, and
- 60,000 automatic washing machines per year into Turkey

SSOHB
TABLE 3.10. IMPORT SHARPS 100?

during interviews

Bosch
Dishwashers 
30%

J,
Washing Machines 
80%

Other Importers 46% 20%
Local Producers 24% 0%
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3 5. TRENDS IN 1993

==
pr=deuct^^ °f Wh'te Association for specie

TABLE 3.11. THE MARKET FOR HOUSEHOLD APPLIANCES, 1993

-------------------PKODLC11ON IMPORT LOCAI.SA. rc EXPORT
Refrigerator-------------------------±247 M ~ 927
Freezer 9I ;--------------—--------------------- ------------------
Auto. Wash. Machine 914 7 7^---------------------—--------------
Semi-Auto. Wash. Machine 54 ----------------- ---------

k b------- P---------------- Hl--------------6 .
Dishwasher 325 4"----------- ----------------------------------------- --

_---------------------- 60S I--------------"597------------------- 3--------------
Mini uven/Kange___________
Vacuum Cleaner ________  
Water Heater___________

Source: White Goods Manufa

677____________
367____________
458 __________
cturers Association

J_________
25_______
report in Jan

338____________
384_____________
492__________ _
uary 1994

338________
9__________

3.6 SUMMARY

Ms
S:=3E--—

LOCAI.SA
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SECTION 4. RESEARCH DESIGN AND METHODOLOGY

4.1. RESEARCH OBJECTIVE

Mgs
4.2. RESEARCH DESIGN

■■■
4.3. POPULATION AND SAMPLE

Turkey^™ Awhile goods manufacturers and importers in

«»«
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list is obtained from White Goods Manufacturers Association, an association which brings 
all the major producers in Turkey together. h

Th'» «S. and the

===3SS=

4.4. DATA COLLECTION METHOD AND QUESTIONNAIRE DESIGN
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right answers were collected. Correctness of answers were checked by the researcher at 
place of interview.

The questionnaire consists of six parts, each collecting data on one variable. First part is on 
product variable and deals with product positioning, and new product development. This 
part was applied to both importers and producers.

Second part is about the quality. This variable measures the quality aspects of the 
manufacturers. This variable was only applied to producers.

Third part is on after sales services. This variable is included due to growing importance of 
the after sales services. This part was asked to importers and producers.

Fourth part of the questionnaire collects data on import threats. The variable is about the 
current imports and the possible developments in imports. This section is applied to 
producers. rr

In the fifth part, export opportunities were investigated' This section was only available to 
producers of course.

In of the questionnaire, local market trends were asked to both importers and
producers. This variable is about the opportunities and threats in domestic market.

It is important to mention that as competitiveness level is a very broad concept, it is 
impossible to talk about the exhaustiveness of variables. Although the questionnaire is

,o the —--—

4.5. DATA ANALYSIS TECHNIQUE

to

cump&rca

4.6. LIMITATIONS OF THE STUDY
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SECTION 5. FINDINGS: EVALUATIONS OF QUESTIONNAIRE

In the following parts, the findings of the survey are discussed. In this section, results of the 
stmetured questionnaire are presented. The statistical analysis of the questionnaire are 
upphed in tabulated form, along with evaluations and discussions of the findings. The 

results of in-depth interviews can be found in section six.

As mentioned in section two, six variables were utilized to collect data on overall 
competitiveness level of the industry. These variables namely are; product, quality after 
sales service, export opportunities, threats from import and market trends. First three 
variables are related to internal factors and determine industry strength. The latter three are 
related to external factors and explain the opportunities and threats for the industry These 
vanables are questioned in separate sections of the questionnaire. The results are discussed 
in the following sections through 5.1 to 5.6

5.1. PRODUCT

5.1.1. PRODUCT LINE AND LEVEL OF DIVERSITY

According to the secondary research findings which were presented in section three, there 
Of fnr? manufacturing white good products and there are seven representatives

SsHBb
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machine producer. fieri Elektrik has contact with Rowenta for local production.

Manufacturing companies were asked about their product lines to determine the diversity 
of the product lines in the Turkish white goods industry (Question 1.1). As mentioned in 
section three, ten products are included in white goods category. Maximum number of 
appliances produced by single company is seven. But we should note that the leader in the 
market, Koç Group, has three companies operating in the sector (Arçelik, Ardem 
Demirdokum) and these produce some parts of the whole appliance line, as a result the 
group produces eight categories out often. (Semi-automatic washing machine production 
was stopped this year and micro-wave ovens are imported). Including imports group 
markets the full-line under its major brand Arçelik.

We may regard the four producers as the full-line producer with their product range of five 
appliances or more.

Arçelik 
AEG+Profilo
Simtel
Vestel

Of course SKD and CKD (completely knocked-down) assemblies are considered as local 
1^1 uuucuon.

5.1.2. PRODUCT MODELS

a) Domestic Models



www.manaraa.com

48

Z6BLE 5.1 NUMBER OF LOCAL MODELS IN THE MARKET

NUMBER OF MODELS PER COMPANY

PRODUCT

ÔVËN ' ' 

REFRIGERATOR

NUMBER OF 
PRODUCERS 

(N)

T—

5

------------1-----------------—

""e*  i s 

v ’ i OF MODELS

r ■ ■ 
1 i 3
t 1 *

I
! MAXIMUM

PRODUCERS J NUMBER 
(n) • OF

! models

t i 19

TOTAL NUMBER 
OF LOCAL 

MODELS IN THE 
MARKET

AUTO WASH MACHINE 
VACUUM CLËÀNËR '
WATER HEATER ~
DISH WASHER -------
SEMI AUTO WASH MACHINE 
freezer -  
MIUHUWAVÉ ÔVEN "

6
5
6
6
2
3 । -

1 । 2
i î à

1 ! 1
_ i ! i

1 ' ! 1 •"
2 ! i------------

---------- -——

—: j 7
i ; 8
1 ! 6
2 j 4
1 ! 6
1 1 3

50
_______ 27

25
18
17
7
5

DRYER___________

N: Total number of producers
1

------------  ---------- 1_____ -
— 1 —

1 . : *
1 ! 1 1

n : number of producers 
producing min. or max. number 
of models

"Ü" P™"*™  'I'clCueuo

SSsSSIS

b) imported Models
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purchases. They have a wide selection range from foreign company’s product range.

Import is an important tool for launching products into the market for Turkish white goods 
companies. 13 respondents out of 16 claimed that they are importing several number of 
product lines. There are seven companies regarded as importers but six companies out of 

ine producers are also importing products for several reasons explained in section 5.5.

The maximum no of product lines imported is eight of Bosch. Most of the local producers 
import one or two products to complete their range. F

n Number of Importers 
Importing mln. or max. number 
of models

r TABLE 5 2 NUMBER OF IMPORTED MODELS IN THE MARKET

NUMBER OF MODELS PER COMPANY

PRODUCT

REFRIGERATOR ——

AUTO WASH MACHINE 
DISH WASHER —
FREEZER ’
MICROWAVE OVEN

NUMBER OF 
IMPORTERS 

(N)

—r—
~ 9

to 
3 
7

'' 11,1 " i ............
I MINIMUM 

IMPORTERS I NUMBER 
(") i OF

! MODELS
... 1 ' ; ,

........... 3 j..... 2

2 ! 1
6 ! 1
1 i 2

1
j MAXIMUM

IMPORTERS । NUMBER
(n) ! OF

. 1 MODELS
i___________

'  1 i 17 "

1 ! 6
________ 1_______ ! 6

1 I 8

TOTAL 
NUMBER OF 
IMPORTED 
MODELS IN 

THE MARKET

54 *""

25 
________ 21________  

17
OVEN________ _______________
VACUUM CLEANER --------
DRYER ' - -----

3 
7
S

—? ! :
- 5 ! 1

ï ! i

2 i 41 ! io

1 ! S
1 । 3

14
________ 13________
________ 12________

jEMI AUTO WASH MACHINE 

N. Total number of importers

1 
0 - j . i ; 2

- ; -
________ 2________  

0

■■■
with local producersbo  ̂ are comPetin8
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c) General View of the Market

...... TABLE 5.3 TOTAL NUMBEF 1 OF MODELS IN THE MARKET (M/UOR PRODUCTS

PRODUCTS NUMBER OF NUMBER OF
TOTAL 

NUMBER OF
AVERAGE 

NUMBER OFPRODUCERS IMPORTERS MODELS IN 
THE MARKET

MODELS PER 
COMPANY

OVEN ________  ________
REFRIGERATOR

______ 7_____  
£

______ 2______ 87 10

AUTOMATIC WASHING MACHINE
D
6

______ 6
______ 5

104
52

9

DISH WASHER cs
5_____

Note : The companies that both pr
O 

oduce and impo
... .  5
rt are listed as p

39 
roducers.

4

5.1.3. NEW PRODUCT DEVELOPMENT 

a) Factors Affecting Decision Making
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TABLE 5.4

FACTOR effecting 
DECISION MAKING

MAIN FACTORS EFFECTING NEW PRODUCT
DEVELC

NUMBER OF 
RESPONDENTS 

(N)

>PMENT DECISIONS

IMPORTANCE 
LEVEL (1....6)*

STANDART 
DEVIATION

CHANGE IN CONSUMER 
CHOICES AND TRENDS 13 1.461 0.519

NEW PRODUCT 
DEVELOPMENT OF

COMPETITORS
14 3.280 1.858

PRODUCT RANGE 
STRETCHING 12 3.421 1.311

NEED FOR REACHING 
NEW MARKET 

SEGMENTS
12 4.330 1.497

* 1 = MOST IMPORTANT

b) Market Research for New Product Development

======
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RESEARCH AND THEIR PRIORITIES
TABLE 5.5 IMPORTANT AREAS OF MARKET

AREAS OF 
RESEARCH N

™ • • luin rr

MEAN *

num f ico

STANDART 
DEVIATION

LOCAL 
COMPETITORS 14 2.07 1.141

CONSUMER 
EXPECTATIONS, 

TRENDS
14 2.21 1.251

FOREIGN 
COMPETITORS 

(IMPORTS)
* 1 • .

13 3.00 1.683

* 1 : Most important

c) Methods of Research on Consumer Trends

A wide variety of methods are utilized to follow consumer trends (Question 1.4.c) But all 
of he companies use their sales organization and dealers as primary source of data, 87 5 % 
ot them also put emphasis on evaluation of statistical data (Table 5.6). '

TABLE 5.6 METHODS OF MARKET 
RESEARCH

METHOD OF 
INFORMATION 

COLLECTION ON 
CONSUMER TRENDS

" N PERCENT

EVALUA HNÜ INFO. 
FROM SALES 

ORGANIZATION AND
________DEALERS

16 100.0

EVALUATION OF 
STATISTICAL DATA 14 87.5

MARKET RESEARCH 13 81.3
evaluations OF 

MANAGERS 12 75.0
PERSONAL 

OBSERVATIONS 
EVALUATIONS

5 31.3

OTHER 3 18.8
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d) New Product Development Procedure

This section of the study was only conducted with manufacturers since importing firms do 
not have any new product development facility,

% contacted companies responded for the open ended question on new

■BBS
a"d '^«^rvahons from abroad are also sources of new product 

deas in some companies. In the few companies, company owned distribution companies 
are also a source of new product ideas. v

=========
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company. The evaluations of companies about their product design departments are 
between the most important strategic department.. ." and " after marketing organisation 
determines the needs wants and features of the appliance product design department 
handle engineering design."

No company offers products for market-test but four companies said that they give 
appliance to some close customers, or workers or accredited dealers for house testing.

5.1.4. SUMMARY

In this first section of the research, product line of the companies and product models in 
the market were explored. Moreover, companies explained their approaches to new 
product development process.

Findings prove that competition in refrigerator and oven markets lead companies to have 
variety of models. This.increases both the number of models each company markets and 
the total number of models in the market.

promising product lines, in other words product lines with lower 
ownership rates, attract companies. Thus automatic washing machine and dishwasher are 
com net hi on^a ric^ ** comP^ launching many models to the market Also
diverse lines ofZm^Zhi^ companie8 t0 have more

A221T Procures of companies were investigated in this section, toosaga
Finally, new product development procedures of companies were reviewed.
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5.2. QUALITY

This section of the questionnaire was replied by six companies since only producers were 
asked about their quality procedures. Importers have no influence on the quality of the 
products they sell, therefore they are not included in this part of the questionnaire. Six out 
ot nine manufacturers participated in this section.

Quality is a very important aspect in building up a competitive position. The reputation and 
determined by the quality level of them Therefore 

quality level of the overall white goods industry is an important factor in competitiveness.

In the research, it is nearly impossible to measure the quality of individual products of each 
producer. Because necessary criteria standards and measures to explore the quality would

such measurements, they would not determine correctly neither quality level of the

SatiSfaCtiOn company as a whole

;

level of quality in procedures,"produX^ ando^eraU approa^ '° """ °"'

quality level "ftteTnduS^d"»™^^■■■
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5.2.1. QUALITY POLICY AND SYSTEM

In question 2.1. in the questionnaire, quality policy and system is explored. Companies 
were asked about their quality system.

All six companies participated in this section informed that they have a written quality 
policy determining general quality goals and strategies of the company which was prepared 
by top executives. This is of course a good result for the industry, considering that the 
quality policy is the first step in ISO 9000. Thus, it means that industry has started to 
conform to this standard. On the other hand top management plays a more important role 
for quality goals of the companies. This shows a trend of the executives to understand the 
importance of quality more.

Interviewees also commented upon the contents of quality policy. According to the replies, 
the basic item in the policy is customer satisfaction. Four companies out of six claimed that 
the first item in their quality policy format is about customer satisfaction.

Education and motivation of the workers for achieving desired quality level is mentioned in 
the second place. This shows that companies started to realise the importance of human 
factor in quality. The responsibilities of departments for preserving and operating quality 
system is in the third place in company quality policies. Quality auditing is another aspect in 
quality policy.

Having a quality manual which describes quality systems, procedures and functions is 
another step in ISO 9000 standard. Companies were asked through question 2.2. whether 
they have such kind of quality manuals. Five out of six firms claimed that they have such 
kind of manuals. And these manuals includes all items which ISO 9000 requires. Such as 
all procedures, specifications and standards.

5.2.2. QUALITY ORGANIZATION

Organisation for achieving the desired quality goals and operating quality system was also 
checked in the questionnaire. Establishing a quality organisation is a very important step in 
keeping and developing a quality level. All companies informed that they have a quality 
organization inside the company (Question 2.3).

Outline of this organisation is determined according to the companies comments: A typical 
quality organization begins with quality planning and assurance manager at the top who 
reports to assistant general manager technical or engineering This person, sometimes 
called quality manager, is the top responsible for all the quality system, quality control 
efforts, quality audits, process controls for all of the products Then there are quality 
assurance managers responsible for individual product groups and/or specific processes or 
for quality control and audit operations. Under these managers there are engineers or 
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chiefs who work for incoming quality control, process control, product audit and 
laboratory tests.

The typical organization described above, is valid with small differences for all companies 
individual organisations of companies which were established according to companies own 
needs and goals, come to a standardization because of the requirements of ISO 9000. So 
standardization begins at the elementary level such as the quality organization itself. This is 
of course necessary for preserving the quality at the required level.

5.2.3. QUALITY AUDITING

All quality systems should be audited in regular intervals to figure out non conforming 
operations. One of the requirements of ISO 9000 standard is auditing internally the quality

in the research, all six companies stated that they audit the quality assurance system with 
internal auditing teams (Question 2.4).

According to companies, these audits are mostly handled by educated auditors of the 
company. These auditors are educated for ISO 9000 and auditing techniques and they get 
an auditor certificate. Another common way of auditing is using managers of related 
technical departments as auditors. As other certified auditors, these auditing managers have 
been educated about the ISO 9000 quality system and auditing. But only one firm informed 
that audit managers did not receive any formal education.

In these internal audits, the contents of quality handbook are checked. Specification and 
procedures are audited for their conformity to desired goals. Performance of tests and test 
results are also audited. Documents are reviewed for checking whether recording is done 
properly. Non conforming parts in the system is reported by these auditors and corrective 
action is performed by managers.

5.2.4. CUSTOMER ORIENTATION FOR QUALITY

of th.e “Ktomer satisfaction concept is quality Customers do demand

important for competitiveness in the market. 3 y

With question 2 J. of the questionnaire, sensitivity to customer needs and wants on quality
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Getting information about the customer expectations is the starting point for customer 
oriented quality development. Companies explained their ways of collecting information 
question 2.5.3).

The primary method of information collecting is data flow from after sales services 
organisation. All the customer complaints are dealt by service outlets, and occurrences of 
faults are reported to service administration. These reports are accumulated and classified 
in the service organisations to figure out the common faults or quality problems Then 
ss

Some companies indicated that they arranged market researches to receive information on

■■■■ 
■■
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5.2,5, QUALITY MEASUREMENTS

Companies were asked about their methods of quality inspections and tests (Question 2.7), 
and respondents indicated that many of the tests and inspection methods listed in the 
questionnaire were used during their quality assurance efforts.

Below you will find the quality inspection methods employed by the Turkish white goods 
manufacturers.

QUALITY CONTROL
TABLE 5.7 METHODS UTILIZED IN

METHOD OF 
INSPECTION

COMPANIES 
..... UTILISING

METHOD (N)
Incoming quality control 
and raw material quality 

inspection
6

Statistical process 
control in production 5

Function, performance 
and outlook controls of 

finished products
6

Physical and electrical 
tests for measuring 

reliability of parts and 
products

6

Product audits-or 
evaluations 5

Ôther: Audits of supplier 

companies 1

As can be observed from the table 5.7 most of the companies utilize all of the methods 

manufacturer °"e »at local suppliers are audited by the

5.2.6. TRAINING
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level of course. Table 5.8 summarizes the training activities of the companies

TABLE 5.8 TRAINING ACTIVITIES

TRAINING ACTIVITY
NO. OF 

COMPANIES 
ARRANGING 
ACTIVITY (N)

Orientation 6
Training for new 

workers 5

On-the -job training 6
Advanced professional 

courses 5

Training for new 
products and 

processes
5

other 3

Among the other training courses, companies mentioned about courses on statistical 
techniques, and quality circles. The latter can be argued to be considered as a training. On 
the other hand some companies stated that they arranged seminars on ISO 9000 standard 
to inform workers about the goals and methods of the standard.

5.2.7. ISO 9000 STANDARD

ISO 9000 is a standard which qualifies the company. ISO 9000 is the registration of 
company s quality system that-this system is adequate for maintaining customer satisfaction.

1 he companies in Turkish white goods industry seem to recognize the importance of this 
standard. Since two out of six companies informed that they were qualified for ISO 9000 

fTr compos plan to conform and register to ISO 9000 (Question 29 and
7 Thls a end  to follow the world quality systems and compete with foreign 

rivals on quality. The customer satisfaction will be increased due to the fact that companies 
approach systematically to quality improvement.

*

Manufacturers also commented upon the advantages of having ISO 9000 standard The 
findings are presented below (Question 2.11):

ISO 9000, in the first place, makes a company more prestigious and strengthens its 
company image. Company gains trust and reliability both for its products and services in 
local and foreign markets. ’

ISO 9000 qualification is a solid proof of the level of the organisation quality wise. Quality 
level can be easily proved to be satisfactory by having this standard.
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On the other hand this standard is useful in export since it is an internationally well-known 
standard. It opens many doors of foreign markets because some buyers in Europe forces 
their suppliers to quality for ISO 9000.

Moreover ISO 9000 standardizes and organizes the quality assurance system so that faults 
and production mistakes decrease to minimum level. This reduces the customer 
complaints. As a final result it increases the competitive force of the companies.

5.2.8. QUALITY DEVELOPMENT

Building a quality system that assure the reliability and quality of the products is a first step 
in today's competitive industry environment. Maintaining this system and quality level thus 
preserving a continuity in quality which is the outcome of above mentioned two steps is the 
starting point for customer satisfaction. But like all systems quality systems need 
development to be able to follow the advances in the world This ISO 9000 is not an end 
point in developing quality systems but on the contrary it sets the foundation or basement 
for developing more integrative quality systems that serve for customer satisfaction to the 
widest extent.

In the final question 2.12 of the quality section of the questionnaire, companies were 
requested to comment upon their development plans for quality systems. The mostly 
mentioned goal or plan is establishing total quality management system. As all the quality 
executives agreed that continuous development of quality systems is necessary in order to 
be competitive in the market, they believe that ISO 9000 standard or standardised quality 
assurance systems is a basic step for integrating all the elements of an organisation to 
produce customer satisfaction.

Companies indicated that their target for the near future is applying total quality 
management approach in their companies. From top executives to line workers 
responsibility for quality should be shared by everybody. And necessary education will be 
arranged to build up a company quality culture according to the comments of respondents

One company explained, total quality approach will be taken as a life style by every worker 
Jn trie firm.

Moreover companies informed that, quality will not be considered only as a production 
related function in the future. Quality will be understood as an integrating factor for all the 
sections in a business such as company itself, suppliers, distribution organisation and after 
sales services. Total quality management is a co-ordination effort to reach highest quality 
level at all the organisation units that serve to the customer directly or indirectly. Thus the 
heart of the total quality management is unlimited customer satisfaction.
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Besides the total quality, companies mentioned about their programs for following 
technological advances and education programs.

One company stated that they apply Japanese technique of continuous development 
(Kaizen) for quality system improvements in this technique developments are performed 
in small incremental advances, not with radical changes.

According to the comments of quality executives we can form the 
visualise the quality developments better. quality ladder to

FIG 5.1. QUALITY LADDER

QUALITY 
LEVEL

1. STEP 
QUALITY 
CONTROL

2. STEP 
QUALITY 
ASSURANCE
(ISO 9000)

3. STEP 
TOTAL 
QUALITY 
MANAGEMENT

TIME

5.2.9. SUMMARY

Two out of six companies are found to be already qualified for ISO 9000. Moreover all 
=SE£= EESE
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5.3. AFTER SALES SERVICE

Aller sales services are strong determinants of the competitive position of companies in 
white goods sector. Moreover quality of after sales services has a direct effect on sales In 
order to determine the competitive level of the after sales service in white goods sector 14 
companies were questioned about their services. Two companies Ardem and AEG did not 
contribute to this part. Ardem which is a Koç Group company did not reply this part of the 
questionnaire because their after sales services are handled by Arçelik; the same fact is 
valid for AEG Profilo serves for AEG products, too. Hence double recording was 
eliminated for two firms' after sales service operations.

According to the commente of interviewees, the quality and strength of after sales services 
are key factors for vitality in the total appliance market. All of the interviewees pointed out 
that after sales services have a huge impact on buying decision. Also the reliability of a firm 
in the market is stated to be measured by the quality of its after sales services.

in this section, service shops of the companies, company strategies to handle these shops 
and service network organizations are explored. Secondly, quality of after sales services is 
investigated using multiple variables such as speed of after sales services and spare part 
supplies. Training of service personnel is also discussed in this part of the questionnaire.

5.3.1. SERVICE SHOPS

The service to the end-user is supplied by service shops so that the quality and competitive 
lorce of services are first of all determined by these service shops.

a) Service Shop Administration

According to the survey nearly all of the 14 (seven producers, seven importers) companies 
serve their customers through privately owned service shops (Question 3.1). Only three 
ompanies indæated that they have also their own service shops, but these do not exceed 

Prnfiln v t n J PS ”their the leading companies (Arçelik,
Profilo, Vestel) work with private stations. This trend is still the same for importers
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Duiing interviews with after sales service departments of companies, the effective 
administration of private service shops was discussed in detail. Below the major findings 
are summarized: 1 6

After sales services are supplied by authorized private service shops, hence after sales 
service business is a commercial act for these shops to earn money. In other words; 
a t ough the suppliers regard the after sales service as a tool for customer satisfaction and 
put the priority to the pervasive service organisation and the quality of service, the service 
shops put the priority to their revenues.

In view of this too many service shop would create severe competition and hinder some of 
the business of the service shops in the vicinity. Thus the quality of their service would 
decrease because of their reduced turnover. (Since service shops might have smaller 
workshops no car and employ less and inadequate personnel to service their customer in 
the district.) The possibility of low quality after sales services explains the tendency of big 
companies not to increase the number of service shops.

As a result, only increasing the number of service outlets may not generate the aimed 
increase in customer satisfaction due to the possibility of ineffective servicing of financially 
roubled service stations. This threat is higher in "crowded" areas such as Marmara district 

due to the fact that areas of each station are tightly determined.

Two key ideas here for a healthy solution are (1) clever distribution of shops and (2) 
establishment of effective and strong service shops.

When the decision is made to increase service outlets, the new ones should be opened in 
those areas where most customer complaints arise. Because complaint means that the 

so opening new shops in that area would

personnel, carry stocks, respond quickly to customers and mobilize themselves Supporting 
the service shops will help to satisfy customers more.

b) After Sales Services Network
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2: 11-30 5: MORE THAN 90
3:31-60

....  TABLE 5.9 NUMBER OF SERVICE SHOPS IN TURKEY

REGION N MEAN 
RANK*

STANDART 
DEVIATION

MAX. 
NUMBER OF 
SHOP FOR 

ONE 
COMPANY

MIN. 
NUMBER OF 
SHOP FOR 

ONE 
COMPANY

TOTAL 
NUMBER OF 

SERVICE 
STATIONS OF 

12 COMPANIES
ISHIWARA_____________ 12_____  3.500 ÏJ68 ------ 150 20 797
cut: _________ 12 2.580 0.900 85 10 437IC ANADOLU

____________ —_____ 2-420 MOO----------------70-------------------5------------------------------------
IXAMAUtNIZ 12 2.250 0.866 70 0 362

12 _ 1917 0^69----------------50------------------ Ô---------------------5sn----------
u uumu ANADOLU

♦NUMBER OF SEF 
1:0-10

12 

MCE SHC 

4: 61-90

1.833
)PS BETWI

0.577 

HEN
40 5

TOPLAM:

201

2864

As can be observed from the table 5.9. (Question 3.2.a), vast majority of the service shops 
are located in Marmara region. A total of nearly 800 service shops of 12 companies 
operates in this region. This is followed by Ege and îç Anadolu regions. Other regions 
seem to have less service shops. °

This distribution is a result of sales quantities of products. Although there is no regional 
distribution of sales figures, all the company managers indicated that important volume of 
sales are performed in Marmara region, while they are explaining the reason of many 
service shops in Marmara region y

I he number of white good units purchased and used in one region is the primary 
determinant of service shop establishment. Because the more units lead to more service 
requirements. This tendency also reflects the approaches of private service shops, they 
want to operate in the regions where there is bigger market. Thus in order to prevent 
customer complaints, companies should seriously monitor the distribution of service shops 
as explained in previous section. Of course the no of service shops in Dogu Anadolu and 
Marmara regions would not be equal, but less shops than a certain limit will result in a poor 
service thus consumer dissatisfaction. '

This certain limit is actually a junction of geographical, demographic conditions of that 
area as well as transportation utilities.

^5^22^
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not mention about its service shops. Another one indicated a total no of 150 shops but did 
not supply any information on regional breakdown. Considering these 2 companies we 
may conclude 3150 service shops operating in Turkish white good market. The regional 
breakdown (assuming non- answering companies' shops do not effect the breakdown 
much) is presented in figure 5.2.

FIGURE 5.2 REGIONAL BREAKDOWN OF SERVICE 
SHOPS

doGu 
ANADOLU 

9%

AKDEN1Z 
13%

G. DOÔU 
ANADOLU 

7%

KARADENiZ
13%

1Ç ANADOLU
15%

MARMARA
28%

EGE 
15%

local1 competitors

serwces for imported brands which was expressed in import threats section. Main reason of 
r2m2s °ThSerVICe, .Ops K that 0,6 are establishing their operation just in

"**  Sh°PS raPid'y TheSe P,anS

c) Service Network Enhancements

^22^^ ab0U‘ plans on service network. 14 companies replied 
duplicati” agam compan,es did not answer as explained above, to avoid
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Moreover, one major company claiming an enhancement of service network actually 
expresses a minor increase in Marmara region due to increasing sales in this region, and 
opening few shops in Gilney Dogu Anadolu due to geographical conditions.

Thus, the major finding is that major producers have already established their networks and 
are quiet satisfied with the networks at the time being.

On the other hand, the importers are planning to increase the number of their service shops 
and are establishing their network. This enhancement will continue in 1994 Importers 
want to be prepared for the increasing competition.

5.3.2. AFTER SALES SERVICE ORGANIZATION OF COMPANIES

All 14 companies informed that they have a separate organization inside the company for 
after sales services (Question 3.4). Major duties of these organisations are:

"to keep spare parts on stock and distributing them to service shops
- to supply spare parts
- to control and audit service shops.

General organization of the companies, as determined during the interviews is explained 
below (Question 3.4).

A separate department is established in the companies for after sales services. There are 
sub-departments for above mentioned duties. By this organization company tries to run 
after sales operations smoothly.

d.^!^ individual service shops are carried out by district service
departments. These departments are responsible for the service shops in their area. They 
upply material and information to the shops and audit them. The after sales services to the 

customer are supplied by private service shops. The district departments of companies vary 
n number according to the size of the after sales services operations of the company The 

typical number is around ten.

5.3.3. QUALITY OF AFTER SALES SERVICES
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a) Speed of After Sales Services

Companies were asked about the duration that is needed to solve a problem arising from a 
product in question 3.5. Companies indicated fairly short times of problem solving.

TABLE 5.10 RESPONSE TIME FOR SERVICE SHOPS

RANK TIME REQUIRED N

1- WITHIN THE SAME DAY 0 0

2- IN 1-2 DAYS 9 64.3

3- IN 3-5 DAYS TIME 5 35.7

4- IN 1-2 WEEKS TIME 0 0
5 IN 3 4 WEEKS TIME 0 0

6- LONGER THAN 4 WEEK 0 0

Mean rank: 2.357 Std. Dev : 0.497

Majority of the firms (%64.3) claimed that they could fix the problem in 1-2 days from the 
call of customer another % 35.7 of the firms stated they could solve the problem in 3-5 
days (Table 5.10). Thus companies are confident with their fast response capabilities. But 
the companies also mentioned about exceptions mainly arising from spare part supplies. 
The spare part supplying is the subject of next section.

b) Spare Part Supplies

Beside the quick response to the customer calls and ability to solve problems in short time, 
availability, quality and afford ability of spare parts are also important in overall level of 
after sales services of a company.

These factors are investigated and results are presented in the following sections.

(i) Spare Part Availability of Old Models and Imported Goods

Twelve companies (out of 14) claimed that they keep having a reasonable stock for spare 
parts of old models which are out of production now (Question 3.6.a). Other two 
companies indicated that they are newly established and they do not have any old models 
out of production. Thus all companies are keeping an inventory of spare parts for old 
models. Also all 14 companies claim that they keep a stock for imported goods (Question 
3 6 b).
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These replies are mainly a result of current laws of Ministry of Industry and Commerce. 
According to the laws, companies should keep a stock of spare parts for ten years for the 
old models out of production. Moreover, in order to get the permission for import of white 
goods, companies should guarantee that they also import spare parts for the goods and 
keep them in their inventory.

Under these circumstances, companies claim that they act in accordance with the laws. 
And according to in -depth interviews questioning these subjects, mostly they do. But still 
some open sides of the laws are interpreted (abused) by the companies themselves.

When the companies were interviewed upon their methods and ways to supply these spare 
parts through question 3.6 c., it was found out that they really keep their spare part stocks. 
But some companies can still improve their service in this field. Here are the findings.

For imported goods, companies sign spare part agreements. The foreign partner supply 
spare parts at an agreed ratio of units sold. There is usually no problem for these items.

For old models, some spare parts are still used in newer, current models, so there is no 
need to keep separate inventory for these parts.

For the components such as valves and electrical parts which are not used in the 
production of current models, companies keep their contacts with the producers of these 
spare parts. And they purchase these goods when needed.

But for plastic parts, the spare part producers do not keep the moulds of these old models, 
so some big companies keep these old moulds in their own stocks and when that plastic 
part is needed they lend the mould to a plastic producer to produce that part But smaller 
companies can not keep many moulds. And they rather change the old model plastic spare 
parts with new ones. But these modifications are not possible for all models, and some 
delays may occur in supplying these spare parts.

For old models of imported goods. Companies import a certain amount of spare parts and 
they keep it in their inventories.

(ii) Control of Spare Part Prices

The prices of spare parts become an important factor when your product does not work 
and needs a part change for mending. In the research the prices of the parts were not 
evaluated since every company has its own cost structure and own policy of pricing both. 
Moreover in a fairly competitive environment companies have to adjust their prices 
according to market prices. So they do not have margin for high prices. Based on these 
circumstances we assume that the "original" prices are determined according to going-rate 
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prices of market by companies. But the subject investigated in the survey was the control 
of "selling prices" of service shops (Question 3.7.a.).

Customers mostly prefer authorized service shops in case of the problems of products. 
Thus they are dependent on the service shop both for the quality of service and price of the 
spare parts. Service shops cover certain districts of cities and customers have to choose 
that service shop of he/she lives in that district. Thus customers have no chance to choose 
or prefer another service shop. This means that service shops have their customer in their 
hands In this case customers need protection against abuse of this freedom of service 
shops.

The selling prices of parts in shops should be controlled. The methods of control are 
discussed with companies. As they have mentioned:

All 14 companies claim that they control the prices in their service shops But their means 
and methods are varying.

The primary method utilised in price control is to issue price catalogues including prices of 
all spare parts. These catalogues are available to customers in service shops. Even some 
companies fix the price of workmanship. Through this method the main responsibility is 
passed to the customer, because he/she should require to see the catalogue when a spare 
part is to be purchased.

Another wide-accepted method is that service shops send a copy of the receipt of customer 
to the main company. Therefore prices are controlled in the company.

Still other methods used for control are; utilising computer networks between service 
shops and company and invoicing automatically with pre set prices, and checking shops 
with regular visits, and re-calling customers by phone after a service shop reports a service 
bill.

The above methods prove that most of the companies are seriously working on price 
control and they do not let the shops abuse the trust of customers.

(iii) Quality of Spare Parts in Service Shops

Inspection and quality control of spare parts are done in factories in quality assurance 
departments. This has been investigated in detail in section 5.2.

In this part of the survey the focus was on the spare parts in the service shops (Question 
3.7.b ). The problem is that service shops can supply spare parts from many sources apart 
from the main company. The possible unofficial sources are small workshops imitating the 
original spare parts of big companies, small firms buying the scrap from white goods 
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producers and the auxiliary industry which produces some parts to white goods producers 
The last ones actually produces original spare parts but when their products are rejected by 
the companies due to quality problems, instead of scraping they sell these parts to service 
shops.

In order to prevent service shops from buying from these sources, companies should 
monitor the spare parts in service shops.

Thirteen companies indicated that they have a control of the spare parts in service shops. 
On the other hand 1 importer informed that they do not have any control on spare parts. 
They simply do not monitor service shops. The methods utilized in spare part monitoring 
are varying. Based on the in-depth interviews, following results were drawn.

Large companies sign agreements with auxiliary industry firms prohibiting the sales of 
spare parts to other customers, firms or service shops. Another common way is to visit 
service shops regularly and controlling spare parts.

As mentioned above scrapped goods are an important source for service shops. Small firms 
buy scrapped white goods from companies and disassemble these and sell them to service 
shops. In order to prevent this trade companies also monitor the scrapping firms. Even one 
company stated that they damage the scrapped goods before they sell.

The methods and approach of white goods producers against unofficial spare parts are less 
effective than the methods used for price controls of spare parts. But still they are aware of 
the problems in the market and are trying to monitor service shops.

The importers are more lucky for spare part quality. Because imitation of imported parts is 
not common due to low no of sales (There is no big market for imported goods services). 
Moreover importers do not scrap defected goods but send them back.

As a conclusion, in the previous sections the findings of in- depth interviews on availability 
price and quality of spare parts in service shops were presented. According to the results, 
availability of spare parts for imported or old models is guaranteed by law. And companies 
obey these rules in general. Selling prices of spare parts are monitored strictly by 
companies. They have settled good check-points and information networks for controlling 
prices in shops.

On the other hand, according to our observations the control of spare part quality in shops 
is not very effective. The trade between service shops and scrap companies or spare part 
producers still continues. Although white goods industry try to control and interrupt this 
trade, there are still much things to improve.
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5.3.4. TRAINING OF SERVICING PERSONNEL

An important determinant of after sales service quality is the qualified personnel. Training 
of servicing men is a key factor in after sales services. Fourteen companies were asked 
about their training activities during survey (Question 3.8.a.b.c ).

All companies stated that they train the service personnel by arranging courses and 
seminars. These courses are technical courses and lectured by the technicians and engineers 
of the company. Also most of the companies offer seminars on human relations and 
consumer treatment. The technical courses cover characteristics, technical features, trouble 
shooting and assembly of white goods.

Larger companies hold these courses three or four times a year which means they 
periodically repeat and improve (i.e. with problem statistics and mending operations ) these 
courses. Some other companies arrange seminars once a year. And still another group 
arranges courses when a new service shop is opened or a new product is launched.

When a new product is launched, a course is held nearly by all companies. This course is 
designed to inform about the features of the new product.

Apart from these courses, a service shop can apply to after sales services department 
whenever he/she needs improvement on his/her skills or information. Necessary 
information will be supplied to this shop.

In conclusion, during research it was observed that industry takes the training of service 
personnel very seriously. They keep the service shops informed about new products, new 
trouble shooting techniques by arranging courses or seminars.

The producers are more organised and successful in training than importers due to then 
better capabilities.

5.3.5. EFFECT OF AFTER SALES SERVICES ON SALES

During the interviews managers of after sales services departments explained the 
importance of after sales services for sales and reputation of company. They indicated that 
in certain regions of Turkey, after sales services are more important than the product itself 
Still some other respondents informed that after sales services have a strong effect on 
second time purchase decisions. The effect of following factors on purchase decisions were 
asked to interviewees in question 3.9. and responses are tabulated in table 5.11.



www.manaraa.com

73

TABLE 5.11 EFFECT OF AFTER SALES 
SERVICE FACTORS ON 
PURCHASE DECISIONS

FACTORS OF 
AFTER SALES 

SERVICES
MEAN RANK(*) STD. DEV.

1 : VERY 
U EFFECTIVERELIABILITY 1.214 0.426

QUALITY OF 
SERVICE 1.357 0.633 2: FAIRLY 

EFFECTIVE

QUICK PROBLEM 
SOLVING 1.429 0.646 3: LESS 

EFFECTIVE

PERVASIVENESS 1.643 0.842
4: NOT 
EFFECTIVE

GUARANTEE 
DURATION AND 

CONDITIONS
1.786 0.699 5: ABSOLUTELY 

NOT EFFECTIVE

INFORMATION 
SUPPLYING 
PERSONNEL

2.071 1.072

VARIOUS SPECIAL 
SERVICES

2.214 0.893

From the table 5.11 we can observe that generally all of the factors about services found to 
be effective on purchase decisions (with maximum mean rank of 2.21)Accordingly the 
most effective factors are mentioned to be reliability (mean 1.21) and quality of service 
(mean 1.36).

5.3.6. SUMMARY

After sales service facilities of the industry were investigated in the third part of the 
questionnaire. Companies are found to supply their customer service via private service 
shops. There are 3150 service shops operating in the networks of companies covering all 
geographical regions of Turkey where most of the shops are located in Marmara region.

Companies generally have a service organization inside the firm responsible for dealing 
with spare parts and controlling and auditing service shops. Service shops are handled by 
district departments, on the other hand.

According to the findings on spare part availability, control of spare parts quality and prices 
and speed of service, industry is evaluated for quality of after sales services.
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Companies take necessary precautions for training of the servicing personnel and 
manufacturers are organized better than importers to supply training.

Finally, all interviewees noted that after sales services have a strong effect on buying 
decision. Especially re-purchasing decisions are made according to company'safter sales 
service performance.
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5.4. EXPORT OPPORTUNITIES

Globalization of world trade has led markets to come closer. Export markets gained 
importance in the operations of companies. Turkish industry feels more the effects of 
globalization as the country takes its place in international trade arena. The durable goods 
industry is no exception to this trend. The possible negative effects of increasing foreign 
competition will be investigated in import threats section (Section 5.5).

On the other hand globalization of trade opens new export opportunities for Turkish white 
goods producers. This part of the survey was conducted with producers to find out their 
export opportunities. But one company did not take place in this part since it has no 
significant export in ten product lines of our interest. AEG has no export facility because 
their export is realised by Profilo company PRO-EKS. One firm resisted to reply this part 
of the questionnaire. Thus the export opportunities part of the questionnaire was replied by 
six of the nine producers.

Export sales, major export products and countries and future potential export markets are 
explored in this section. Moreover marketing activities to reach export markets are 
evaluated. To do this market research activities, fairs and distribution channels are 
investigated. Finally competitive features of Turkish white goods products are asked to the 
companies.

5.4.1. EXPORT SALES OF COMPANIES

In order to determine the approach of the companies to export, the share of export sales in 
total sales was questioned (Question 4.2.a).

EXPORT SALES RATIO OF COMPANIES
TABLE 5.12

COMPANIES CLAIMS ON 
EXPORT/TOTAL SALES

NO. OF 
COMPANIES

LESS THAN 5% 1
BETWEEN 5%-15% 3
BETWEEN 16%-30% 0
BETWEEN 31%-45% 0
BETWEEN 46%-60% 1
MORE THAN 60% 1

From the table 5.12, its easy to figure out that companies export sales are rather at a very 
low level. The main reason for the low export ratios is that local market is very active in 
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recent years and this growing local market is quite enough to fill the production capacities 
of manufacturers. Hence they are not willing to be involved in export marketing operations 
which are stated to be harder than local marketing. The general approach of Turkish 
producers is that they consider export activities as a guarantee against local market 
bottlenecks On the other hand among the manufacturers there are two firms that are 
mainly producing for export markets.

But for the coming years all companies plan to increase the share of export sales. This 
tendency is based on the desire to participate in world marketing operations and compete 
in foreign markets. On the other hand, export incentives encourage companies to put 
weight on export operations. Company officials stated that major driving force for export 
is incentives of government (Question 4.2.b.).

The same optimistic view is observed for specific product lines, as well Companies slated 
that the exports will increase for nearly all 10 product lines of white goods (with a logical 
exclusion of semi-automatic washing machine, water heater and microwave oven). Until 
the year 2000 people forecast an increasing trend of export (Question 4.3 ).

5.4.2. EXPORT PRODUCTS AND COUNTRIES

According to exporters the main export product lines of Turkish white goods industry are 
refrigerator and oven (Question 4.1). This is a solid proof of the approach of Turkish 
companies to export. As discussed above companies regard export as an opportunity to 
utilise when there is a bottleneck in local market. Refrigerator and oven as reviewed in 
section, 4.1 have long been in Turkish white goods market and are very hard product lines 
to compete because of high ownership rates, many number of companies and many 
number of models in the market. Thus companies turn towards the export markets for 
these product lines to overcome the problems in local sales. Extending this systematic 
thought, we can expect increasing export sales in the future for today's promising product 
lines (i.e. washing machine) as ownership rates and competition grow The competing 
local market will motivate the producers for searching alternative markets.

One company which is exporting most of its products, stated that it also exports free/eis 
and microwave ovens.

a) Current Export Countries

l or current export countries many countries were mentioned about. It seems that every 
company has its own export area. Because a country which is the number one export 
market for one producer, means nothing to another producer. Despite this fact, we can still 
group some countries which are important for Turkish white goods industry. These are;
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- E C countries such as England, France, Germany, Italy and Belgium,
- North African countries such as Morocco, Algeria, Lebanon, Tunisia and Israel,
- And finally Mediterranean countries such as Spain, Portugal and Greece.

From the above list we can conclude that Turkish white goods industry concentrates on 
Turkey's close neighbourhood. Despite the mentioned countries such as south Africa and 
Russia this can be due to geographical situation since transportation to longer distances 
increases costs and thus decreases competitiveness.

b) Future Potentials

When the future potentials were asked to exporters (Question 4.4 ), comments did not 
differentiate much from the existing situation. As at the time being, companies forecast that 
refrigerator and oven will be the locomotive product lines for export. Some companies 
indicated a limited potential for automatic washing machines.

Again the promising countries appeared to be in close neighbourhood of Turkey. Current 
export countries seem to promise more for the future. On the other hand two important 
promising exceptions are USA and newly established Turkic republics. As being a huge 
market USA attracts white goods industry. Considering historical, cultural and political ties 
between central Asia republics and Turkey these countries will be of greater interest in the 
future.

5.4.3. EXPORT MARKETING ACTIVITIES

In order to determine the level of export activities of companies, research was conducted 
on the following fields of export marketing; Market research, promotion and distribution.

a) Market Research

Although all six companies stated that they conduct market research in the countries of 
their interest, their methods seem to be inadequate for detailed market analysis (Question 
4.6.a).

The major method to collect data on export markets is visiting the country and contacting 
possible customers. The information obtained during these business trips is the main 
decision tool for export. Also partners, importers, customers in foreign countries are the 
sources of information on these markets.

Three companies stated that they conduct researches via foreign offices and affiliated 
companies in Europe and only one company assigns professional research companies for
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market research in export countries.

As it can be understood from the above discussion, the research efforts of the companies in 
foreign countries are much less effective than researches in local market. They prefer 
personal contacts and this shows us that exporters usually prefer sales researches instead of 
market researches i.e. exporters need to meet potential customers and try to identify their 
needs instead of trying to know the market. But of course these contacts supply 
information on market to some extent.

The questions on market research areas were answered by exporters, too (Question 4 0.b)

TABLE 5 13 MARKET RESEARCH 
AREAS OF EXPORTERS

AREA OF RESEARCH N
MEAN 

PRIORITY 
n

PRODUCTS IN THE 
MARKET 6 1.33

COMPETITION 6 2.00

DISTRIBUTION 
CHANNELS 6 3.67

CUSTOMER NEEDS 
TRENDS 5 4.00

ECONOMIC 
DEVELOPMENTS 5 4.00

DEMOGRAPHIC DATA 5 5.00

(*) 1 : Most important

Table 5.13. indicates that the exporters are primarily interested in competing products and 
competing companies in export market. Turkish producers want to have information on 
their foreign rivals. Observing from the table 5.13, distribution channels are also 
investigated prior to market entry. But other areas are not considered to be important.

b) Fairs

All six exporters informed that they participate in several international fairs (Question 
4.7.a.b). The most popular international fair among Turkish white goods producers is 
Domotechnica-Cologne. This important meeting platform for European white goods 
industry also attracts Turkish producers. All companies stated that they participate in 
Domotechnica. Secondly Confortée fair in Paris is participated by Turkish producers. All 
major brands are presented in this fair. Apart from these two European fairs, companies 
prefer to participate in national fairs in their target export countries, such as in fairs in 



www.manaraa.com

79

Turkic republics in central Asia or in Balkans. This is of course a reflection of their export 
strategy.

The effect of fairs on export sales were evaluated by companies, as well (Question 4.7.c). 
In general, fairs are found to have very positive effect for export opportunities. On the 
other hand, exporters were divided into two groups according to their evaluations of the 
effects of fairs on setting up sales connections. First group claims that fairs have long term 
effects and benefits for export and it is very seldom to receive a big order when a company 
participate in a fair. But other group states that beside the long term benefits, there may be 
instantaneous big orders during the fairs. These companies claim that they enjoyed such 
orders in the previous fairs.

No matter the company receives an order or not, they fully agree that, fairs give them the 
opportunity of promoting their companies and products, building usefill long term contacts 
with potential customers and having direct relationship with the importers. Companies 
know that export can only be possible by having direct contacts and by the existence of the 
firm physically in the target market.

Export methods such as written promotions and letter negotiations and sample deliveries 
do not have desirable effects on export sales. One additional benefit of trade fairs is that 
companies learn about new developments and trends in world white goods industry. This is 
especially true for Domotechnica and Confortée fairs since all major producers of the 
world participate in these fairs showing their latest technology products.

As a conclusion Turkish companies realised the effects and benefits of trade fairs and they 
are participating major white goods industry gatherings both to promote their products and 
see others' new products.

c) Distribution Channels

The distribution channels in export markets are varying from company to company 
Moreover companies utilize different channels in different countries. Their selection of 
sales channels mostly depend upon the demand from the export market i.e. if a white 
goods wholesaler orders, company sells its products via this wholesaler in that country, if 
an importer orders, company use this importer. On the other hand there are exceptions to 
this trend. Big companies (leaders) prefer certain distribution channels over others. In table 
5.14. the channels are ranked according to their priorities for the companies contacted 
(Question 4.8).
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TABLE 5.14 DISTRIBUTION CHANNELS USED 

BY WHITE GOODS COMPANIES IN 
EXPORT MARKETS

CHANNEL IN EXPORT 
MARKET

MEAN 
RANK*

STANDART 
DEVIATION

IMPORTERS 4 1.50 1

MARKETING FIRMS/ 
AGENCIES 4 2.25 0.957

OWN MARKETING 
COMPANY 4 2.50 1.732

BIG WG STORES 4 2.75 0.957

(*) 1 : Most used

Apart from the above channels, some companies indicated that they work with 
wholesalers, as well. It is observed from the table 5.14. that main distribution channel of 
Turkish exporters is importers. On the other hand it is interesting to note that four 
companies out of six claimed that they export via their own marketing company in foreign 
countries. Companies actually inform that their affiliated companies in foreign countries act 
as a marketing company for exports.
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5.4.4. COMPETITIVE FEATURES OF TURKISH WHITE GOODS PRODUCTS

The important features of Turkish white goods effective in the preferences of foreign 
customers were ranked by exporters the findings are tabulated in table 5.29. (Question 
4.5.a).

TABLE 5.15 COMPETITIVE FEATURES OF TURKISH WG

COMPETITIVE 
FEATURES OF 
TURKISH WG 
PRODUCTS

NO OF 
COMPANIES MEAN RANK* STD. DEV.

SUITABLE PRICES 5 1.800 0.837

BETTER QUALITY 6 2.167 0..983

FUNCTIONALITY 4 3.250 1.708

MORE DEVELOPED 
TECHNOLOGY 4 3.500 1.915

AFTER SALES 
SERVICES 4 4.250 1.893

HAVING VARIOUS 
FUNCTIONS 3 4.667 1.155

STRONG BRAND 
NAME 2 6.500 0.707

(*) 1 : Most competitive

Observing from the table 5.15 the main competitive advantage of Turkish products is the 
price. The other factors are far less important than price. This proves us that Turkish white 
goods products are still competing on a price basis in foreign markets. This of course is a 
weak point of export competitiveness and should be changed by exporters.

But luckily quality is the second factor that convinces the customer for selection of Turkish 
goods. On the third place functionality comes which means Turkish goods are more user 
friendly than their competitors.

The conflict here is that Turkish goods are competitive on a price reduction basis although 
they have an acceptable quality and are fairly functional according to producers This 
conflict is explained by another finding from the table 5.15: Brand name has no effect on 
Turkish products sales. All of the companies stated that they could not build a brand name 
in foreign markets up to now. This is a big handicap in the markets where quality is 
synonymous with brand name. So unknown products have to compete with their prices
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even if their quality is good.

The main disadvantage of Turkish products is surprisingly price/quality ratio again in 
certain markets according to producers. This is true for price sensitive markets. Turkish 
products are expensive for these markets. Unknown brand name and inability to distinguish 
customer needs and wants also hinder competitiveness of Turkish white goods products 
(Question 4.5.b).

a) Important Factors in Competitiveness

Companies were asked to evaluate the effect of certain factors on competitiveness in 
export markets. The rankings were independent from companies' position in export 
markets. They evaluated market needs and not what they offer to the markets (Question 
49).

COMPETITIVENESS IN EXPORT 
MARKETS

TABLE 5.16 FACTORS DETERMINING

FACTOR N MEAN 
IMPORTANCE * STD. DEV

AFTER SALES 
SERVICES 6 1.167 0.408

BETTER QUALITY 6 1.667 0.516

STRONG BRAND 
NAME 6 1.833 1.169

USING MORE 
DENELOPED 

TECHNOLOGY
6 2.000 0.632

HAVING VARIOUS 
AND BETTER 
FUNCTIONS

6 2.333 0.516

FUNCTIONALITY 6 2.833 1.472

(*) 1 : Most important

From the above table 5.16, we can observe that three most important factors for the 
success in export markets are found to be after sales services, quality and brand name. 
These three factors should be well worked in order to be competitive in foreign countries. 
Strong position in these fields, can help exporters to run away from price-based 
competition.
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b) Implications for Turkish White Goods Exporters

In the final part of export section of the questionnaire, companies were asked about the 
methods that can be used by Turkish exporters in order to be successful in foreign markets 
(Question 4.10 ). According to the interviewees, a successful exporter should be a very 
patient one. The exporting company should aim long term relationships with serious 
customers and stay close to export markets via its agencies. Long term partnership will 
help the exporter to build a good reputation and gain trust in the market. Brand name can 
be introduced and promoted by long term close relations. Moreover as discussed in 
previous sections quality should be high as compared to rivals at a reasonable price. 
Quality/price ratio is the important determinant of the competitiveness of export products.

After sales services and spare part availability is important to convince foreign customers 
In all markets, like in Turkey, consumers care about after sales services for home 
appliances. For export products consumers are more suspicious considering the distance 
from the producer.

5.4.5. SUMMARY

As can be seen from the figures in table 5.12, export sales are a very small percent in 
companies' total sales at the time being. But companies want to increase their export sales 
definetely. Major export countries are in the close regions of Turkey such as E C countries 
or North African countries. These countries seem to promise in the future, too.

For the marketing activities, companies try to conduct market researches in foreign 
markets but these researches are not effective. The industry's primary way of marketing is 
participating in fairs in export markets. Companies utilize several distribution channels to 
sell their products and these channels are selected according to the buyer's requirements

According to the interviewees, Turkish white goods are competing in export markets on a 
price reduction basis though their quality is acceptable. To over-come this handicap 
exporters should concentrate on building up brand names, strong after sales service and 
better quality.
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5.5. THREATS FROM IMPORT

Threats from import section of the questionnaire applied to only producers. But producers, 
as explained in the first part, import many items for several reasons. So the threat here is 
the increasing number of foreign white goods companies starting to operate in Turkey and 
the possible negative effects of the custom agreement with E C in 1996. All the nine 
producers participated in this section of the questionnaire.

In this section, the effect of imported goods on sales of domestic producers is investigated 
Competitive advantages of imported goods are evaluated by the manufacturers. The 
reasons of the manufacturers' imports are discussed with the companies. Finally, 
advantages and disadvantages of custom unification with E C are explored.

5.5.1. LEVEL OF IMPORT AND ITS IMPACT ON DOMESTIC SALES

In the research manufacturers were asked to evaluate the import tendency of white goods 
products and impact of imported goods on their own sales. According to survey results 
(Question 5.1.b), the products mostly imported are automatic washing machines, 
refrigerators, ovens and dish washers respectively.

The question 5.1.a about impact of imported goods in the market responded by the 
companies only for their own product ranges. Therefore number of responds (N) 
represents the number of companies that produce/import that specific product. This has led 
to inadequate response numbers but the effect of imported goods on a specific product can 
only be judged by a company actually marketing that product.

TABLE 5.17 impact of imports on sales

PRODUCTS N
MEAN 
RANK*

STANDART 
DEVIATION

WATER HEATER 4 2.5 0.577

VACUUM CLEANER 3 2.7 1.155

DISH WASHER 5 3.0 0.707

MICROWAVE OVEN 3 3.0 1

REFRIGERATOR / FREEZER 5 3.2 0.447
OVEN 5 3 2 0.833
AUTO WASH MACHINE 5 3.4 0.548
SEMI AUTO WASH MACHINE 1 4.0 —

• 1 = HIGHLY NEGATIVE EFFECT 
2= NEGATIVE EFFECT

3 = NO EFFECT 
4= POSITIVE EFFECT
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From the table 5.17, according to the interviewees no negative effect is observed for sales 
due to increasing imports. On the contrary a positive effect is encountered for some of the 
pioduct lines. I he reason of the positive effect is explained by the companies that imported 
goods have enriched the market and consumer attracted to white goods purchasing by 
observing different models, foreign brands and sales promotions. As a result many potential 
consumers start to purchase white goods but many of the consumers choose domestic 
brands. As a result importers (or imported goods) could not utilise fully, the active market 
which they built-up.

The only product lines which are effected negatively are vacuum cleaners (mean 2.7) and 
water heaters (mean 2.5); but these evaluations seem to be between negative effect and no 
effect levels (Table 5.17). No company indicates that dryer sales are effected by imports.

5.5.2. COMPETITIVE ADVANTAGES AND DISADVANTAGES OF IMPORTED 
GOODS

a) Strengths

Nine producers were questioned to compare imported goods and domestic goods and 
evaluate advantages and disadvantages of imported goods (Question 5.4.a). All of the nine 
respondents replied this section. The results can be seen in tabulated form in table 5.18.

TABLE 5.18 ADVANTAGES OF IMPORTED GOODS
ADVANÏÀâEÔÜè 

FACTORS OF IMPORTED 
GOODS

PERCENT OF IMPORTANCE 
LEVEL RANKING (%)

MEAN 
RANK*

12 3 4 5
STRONG BRAND NAME 55.6 33.3 11.1 0 0 1.56

SUPERIOR QUALITY 44.4 33.3 22.2 0 0 1.78

HIGHER TECHNOLOGY 22.2 44.4 33.3 0 0 2.11

VARIETY OF FUNCTIONS 0 66.7 33.3 0 0 2.33

SUITABLE PRICES 22.2 22.2 11.1 33.3 11.1 2.89
STRONG DISTRIBUTION 

CHANNELS 11.1 0 0 33.3 55.6 4.22

CONTINOUS AFTER 
SALES SERVICE 11.1 0 0 0 88.9 4.56

1 : At very important level 4: At non important level
2: At important level 5: At completely non important level
3: At less important level



www.manaraa.com

86

As can be observed from the table 5.18, the unique competencies of the imported goods 
are believed to be strong brand name (mean 1.56) and superior quality (mean 1.78).

This result was verified by another section in the questionnaire. Producers were asked 
about their opinion on the effects of world-famous brand names on Turkish consumers 
(Question 5.3). Results verified the above rating of importance (Table 5.19 and Figure 
5.3).

TABLE 5.19 BRAND NAME 
EFFECT IN THE 

MARKET

LEVEL

VERY EFFECTIVE 2 22.2

EFFECTIVE 6 66.7

LESS EFFECTIVE 1 11.1

NOT EFFECTIVE 0 0

FIG 5.3 BREAKDOWN OF BRAND NAME EFFECT

11% 0% 22%

67%

H VERY 
EFFECTIV 
E

■ EFFECTIV 
E

■ LESS 
EFFECTIV 
E

□ NOT 
EFFECTIV 
E

This proves that the main strength of imports is their strong brand names. High level 
quality also helps to build a good reputation for imports.

Other superior features ranked as "at important level" from table 5.18, are higher 
technology and variety of functions (mean ranks of importance level 2.11 and 2 33 
respectively). On the other hand after sales service and distribution channels are weak 
points of imported goods.

b) Weaknesses

As a logical extension to the above results, the most mentioned weakness of the imported 
goods is the quality of their after sales services (Question 5.4.b.). All nine producers 
criticise the level of after sales services of importers, and availability of spare parts.

According to producers, other major weaknesses are weak distribution of imported goods 
and the suspects upon the continuity of import. This is an outcome of the reality that 
importers, as compered to producers, have no significant investment for importation and 
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they can easily change their field of operation, when a bottleneck occurs in white goods 
market. Few companies (only two of them) mention about high prices of imports but this 
can not be a generalised view because as there are high price, high end products in the 
market (such as G.E, White Westinghouse) there are also cheaper products available for 
purchase.

5.5.3. IMPORTS OF PRODUCERS

Another interesting subject that the survey investigated is the reasons for import activities 
of the manufacturers.

Nearly all of the producers import one or more lines. They regard their imports as a 
different phenomena than importers activities. Investigating the motivations behind this 
tendency gives clues to manufacturers strategy (Question 5.2 ).

PRODUCERS
TABLE 5.20 REASONS OF IMPORTING FOR LOCAL

REASON OF IMPORT N
... MEAN 
IMPORTANCE

LEVELS

STANDART 
DEVIATION

PRODUCT LINE STRETCHING 
(INTRODUCING NEW MODELS) 6 1.50 .548

PRODUCT RANGE STRETCHING 8 1.75 1.488

INTRODUCING NEW 
TECHNOLOGY WITHOUT 

MANUFACTURING
6 2.83 0.753

INTRODUCING NEW BRANDS 2 3.00 1.414

COMPETING WITH FOREIGN 
BRANDS DIRECTLY 4 3.75 1.5

TO HAVE BETTER PROFIT 
MARGIN 4 5.00 1.155

* 1: MOST IMPORTANT

In the table 5.20, the main motivation behind imports is observed as the will of companies 
to increase number of models: Product line stretching (adding new imported products to 
the existing product lines ) is stated to be the most important reason of most companies for 
import (mean 1.5). Also importing products in order to add a new product line to their 
existing product range is the second important reason stated by producers (mean 1.75).

The least important reason of import mentioned is to increase profit margin. This is a sign 
that the custom barriers still high for imports allowing no margin for extra profit.
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5.5.4. CUSTOM UNIFICATION WITH E.C.

Producers were surveyed about their opinions on possible positive and negative effects of 
custom tax unification with E C in 1996. They are asked whether they agree with the 
statements on positive and negative results of unification (Question 5.5.a. and b).

a) Positive Effects :

TABLE 5.21 POSITIVE EFFECTS OF CUSTOM 
UNIFICATION

RESULTS
PERCENT OF RESPONSES MEAN 

RANK*

1 2 3 4 5

INCREASING CONSCIOUSNESS OF 
CUSTOMER BY COMPARING DIFFERENT 

PRODUCTS
88.9 11.1 0 0 0 1 11

INCREASE OF EFFICIENCY IN THE 
SECTOR AS A RESULT OF INCREASING 

COMPETITION
77.8 22.2 0 0 0 1.22

MORE ALTERNATIVES FOR TURKISH 
CONSUMER 88.9 0 11 1 0 0 1.22

RICH MARKET AS A RESULT OF 
INCREASING NUMBER OF MODELS IN

THE MARKET "
66.7 22.2 0 11.1 0 1.56

QUALITY AT WORLD LEVEL AND 
COMPETITIVE STRENGTH AT 

INTERNATIONAL LEVEL FOR TURKISH 
WG INDUSTRY

55.6 22.2 22.2 0 0 1.67

JOINT VENTURES- FOREIGN CAPITAL 
INVESTMENTS 44.4 11.1 11.1 33.3 0 2.33

LOWER PRICES AS A RESULT OF 
COMPETITION 33.3 22 2 22.2 11 1 0 2.44

1 [COMPLETELY AGREE 4:PARTLY DISAGREE
2:PARTLY AGREE 5:COMPLETELY DISAGREE
3:NO COMMENT



www.manaraa.com

89

As to be seen in table 5.21. the wide-accepted outcome of the tax unification (or this can 
be interpreted as an expectation) is the increasing consciousness of customer (mean ill) 
Moreover increase of product alternatives at the customer favour and increase of efficiency 
in the industry are the main ideas supported by producers (means 1.22 each).

b) Negative Effects:

TABLE 5.22 NEGATIVE EFFECTS OF CUSTOM 
UNIFICATION

RESULTS
PERCENT OF RESPONSES MEAN 

RANK*
1 2 3 4 5

FULL OF LOW QUALITY 
PRODUCTS IN THE MARKET 44.4 33.3 0 11.1 11.1 2 11

LOT OF IMPORTS AND 
UNBALANCE IN FOREIGN 

TRADE
33.3 33.3 11.1 11.1 11.1 2.33

DECREASE IN LOCAL 
PRODUCTION AS ARESULT OF 

COMPETITION
22.2 44.4 0 0 33.3 2.78

DECREASE OF CUSTOMER 
TRUST IN THE MARKET 33.3 0 44.4 0 22.2 2.78

UNEMPLOYMENT AS A 
RESULT OF SHRINKAGE IN 

THE SECTOR AND AUXILLIARY 
INDUSTRY

22.2 22.2 22.2 11.1 22.2 2.89

DETERMINATION OF PRICES 
BY IMPORT PRODUCTS 11.1 33.3 11.1 22.2 22.2 3.11

1 COMPLETELY AGREE 4:PARTLY DISAGREE
2:PARTLY AGREE ^COMPLETELY DISAGREE
3:NO COMMENT

The most supported negative result is the danger of low quality products' entrance into the 
Turkish market with a mean 2.11 (Table 5.22 ).

No other danger is widely accepted significantly as can be observed, positive results are 
more supported than negative results. This verifies that industry is positive about the tax 
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unification in general. This is partly due to the fact that industry managers believe that tax 
unification and increasing foreign competition is to the benefit of end consumer And they 
are also end consumers of products so they support the unification as consumers. But no 
verification exist for this outcome only qualitative opinions are supporting this idea.

5.5.5. SUMMARY

In this section of the research, threats due to the increasing imports in Turkish market were 
discussed. According to the interviewees, not all of the product lines are effected 
negatively by the entrance of foreign goods, some products even benefit from the market 
growth that imported goods caused The major advantages of foreign products are superior 
quality and brand name. Brand name has a strong influence on the consumers in the white 
goods market. The most important disadvantages of imported goods, on the other hand, 
are availability of after sales services and their distribution system. The reasons of the 
imports of local producers are also discussed in this section: Local companies prefer to 
import for product line stretching and increasing the number of models in their product 
range.

Industry evaluated the possible outcomes of the custom unification with EC which is 
planned in 1996. Companies mostly agreed on positive effects presented in the 
questionnaire, but the negative effects were not supported by the industry very much. (Of 
course there are some exceptions: Entry of low quality low-priced products is noted by the 
companies as a major threat as a result of custom unification.) This proves that, in general, 
white goods industry is positive about the custom tax reductions.
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5.6. MARKET TRENDS

Both manufacturers and importers were questioned about the market trends for white 
goods industry. All sixteen firms participated in this section. Forecasts upon white goods 
market size and market growth tendencies are investigated. For four major product lines 
the opportunities and threats for demand are explored. Brand effect in the market is 
discussed in this section, too.

5.6.1. MARKET GROWTH EXPECTATIONS

Companies were required to explain their opinion on near future of the white goods 
market. Interviewees were required to select one of the projections on the white goods 
market's future development (Question 6.1.).

TABLE 5.23 MARKET GROWTH 
TRENDS

MARKET DEVELOPMENT 
TENDENCY N SUPPORTING 

COMPANIES %

MARKET WILL GROW IN 
ACCELERATION 6 37.5

MARKET WILL GROW STEADY 6 37.5

MARKET WILL GROW FOR A 
PERIOD THAN WILL SHRINK DUE 

TO SATURATION
3 18.8

after a SHRINKAGE MARKET 
WILL START GROVING 0 0

MARKET WILL SHRINK STEADILY 0 0

MARKET WILL SHRINK IN 
ACCELERATION 0 0

OTHER: MARKET WILL GROW IN 
VARYING SPEEDS 1 6.3

TOTAL: 16 100.0

It is easily to be recognised from the table 5.23 that vast majority is optimistic about the 
markets developments. It is notable that 75 % of the companies are expecting a continuous 
growth for the near future and half of this optimistic majority even forecasts a growth in 
accelerating manner
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Only one company viewed the market differently. According to this company the market 
will be in fluctuations for coming 5 years. But this interviewee is in a tendency of relating 
the growth to macro economic variables rather than demand

Apart from evaluations of the overall market, interviewees were required to forecast the 
tendency of sales for individual product lines which they produce or import (Question 
6.2).

TABLE 5.24 SALES EXPECTATIONS FOR PRODUCTS IN THE FUTURE

PRODUCT LINE

SALES WILL

TOTAL 
NUMBER OF 
RESPONSES

INCH iAiill DECREASE STAY SAME

% 51® % N %

REFRIGERATOR 5 41.7 2 16.7 5 41.7 12

FREEZER 8 88.9 0 0 1 11.0 9

AUTO WASH MACHINE 12 100 0 0 0 0 12

SEMI AUTO WASH 
MACHINE

1 14.3 6 85.7 0 0 7

DISH WASHER 12 100 0 0 0 0 12

OVEN 5 41.7 0 0 7 58.3 12

MICROWAVE OVEN 12 100 0 0 0 0 12

VACUUM CLEANER 9 81.8 1 9.1 1 9.1 11

DRYER 6 60 2 20 2 20 10

WATER HEATER 8 88.9 0 0 1 11.1 9

The optimistic view still preserves as we note in table 5.24 high percentages on the column 
of supporters of increasing sales (with a reasonable exception of semi automatic washing 
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machine). We can also detect the most promising products for the near future. These are 
microwave oven dishwasher and automatic washing machine. All of the respondents claim 
that these products' sales will increase. On the other hand refrigerator and oven are 
considered as "declining demand" products (Table 5.24).

The above results show a distinctive correlation with penetration rates of product lines. If 
we consider the survey of ICC (1992), we can find that washing machine, dishwasher 
and microwave penetration rates are still low. Oven and refrigerator on the other hand 
have higher ownership rates.

5.6.2. REASONS OF GROWTH

Companies explained their reasoning for their optimistic view of the market growth 
(Question 6.1).

The most agreed reasons of the fast growth are :

a) High population growth
b) Big size of the young population
c) Due to younger population high marriage and new home settlements
d) Low ownership rate for most of the product lines.

Low penetration rates and related market growth was proved in the previous section with 
the proof of I.C.C. (1992) survey. Also some companies regard the white goods market as 
newly establishing. New house settlements and furnishing due to high marriage rates 
because of young population points out a new demand effective in the market (i.e. most of 
the sales are done to first time buyers of these products).

Some other companies mentioned renewal demand supporting the continuous growth of 
sales due to two factors:

Change in consumption patterns and use of kitchen equipments creates a demand for some 
alternative products. This is important for the demand for no-frost refrigerators, deep 
freezer and microwave oven.

Yet another factor effecting renewal demand is the introduction of new technology 
pioducts into the market. These new models trigger the consumers for changing their old 
models

These demand factors are the subject of next section and analysed in detail for major 
product lines individually.
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5.6.3. DEMAND PATTERN FOR MAJOR PRODUCT LINES

1 he producers and importers state the reasons of demand of four major product lines, 
namely refrigerator, automatic washing machine, dishwasher and oven.

The below discussion presents a thorough view for the market trends and opportunity and 
threats in the market (Question 6.3 ).

a) Refrigerator

TABLE 5.25 DEMAND FACTORS FOR REFRIGERATOR

DEMAND FACTOR N
MEAN 

IMPORTANCE 
(*)

STANDART 
DEVIATION

RENEWAL DEMAND DUE 
TO NEW ADVANCED 

TECH. MODELS
8 1.25 0.707

NEW 
DEMAND(MARRIAGE, 

NEW HOME 
SETTLEMENT)

9 2.11 0.782

THE NEED ARISING FROM 
NEW CONSUMPTION 
HABBITS AND LIFE 

STYLES

7 2.86 0.900

MODE, FASHION 3 4.00 1

BRAND SHIFTING (DUE TO 
PROMOTIONS) 4 4.00 1.414

1 : Most important

From the table 5.25, it is clear that most important factor in refrigerator demand is renewal 
(mean 1.25). The industry is trying to attract this renewal demand by introducing new 
advanced technology products, such as no-frost models, two-door models with freezer 
compartments. With a high penetration rate, refrigerator market is really a hard market to 
operate. The only way to overcome this bottleneck is to utilise this renewal demand in best 
way.
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On the other hand high population growth still plays an important role in the new demand 
for this classical product (mean 2.11). Younger population in Turkey leading to vast 
number of marriages and new home settlements still creates a good market.

Fashion and brand switching with mean ranks of 4.0 for both are the least effective sources 
of demand for the oldest product line of Turkish white goods sector.

TABLE 5.26 DEMAND FACTORS FOR AUTOMATIC
WASHING MACHINE

b) Automatic Washing Machine (A.W.M)

DEMAND FACTOR N
MEAN 

IMPORTANCE 
(*)

STANDART 
DEVIATION

NEW 
DEMAND(MARRIAGE, 

NEW HOME 
SETTLEMENT)

11 1.727 . 1.104

THE NEED ARISING 
FROM NEW 

CONSUMPTION HABITS 
AND LIFE STYLES

9 1.778 0.667

RENEWAL DEMAND DUE 
TO NEW ADVANCED 

TECH. MODELS
9 2.778 1.093

BRAND SHIFTING (DUE 
TO PROMOTIONS) 7 4.00 1.414

MODE, FASHION 6 4.00 0.632

* 1: MOST IMPORTANT

Observing from the table 5.26, two factors are effective for demand of A.W.M in the 
market. These are new demand (according to the respondents, this one is slightly more 
important than the second) and the demand arising from changing life styles and consumer 
habits (means 1.73 and 1.78 respectively). New demand is easy to figure out as we note the 
low ownership rate. On the other hand A.W.M sellers seemed to believe that drastic 
change of life styles and consumer habits in Turkey seriously effected the demand for this 
product.
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Especially changing role of woman in Turkish society and vastly increasing number of 
working women have made a strong effect both on living standards and family life style 
I oday s ui ban women have no time to loose with boring house-works which traditionally 
thought to be woman's work. This brings into scene the basic duty or value of all white 
goods: comfort supplying. These changes in life styles will lead to a growth in all product 
lines and demand will increase very significantly on more comfort-promising products such 
as dishwashers as we will observe in detail in the next section.

Renewal demand is also considered as a source of A.W.M demand but far less important 
than the first two factors mentioned (mean 2.78).

c) Dishwasher

TABLE 5.27 DEMAND FACTORS FOR DISHWASHER

DEMAND FACTOR N
MEAN 

IMPORTANCE 
(1

STANDART 
DEVIATION

THE NEED ARISING 
FROM NEW 

CONSUMPTION 
HABITS AND LIFE 

STYLES

8 1.750 1.035

NEW 
DEMAND(MARRIAGE, 

NEW HOME 
SETTLEMENT)

7 2.286 1.496

RENEWAL DEMAND 
DUE TO NEW 

ADVANCED TECH. 
MODEL

6 3.0 1.414

BRAND SHIFTING 
(DUE TO 

PROMOTIONS)
5 3.600 1.342

MODE, FASHION 6 3.667 1.033

1 : Most important

Dishwasher is the only product where the demand for this product most affected by the 
changing life styles (mean 1.75). New demand coming from first time buyers is the second 
important factor with mean rank 2.11, but according to industry far less important than 
iirst ( 1 sole j.2/). .
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1 he penetration rate of dishwasher in Turkey is the lowest among all major lines. Most of 
the population has not any dishwasher. So the new demand would be thought to be the 
main driving force of sales. But dishwasher companies still believe that if there is a demand 
for dishwasher nowadays the main factor triggering this demand is the changing life styles. 
Because few years ago the dishwasher penetration was the same but the demand was much 
lower than today's. Then the main reason of demand is the need for the product that people 
started to feel as they are more conscious about comfort. As explained above need for 
comfort will open up new era for white goods market. Dishwasher will definitely be the 
most promising product for coming years.

d) Oven

TABLE 5.28 DEMAND FACTOR FOR OVEN

DEMAND FACTOR N
MEAN 

IMPORTANCE 
0

STANDART
DEVIATION

NEW 
DEMAND(MARRIAGE,NE 
W HOME SETTLEMENT)

5 1.0 0

RENEWAL DEMAND DUE 
TO NEW 

ADVANCEDTECH. 
MODELS

5 2.2 0.447

THE NEED ARISING 
FROM NEW 

CONSUMPTION HABBITS 
AND LIFE STYLES

2 2.5 0.707

BRAND SHIFTING (DUE 
TO PROMOTIONS) 1 3.0 —

MODE, FASHION 0 - -

* 1: MOST IMPORTANT

1 here are low number of oven (producing/importing) companies thus low number of 
responses which makes it difficult to analyze demand factors But for all five of the 
respondents new demand is the number one driving force for the oven sales with a mean 
rank of 1.0 (Table 5.28 ). The second demand factor is renewal demand due to new
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5.6.4. THREATS ON DEMAND

a) Refrigerator

THREAT FOR SALES N MEAN 
IMPORTANCE (*)

STANDART 
DEVIATION

THE SATURATION 
RATE FOR THE 

PRODUCT
10 1.4 0.516

INCREASE OF 
COMPETITION 10 2.1 0.783

PRICE

*1: MOST IMPORTANT

5 2.4 0.894

Sigs™
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b) Automatic Washing Machine (A.W.M)

TABLE 5.30 THREATS ON AUTOMATIC WASHING

THREAT FOR SALES N MEAN 
IMPORTANCE (*)

STANDART 
DEVIATION

INCREASE OF 
COMPETITION 10 1.600 0.843

PRICE 5 1.800 1.304

REPLACEMENT OF THE 
PRODUCT BY OTHER 
PRODUCTS DUE TO 

CHANGING 
CONSUMER HABITS

2 2.500 0.707

THE SATURATION 
RATE FOR THE 

PRODUCT
7 2.571 1.134

REGARDING PRODUCT 
AS LUXORIOUS OR 

UNNEEDED
5 3.600 1.14

PRODUCT USAGE IS 
HARD AND NOT 

PRACTICAL

*1: MOST IMPORTANT

2 6.000 0

liSlg™
But it is interesting to note that companies find A W M 
products within the similar price range. A.W.M evaluated 
charged.

expensive but not the other 
to be not worth of the price
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c) Dishwasher

TABLE 5.31 THREATS ON DISHWASHER DEMAND

THREAT ON SALES N
MEAN 

IMPORTANCE
..... n

STANDART 
DEVIATION

PRICE 5 2.000 1.225

INCREASE OF 
COMPETITION 7 2.000 1.155

REGARDING PRODUCT AS 
LUXORIOUS OR 

UNNEEDED
4 2.250 0.957

REPLACEMENT OF THE 
PRODUCT BY OTHER 
PRODUCTS DUE TO 

CHANGING CONSUMER 
HABITS

2 3.500 0.707

THE SATURATION RATE 
FOR THE PRODUCT 3 4.333 2.082

PRODUCT USAGE IS HARD 
AND NOT PRACTICAL 2 5.500 0.707

* 1: MOST IMPORTANT

big potllTZ ThUS C°mpe0,iOn b ‘h=

tSheC^ fOr dishwasher is priee factor It has the same mean rank with
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d) Oven

TABLE 5,32 THREATS ON OVEN DEMAND

THREAT ON SALES N
MEAN 

IMPORTANCE
D

STANDART 
DEVIATION

PRICE 1 1 —

REPLACEMENT OF 
THE PRODUCT BY 
OTHER PRODUCTS 
DUE TO CHANGING 

CONSUMER HABITS

5 1.400 0.548

THE SATURATION 
RATE FOR THE 

PRODUCT
6 1.883 0.753

INCREASE OF 
COMPETITION 4 3.000 0

PRODUCT USAGE IS 
HARD AND NOT 

PRACTICAL
2 4.000 0

REGARDING 
PRODUCT AS 

LUXORIOUS OR
UNNEEDED

* 1 : Most important

1 4.000 —

Sisig» 
ISSIBH

Marmara Üniversi es
von Daire
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Secondly high ownership rate was evaluated as threat for 
accordance with the reasoning in section 5 6 3 d. oven sales (mean 1 88) This is in

5.6.5. BRAND CONSCIOUSNESS

TABLE 5.33 PREFERRED BRANDS
Local Foreign

1 ARÇELIK
2. AEG/PROFILO
3. BEKO

BOSCH
FRIGIDAIRE
MIELE, KELVINATOR
AND G.E.



www.manaraa.com

103

^21^2 "2°"^ (Table 5.33). Bosch's leadership is mostly due to DoSubank 
sales (Bosch is the most preferred brand in duty free market).

5.6.6. SUMMARY

Market growth expectations were investigated in this section. Vast majority of the 
companies interviewed were optimistic about the market Respondents believe that while

Demand factors for refrigerator, automatic washing machine, dishwasher and oven were 
investigated. For refrigerator, the most important reason of demand is renewal demand
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SECTION 6. FINDINGS: RESULTS OF IN-DEPTH INTERVIEWS

Apart from structured questionnaire in-depth interviews were held with some of the white

WK®
6.1. DISTRIBUTION CHANNELS

=======

- importers
- distributors
- wholesalers
- official and unofficial duty-free shops, and 
- retailers.
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imply a contract between the supplier and retailer in the full sense of the word. Thus non
act 88 etherised salesmen or agents for any number of 

oTîTï T If they are supplying themselves from wholesalers,
on the other hand, the sales contract is between the wholesaler and the retailer.

According to the estimates, based on interviews, most local production (85-90%) 1S

I 7. ‘TT" b“* d0 no* 10 account for more than some

Mme by ™Porters/distributors are channelled to retailers Only

6.1.1. DOMESTICALLY-PRODUCED GOODS

the c«er" “eby household apphances

(a)

(b)

(c)

(d)

producer-distributors-retailers-consumers 

producers- wholesalers-retailers-consumers 

producers-distributors-retailers-wholesalers-consumers
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(although a new entrant) have their own exclusive distribution companies. These 
distribution companies are generally in charge of setting up or maintaining the dealer 
network, administrating the distribution of products, the collection of payments, and 
promoting the product. After sales services are usually handled by the supplier directly

Retailers are generally non-exclusive, meaning that they are able to sell different brands of 
Areebk 6 m T °""*  Of all the major players with large retailer networks, only 
ArÇelik and AEG retailers are required to deal exclusively in the producer's brand

TABLE 6 1. DISTRIBUTION SYSTEM OF DOMESTIC BRANDS
BRAND DISTRIBUTION 

COMPANY
EXCLUSIVE 
RETAILERS

wiviüjj 11V1

NUMBER USE
WHOLESALERS

Arçelik Atihm Yes 1500 No
AEG Griinberg_______ Yes 1300 No
Profile Profilo Dagitim No 2000 No
Simtel Simtel No 6000 NoTeba Tümaç__________ _ No 3000 NoVestel Vestel Pazarlama No na na

Of the five large producers listed above, only two companies told that they regularly sell a

gSSSlgi
Finally, goods may also be channelled twice through retailers, via the spot market (d). This 
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is an unintentional channel, from the point of view of the producer, because the good 
moves from retailer to wholesaler and then back to the retail system but at a different price 
and to different retailers than originally intended.

The Turkish spot market for large household appliances has existed for almost a decade 
now, according to industry sources, but only started to gain importance over the last 
several years. The main driving forces behind the growth of this market have been high 
interest rates and the cash-flow problems of retailers. According to some industry analysts, 
the first case arises from the fact that the interest rate charged to retailers (5-6%) is one or 
two points lower than the going bank rate of 6 5-7.5% Thus, some large retailer and 
wholesalers have found they can buy on credit, sell the product to other retailers at cash 
prices below those offered by the producer himself, and then reinvest the funds at the 
going interest rate and make a profit.

The second and probably more important source of products to the spot market, are the 
retailers cash-flow problems. Many suppliers will ask the retailers to sign a yearly purchase 
agieement, to the amount of their choice, for which they must then sign promissory notes 

ccordmg to interviews, retailers will often sign a quota for too many units, either because 
they overestimate their sales, or because they hope to gain status or a yearly bonus by 
signing a large agreement. When payments fall due and the retailer finds himself stuck with 
stock his easiest recourse is to dump his products in the spot market. His losses in doing so 
may be as high as 45i/o, but it is still generally easier for him to sell off some of his stock at 
these losses, than to lose time and energy applying for a bank credit.

6.1.2. IMPORTED GOODS

The distribution channels of imported large household appliances may be divided between 
hose that are perfectly legal -(a), (b) and (c) below- those that are not legal but are 

tolerated by government authorities (d), and those which are neither legal nor tolerated (e)

(a) foieign producer-importer-retailers-consumers

(b) foreign producer-importer-independent distributor-retailers-consumers

(c) foreign producer-importer-official duty-free shops-consumers

(d) foreign producer-importer-official duty-free shops-unofficial duty-free shops- 
consumers, and r

(e) foreign producers-unofficial duty-free shops-consumers.
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rules corresponding to importing, and pay all associated customs duties. In case (a), the 
importer has a retailer network of his own, through which he himself distributes the 
imported appliances. The most obvious examples of this distribution system is Bosch 
although there other smaller examples in the Kelvinator-Acarsoy agreement. Candy" 
l ermikel, Westinghouse-Unimeks and Frigidaire-Frimak.

Most large local producers who have imported large appliances at one time or another 
ave also used this distribution channel. The most recent examples of this are Vestel, with 

Merlom/Philco products, Teba with Zanussi goods, and Cihan with White Westinghouse. 
However, the first two have imported the goods under their own name, with the immediate 
aim of assembling and then producing in Turkey. Simtel is also importing dishwashers 
rom another Merloni company, under its own name brand, also with the aim of producing 

them locally here in the near future.

Channel (b) is used by those importers who either do not have a large enough retailer 
network or have none at all. Survey only located one importer (Acarsoy) who had used an 
independent distributor as well as their own retailer network during the last year. However 
this distribution channel appears to be more commonly found with smaller household 
appliances rather than larger ones. Survey was only able to locate two well-organised 
large distributors in the Istanbul area- Birikim and Dizel Magnet.

In order to understand channels (c) and (d), it is necessary to have a clear picture of the 
way the duty-free shops operate in Turkey, and the reason for their establishment In the 
first Place, the duty-free shops recalled in the report, are not those found in international 
airports which serve international passengers, but rather are those which serve Turkish 
citizens returning from work abroad.

Under the current law governing duty-free imports, which was passed in 1987 Turkish 
citizens who are returning from work abroad, are allowed to bring in for their own use up 
!nlnr i goods, including furniture, vehicles and household

t to do so’ ^y must ask for permit rights to be stamped in their
passport at immigration upon entering the country. If they have worked abroad for two or 
once offbasi g1 allowed t0 bnngin UPt0 one article of each household appliance on a

52-^^
This distribution system corresponds to channel (c), which is perhaps the least important of
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ïBæ
TABLE 6.2. DISTRIBUTION SYSTEM OF FOREIGN BRANDS
BRAND RETAILERS

vr 1’1 
NUMBER

DKAmu 
DUTY-FREE WHOLESALERS

No
Bosch Yes 400 Yes
Candy Yes 3000 No YesGeneral Electric No - Yes NoKelvinator % es_______ 100 No naFrigidaire_______ Yes___________ na rNo naWhite
Westinghouse

Yes 138 Yes na
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6.1.3. 1 HE RETAILER/DUTY-FREE TRADE-OFF

There is a trade-off for the importer who decides to use both the duty-free shops and 
retailers. The reason for the trade-off is that imported goods which are sold in normal retail 
outlets are more expensive than those sold in the unofficial duty-free shops due to the fact

1. they are subject to the 20% VAT tax charged on appliance sales

2. they have been charged the customs duty and Mass Housing Fund Levy on 
into the country

According to the general manager of GE's representative, the difference in cost to the 
consumer caused by these two factors may be as high as 35%, and that, from the point of 
view of product quality, there is nothing to distinguish between the product sold by the 
ictaile1 and that sold by the unofficial duty-free shop As a product sold by the retailer and 
that sold by unofficial duty-free shop. As a result, most importers choose to work with 
either one network system or the other.

However in fact there are several factors which do tend to distinguish the two products 
and which have been used by some importers-mainly Bosch to their advantage ’

The first of these is payment conditions. Retailers usually offer credit terms to consumers 
whereas the unofficial duty- free shops do not. Probably one of the most important 
determinants of consumers selecting one channel over another is their cash situation.

The second is that the validity of guarantees (or if a consumer receives one at all) 
associated with products purchased from the unofficial duty-free shops may be questioned 
by authorised after-sales services unless the importer explicitly has a policy to respect all 
guarantees no matter the point of sale of their products (such as Bosch and General

. . Ird “ unofficial duty-free shops generally have a reputation of dishonest 
dealings-such as selling used or malfunctioning equipment or old models. Many of these 
rumours have been fed on by imported goods retailers trying to convince potential clients 
to avoid buying from their duty-free competitors.

retailer even claimed that Bosch is assembling their models m Turkey (which Bosch's Sales
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Manager later denied).

The duty-free shop, on the other hand, claimed that the models they sell are the ones made 
in Germany (the ."real" Bosch), while the ones sold by the retailers are produced m (hcecc 
(Bosch did confirm that they are officially importing from Bosch factories in Spain 
Greece was not mentioned however).

6.2. RETAILERS AND SALES CAMPAIGNS

Retaders, the final part in the distribution chain has an important function in the 
distribution of white goods since it directly deals with end user. In the research, some non
exclusive retailers were contacted, and their role is determined in white goods marketing 
the importance of sales campaigns was also discussed non-exclusive retailers, as 
mentioned earlier, act as authorised salesmen, or agents for any number of household 
appliance companies. The companies require bank securities or sometimes real estate 
guaranties against the credit payments of retailers. This is the major limitation for retailers 
to be the authorised agent for every brand they want. They have to be financially strong 
enough to finance all the guaranties companies requested. White goods companies sell on 
credit terms as much as the guaranty limits. On the other hand companies promote the 
retailers to buy on cash, by offering additional discounts (up to 5%).

Similarly companies promote the long term agreements. Usually the agreement is signed 
upon the delivery of products according to a delivery program requested by retailer but 
with a constant price Both sides benefit from this agreement: companies guarantee a 
certain sales amount and retailers get a constant price without paying in cash. But as the 
competition in the market increases and many white goods companies enter the market 
the quantity agreements or quotas lose its ability to attract retailers. Because retailers may 
benefit from price wars between the companies or they can receive better prices than 
companies offered for the yearly agreements due to the companies financial situations. 
Moreover retailers are more free to benefit from instantaneous discount campaigns of other 
companies if they do not sign any quantity agreement. In such a case, promotions offered 
to retailers are more attractive than quantity agreements. Some companies offer additional 
discounts as the retailer's sales exceed a certain amount, or touristic visits for successfill 
retailers.

Credit payment duration for retailers usually vary between seven and nine months But this 
duration tends to prolong in sales campaigns. As Ekonomist (1992) notes, in the past 
companies arranged one or two campaigns during a year and the products included in the 
campaigns were limited. But in recent years campaigns distributed along the whole year 
and all the items in the product range of a firm is included in the sales campaigns. There 
are companies arranging a new campaign every month

Campaigns are the most important sales tool today. Much of the sales is done during
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6.3. SUMMARY
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7.2.1. INTERNAL FACTORS: STRENGTHS AND WEAKNESSES 

a) Product
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Thus, for many linns, importing the products that aie not in then cm rent product nmge is 
the major method for product line diversification.

As mentioned earlier, competition is increasing in the market This affects the products of 
course. More traditional products such as oven and refrigerator reflect the conditions of a 
competitive market. There are more than 80 models of oven and 100 models of 
refrigerator in the market. This is the result of severe competition in these products. 
Companies increase the number of models in their product range to strengthen their 
position against pressure of competing companies.

On the other hand, the ownership rates of products also affect the product diversification 
in the sector High ownership rates (such as in refrigerator and oven) usually lead to more 
diverse product lines. Because companies launch many models to the market to 
differentiate their products for attracting the consumers Moreover companies are trying to 
I*the  renewal demand by introducing new technology models

Companies that want to overcome the market bottle-necks in the certain products, arising 
either from competition or high ownership rates, should introduce new models of new 
technology and having advanced features.

In the competitive markets, new product launches and the companies' ability of new 
product development are the important factors for the vitality in the sector Market 
oriented new product development is the key for the success in the market. The research 
identified a trend in the industry of putting more value on consumer needs. Changing 
consumer choices and trends is the most important factor affecting the companies' new 
product decisions. Also, companies arrange market researches mostly on consumer trends 
to figure out the demanded features.

This shows that the customer gains importance in the design process. This is a positive 
trend in the industry, because customer or market oriented companies will be the leaders in 
the future markets.

On the other hand, new product ideas are generated by both marketing and technical 
departments. New product concepts of marketing departments reflect the local market 
demands and consumer trends. Ideas of technical departments, however, reflect the trends 
in the world and technological developments. This is important since introducing new 
high-tech products increase the competitiveness level of the industry. So, following the 
global trends, and not designing new products solely depending on local market demands 
will have a positive effect on global competitiveness level in the long run. ’

Imported goods have an advantage in introducing new technology products. Also this is 
an advantage for local companies since they are more forced to design and produce higher 
technology products When the designs get better and more modern, the industry will have
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Quality level of .he white goods industry is an important factor in competitiveness
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c) After Sales Services
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The pervasive network is the key for successful marketing Because Turkish consumers 
are now very sensitive to after sales services To be competitive in the local market, 
companies should build a well established service shop netwoik

Speed of after sales services and spare part supplies are the two major factors affecting the 
quality of after sales services. The response time to a problem that needs service personnel 
to visit the customer is mainly a function of organized service network. Pervasive and 
distributed service networks of producers allow them to respond in one or two days (or 
latest three or five days)from the customer call. This is a moderate result but better than 
the importers performance. Longer waiting times result in customer dissatisfaction, so 
companies should try to reduce the waiting time.

The second factor, spare part supplies is the major point for those who criticises the after 
sales services of importers. Because, it is believed in the market that imported models will 
cause some spare part problems when repair is needed. But in the research importers 
claimed that they keep their products' spare parts in stock This is of course a result of 
current laws of ministry of industry and commerce. According to these rules, companies 
should keep spare parts for imported goods and for old models in their stock Companies 
also stated that they keep spare part stocks for older models that are out of production

Quality and price of spare parts are also important factors in customer satisfaction, so 
quality and price of the spare parts in the service shops are controlled by the white goods 
companies. Utilizing several methods like inspection visits in service shops, setting up 
computerized networks for service shops and issuing official catalogue prices, companies 
have a fairly good control over the spare part prices in service shops. But the control of 
quality of spare parts can still be developed. Because private service shops can supply the 
spare parts of appliances (especially the parts with low manufacturing cost and 
technology) born unofficial sources or manufacturers at a price much lower than "original" 
spare part prices. This trade is still active despite the efforts of the white goods industry to 
stop it.

A positive finding in the survey is that industry takes the training of service personnel very 
seriously. They keep the service shops informed about new products, new rouble shooting 
techniques by arranging courses or seminars.

All of the companies indicated the importance of the after sales services for sales and 
reputation of the companies. Second time purchasing decisions are mostly affected by the 
performance of after sales services. The reliability of the company is measured by the 
reliability of its after sales services in certain regions of Turkey The customer satisfaction 
,S aLr°?mUOUS frocks and does not end when the product is sold But it grows by 
establishing a partnership with the purchaser. That will continue for years and develop 
wi i new pui chases. I o do this the most important tool is the strong and reliable after 
sales services. For that reason companies should establish strong after sales service
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7.2.2. EXTERNAL FACTORS: OPPORTUNITIES AND THREATS 

a) Export Opportunities

==s=s=can
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companies do not make any selection of one distribution channel over another, they rather 
use a channel, since that channel is the only possibility for them in that export market

On the other hand, main competitive advantage of Turkish products is the price. This 
proves that Turkish white goods products are still competing on a price basis in foreign 
markets. It is a weak point of export competitiveness and should be changed by exporters 
Quality is the second factor in competitiveness of Turkish white goods but the unknown 
brand names of Turkish producers are far from convincing the customers about the quality 
in foreign markets where quality is synonymous with brand name

According to the interviewees, the most important factors in competitiveness in export 
markets are after sales services, quality and brand name. These factors should be carefully 
worked by the exporters and they should strengthen their positions in these fields. Building 
up a reliable name by having long term close relations and establishing after sales service 
organization in foreign markets are the most important steps that should be taken by 
1 urkish white goods exporters. Closeness to customers is also very important To achieve 
this agencies should be established in important export markets

b) Import Threats

According to producers comments, imported goods did not affect the local producers sales 
significantly. On the contrary, local companies benefited from the activation in the market 
which is a result of foreign firms entries. Customers get attracted by the entrance of new 
foreign brands and their campaigns in the market. But not all of the customers have 
chosen the foreign brands to purchase. Thus the foreign companies that actually enriched 
the market could not fully utilize this demand increase for their benefit

On the other hand, foreign goods have definite advantages against their local competitors 
first of all, most imported goods have internationally well-known brands which attract the 
customers. These famous brands express a reliability to the customer. Also their quality is 
believed to be superior than local products This is partly due to their brand names 
Moreover imported goods introduce higher technology products to be more competitive 
in the market than the local companies. Local products seem to have difficulties to follow 
these technological developments.

But, there are weak points of foreign products, too. The most important weakness of 
importers is the quality of their after sales services. This is an important advantage of local 
producers since they have better after sales service organizations. In a market in which, 
after sales services are very important for the customers, strong after sales service 
organization is a definite competitive advantage. Moreover, the distribution chain of the 
importers is inadequate for marketing large quantities of appliances
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As mentioned earlier, local producers also import some models The primary motivation is 
to add new models to their existing product range. Importing is a tool for manufacturers to 
follow technological trends in the world. For this reason, import should not be considered 
completely as a threat, it may give some positive opportunities for the local producers

One of the important issues in the agenda of the Turkish industry is the custom tax 
unification with EC The unification will bring new opportunities as well as new threats 
or the different sectors of Turkish industry. White goods sector will also be affected The 

industry executives generally evaluate the tax unification as to the benefit of the consumer, 
since consumers will have more alternatives. Moreover, white goods industry has to 
increase its efficiency and raise its competitive strength to cope with foreign competition.

The threats of local production decrease and increasing unemployment in the sector as a 
result of custom unification are not considered to be really effective by the executives The 
industry seem to be prepared for tax unification and is willing to join EC

c) Market Trends

White goods industry developed rapidly in recent years The company executives indicated 
that this growth trend will continue in near future. Although the economic crisis which 
occurred in the first quarter of 1994 affected the sales of white goods negatively The 
upward trend in the sales will soon be back as soon as the economy balances itself.

The future potential of all the product lines are not the same, however. As there are 
promising products such as automatic washing machine, dishwasher and microwave oven 
there are also declining demand" products such as semi-automatic washing machine, oven 
and refrigerator. The future potentials of products are mostly determined by the ownership 
rates of those products.

The reasons of the fast growth of the white goods market are:

a) High population growth
b) Big size of the young population
c) Due to younger population high marriage and new home settlements
d) Low ownership rate for most of the product lines

Moreover, for growth of some of the products sales renewal demand is effective. Renewal 
demand is triggered by the changing consumption habits and new technology products 
1 his renewal demand is especially effective in refrigerator and oven sales.

According to the demand analysis on major product lines. New demand (because of 
marriage, new home settlement) is very effective for all of the products. Since population 
growth is high in Turkey, the new demand will continue to be effective in the growth of 
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sales. First time buyers will continue to be the major thrust for the growing market For 
relatively new products such as dishwasher, changing consumption habits and life styles of 
Turkish consumers are effective in the demand.

High ownership rate (saturation rate) is the major threat for refrigerator demand 
Increasing competition may also threaten the sales of companies

As mentioned earlier, brand name has a very important effect on sales. The reason is that 
known brands seem more trustful to the consumers. Trust and familiarity are very 
important in white goods purchase decisions

7.3 . STRA TEG IC IMPLICA TIONS

According to the above discussions, strengths, weaknesses and opportunities, threats are 
summarized in below figure 7.2. The interaction between strengths and opportunities or 
between weaknesses and threats are discussed in the following sections.
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FIG. 7.2 SUMMARY OF INTERNAL AND EXTERNAL FACTORS
INTERNAL EXTERNAL

STRENGTH
Product: - Diversified product line of producers

- Consumer orientation in new product development

- Following Global trends in design

Quality . Increasing consciousness of the producers about quality

- Willingness to conform to international quality standards

After sales - Strong and organized network of after sales service shops of 
services. producers

- Increasing efforts to supply exceptional after sales services to
" Considering after sales services as an important tool of customer 

satisfaction

OPPORTUNITY
Export: - Local market crisis and demand decreases

- In some export markets, Turkish white goods are competitive on 
price with an acceptable quality

Import: - Imported goods bring the global competition in local market thus 
forces the producer to compete with strong brands.

- Increasing efficiency as a result of possible custom unification with

Local - High population growth and fast growth of sales 
market:

- Young population and low ownership rates
- Modernization of urban population open new opportunities for new 

products.

WEAKNESS
Product - Older technology products as compared to foreign goods

- Imitating the foreign products in new product designs rather than 
creating original designs

Quality - Companies are at their initial phase in building their quality
assurance systems.

- Inadequate consumer orientation in quality assurance sy stems

After sales - Sendee to the customer is slow.
services

- Less control on spare part quality and prices

THREAT
Export: - Low export sales due to active local demand

- Inadequate export marketing activities

- Inability to reach Global distribution channels
- Unknown brand names of Turkish producers

Import: - Strong brand names of foreign goods

- Superior quality and new technology of foreign goods
- For producers, emphasizing too much on imports in product line 

extensions reduce the competitiveness in export markets.

Local - Increasing competition, as a result fragmentation in the market 
market:

- Companies are very sensitive to local market bottle-necks since all 
the output go to local demand.
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7.3.1. IMPLICA TIONS FOR PRODUCERS

I hough, local produces have become more consumer oiicnted and consume needs and 
wants play an important role in new product development processes, producers still imitate 
technologically advanced foreign models. But in order to be competitive in export markets 
industry should develop its own designs and strengthen their brand names

Marketing research activities should be enhanced to detect domestic and export market 
needs.

I he importance and meaning of quality assurance is understood at managerial level in 
white goods sector. But building up the quality assurance systems may take time Industry 
should continue to develop its quality system The import threats can only be eliminated by 
superior quality local products.

Strong after sales service organizations of local companies are major strength against 
imported goods. After sales services can still be accelerated for faster services to the 
customer. After sales service should also be taken seriously in export markets

To overcome the local market problems, companies should increase their export sales 
Turkish white goods industry should consider global markets in all of their plans. Industry 
should get customer oriented while trying to reach export markets. In this context, imports 
will be very useful by forcing the local companies to compete with foreign rivals

7.3.2. IMPLICATIONS FOR IMPORTERS

Custom taxes and fees are still barriers to imported goods in Turkey But in the near future 
these taxes are expected to be lowered. This will strengthen the position of imported 
goods price wise in the market.

On the other hand, it should be noted that even in the existence of high custom taxes 
today, there are many importers in Turkish white goods market Although the imported 
goods have a share as less as 10% in the market, this small portion of the market is shared 
by many importers. As a result the market of imported goods is a fragmented market Thus 
it involves small shares of each importer This situation can not continue forever, if we 
consider the last economic crisis in Turkish economy importers are effected most by the 
crisis. Thus it will not be wrong to expect that some importers will disappear in the future

There are many things importers can do, however The most important disadvantages of 
importers are weakness of their after sales services and inefficiency of distribution 
channels Importers should establish a strong network of both sales and services.
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hee market consists of both imported goods and local goods Absence of one will give 
harm to the other. Imports, moreover, bring the global competition into the home market 
and forces local producers to be more efficient.

7.4 IMPLICATIONS FOR FURTHER RESEARCH

This study is a first step to investigate and define competitiveness of white goods industry 
according to strategic management approach. Thus it is very open to further 
investigations.

I'uither detailed research can be studied on new product development processes and on 
quality. Since these will be the most important factors in competitiveness in the fatuic 
Companies may be examined thoroughly to figure out their quality systems and/or new 
product development procedures, which could only be summarized in this thesis

A detailed study on total quality management can be conducted to find out possible gaps 
between quality expectations of customers and quality offered by the companies via their 
products and services.

On the other hand, the consumer side of the market may also be investigated Consumer 
surveys may be conducted to figure out the real purchasing motivations of customers 
based on benchmarking analysis.
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APPENDIX 1. QUESTIONNAIRE

Bôlüm 1: Ürüne hi§kin Sorular

I Üretim yelpazenizde açagidaki ürünlerden hangileri yer almaktadir^ Urettiginiz model sayisim 
ürünün yanmdaki bo§luga yaziniz, üretmediginiz ürünleri bog birakimz

---- Sogutucu ......  Dondurucu ___ Otomatik çamagir makinasi

___Merdaneli çamagir makinasi ___ Bulagik makinasi Finn

-----Mikrodalga firm ___ Elektrik süpürgesi ___ Kurutucu ___ Su isiticisi

2. Agagidaki ürünlerden hangilerini ithal ediyorsunuz? ithal ettiginiz model sayisim ürünün 
yanmdaki bogluga yaziniz, ithal etmediginiz ürünleri bog birakimz.

— Sogutucu ___ Dondurucu ___ Otomatik çamagir makinasi

... . Merdaneli çamagir makinasi ___ Bulagik makinasi___ Finn

-----Mikrodalga firm ___ Elektrik süpürgesi ___ Kurutucu ___ Su isiticisi

3 Yeni bir "run geligtirme veya mevcut ürünlerin tasanminda onernli degigiklikler yapma karan 
almada en etkili iaktorler nelerdir? 1 den 6 ya ônem sirasina gôre behrtin. (1= en onernli)

___ Rakiplerin yeni ürünler geligtirmesi
___ Rakiplerin eski ürünlerini daha iyi pazarlamasi (fiyat, dagitim v.s.)
___ Mügterilerin ürün tercihlerimn/beklentilerinin degigmesi
___ Üretimde yeni tekniklerin ortaya çikmasi
___ Tasanmda yeni tekniklerin ortaya çikmasi
-----Firma fiyat politikasi (eski ürüne zam yapmak yerine yeni ürünü pahahya satmak)
___ Ürün çegitliligi saglamak
___ Yeni pazar dilimlerine ulagma istegi
___ diger (lütfen belirtiniz)___________ _______________

4. Yeni ürünleri tasarlar ve geligtirirken;

a) Pazar aragtirmasi yapiyor musunuz? __Evet Hayir
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b) Hangi alanlarda araçtirma yapiyorsunuz? Ônceliklerine gôre siralayin (1 =en ôncelikli)

Y erli rakip üreticiler 
Teknolojik geliçmeler 
Politik/yasal geliçmeler 
Yabanci rakipler

___ Bayi/acenla satiÿlan
___ Mü§teri beklentileri/egilimleri

Ekonomik geliçmeler
___ diger (lüden belli tiniz)

c) l’üketici egilimlerini izlemek için hangi ydntemleri kullamyorsunuz?

___ Piyasa ara§tirmasi
___ Bayi ve sati§ ôrgütünden gelen bilgilerin degerlendirilmesi
___ îstatistiki verilerin izlenmesi, degerlendirilmesi
___ Yôneticilerin degerlendirmeleri
___ Ki§isel gôzlemler, degerlendirmeler
___ diger ( Lütfen belirtiniz) ________________________________

5 Yeni ürün geliçtirme karannin açamalanm / yôntemini açiklar misiniz? 

Fikir kimden geliyor

I langi birimlerin onayi gerekiyor

Kararda hangi birimler etkili oluyor

Satiÿ birimlerinin etkisi nasil

Bayi/acenta etkisi nasil

Ürün geliçtirme biriminiz var mi? Etkinlik derecesi 

ôn deneme sati§i yapiyor musunuz? Nasil
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6 Gelecek yillarda ürünlerinizin iç ve di§ pazarda rekabet edebilmesi için sizce hangi ôzellikleri 
ta§imasi gerekir? Lütfen ürettiginiz/ ithal ettiginiz her ürün için tek tek degedendirin

a) sogutucu/dondurucu

b) çama§ir makinasi

c)bula§ik makinasi

d) firm/ mikrodalga firm

e) elektrik süpürgesi

0 kurutucu

g) su ISltlClSl
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Bôlüm 2: Kaliteye hiçkin Sorular

1. Firmanizda genel kalite amaç ve politikalannin belirlendigi ve üst yônetim tarafindan hazirlanmiç 
yazih bir çirket kalite politikasi var mi?

Evet
___ Hayir

Neleri içermektedir lütfen kisaca belirtiniz.

2. Kalite sistem ve prosedürlerinin tarif edildigi, kaliteyi belirleyen ônemli fonksiyonlann yazih 
oldugu ve tüm çahÿanlarca bilinen bir kalite el kitabiniz var mi?

Evet
Hayir

Bu el kitabi hangi konulan kapsamaktadir? Lütfen kisaca açiklayiniz.

3. Kalite organizasyonunuz hangi birimlerden oluçmaktadir? Genel olarak organizasyonun yapisuu 
açiklayimz.

4. Kalite güvence sisteminin ve kalite ile ilgili faaliyetlerin etkin bir §ekilde sürdürülmesini 
saglamak amaciyla firma içi denetim yapihyor mu?

Evet 
Hayir

Kimler bu denetimi yapiyorlar?

Ba§lica hangi konular inceleniyor/denetleniyor?
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5. Kalite sisteminizde mü§terinin ürünlerinizden kalite konusundaki beklentileri nasil 
degerlendiriliyor?

a) Mü§terinin kalite konusundaki beklentileri hakkinda nasil bilgi topluyorsunuz?

b)Bu bilgiler içiginda kalite sisteminizi nasil degiçtiriyor/adapte ediyorsunuz?

6 Ürün geliçtirme faaliyetlerinde kalite organizasyonunun rolü ve gôrevleri nelerdir? Lütfen en 
oncmlilerini belirtiniz.

7 A$agidaki kalite muayene ve testlerinden hangilerini uyguluyorsunuz? Lütfen i$aretleymiz

-----Üretimde kullanilacak parça, hammadde ve yanmamul muayeneleri
-----Üretim esnasinda istatiksel proses kontrol (tPK) gibi yôntemlerle yapilan proses 

kontrollan
___ Bitmiç ürünlerin fonksiyon performans ve di§ gôrünüç muayeneleri
-----Parça ve bitmi§ ürünlerin güvenilirliklerini ôlçmek için yapilan (fiziksel, elektriksel) 

testier
-----Üretimden ayn ve bagimsiz bir bôlüm tarafindan yapilan ürün auditleri
___ diger (lütfen belirtiniz)_____ __________________________

8 . Personel için mesleki ve yaptiklan i§ ile ilgili egitim faaliyetleri düzenliyor musunuz?
___ Evet
___ Hayir

Verdiginiz ba§hca egitimleri belirtiniz.
___ Oryantasyon egitimi
___ l§e yeni ba§layanlar için egitim
___ i§ba§i egitimleri

îleri dnzeyde mesleki egitimler
___Yeni ürünler/proseslerle ilgili egitimler
__ _ diger (lütfen belirtiniz)
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9 Firmamz ISO 9000 kalite standardim aldi mi? __ Evet

10 Almadiysa aimak için hazirhklar yapiyor mu? Evet

I I Ihiavatta bu standarda sahip olmamn avantajianm ayiklar misimz**

Hayir

Hayn

12. Kalitenin geliçtirilmesi için daha neler yapilabilir?
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BÔLÜM 3: Sati§ Sonrasi Hizmetlerine lli§kin Sorular

1 Yetkili servis islasyonlanmzin i^letici yapisi nasildir? Lütfen % dagiliimni yazimz

% I irma larafindan iÿlcüliyor
"° Vclki bdgdi bzd iÿldmccilcr laralindan lÿlclihyoi 
" "digci (lütfen bdirlin)

2. Hangi bôlgelerde yetkili servis istasyonlanmz var?
a) Bolgelere gore sayilanm lütfen belirtiniz.
b) YABANCI rakiplerin bolgelere gore servis agini degerlendiriniz.

Servis istasyonu 
sayisi

Marmara _______
Hge _______
Akdeniz _______  
îçanadolu _______
Karadcniz _______
Doguanadolu _______
G Doguanadolu

Yabanci rakiplcnn servis 
istasyonu sayisi sizden 
fazla aym az

3. Yetkili servis istasyonu sayismi arttirmayi planhyor musunuz? 
Hangi bôlgelerde?

__ Evet ___Hayir

Neden?

4. Firma içinde bir servis organizasyonunuz var mi? __ Evet

Ne gibi gôrevleri var? _ Yedek parça stogu bulundurur ve dagitir 
__ Yedek parça temin eder 
__ Yetkili servis istasyonlanm kontrol eder 
__ diger (lütfen belirtiniz)
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5. Müçtenden gelen satiç sonrasina iliçkin hizmet talebi, servis istasyonu tarafmdan ortalama ne 
kadar sürede karçilamp sorun giderilmekte?

__Aym gün içinde
1-2 gün içinde

__3-5 gün içinde
1-2 hafta içinde

__3-4 halla içinde
__4 halladan uzun sürede

6 a) Eskiden üretilmi$/satilmi§ modeller için yedek parça sto^unuz var mi9
_ Evet __Hayir

b) ithal ettiginiz ürünler için yedek parça stogunuz var mi?
__Evet __ Hayir

c) Bunlar için yedek parçayi nasil saghyorsunuz?

7. a) Servislerdeki yedek parça fiyatlanni kontrol ediyor musunuz?
Evet __ Hayir

Nasil?

b) Servislerdeki yedek parça kalitesini kontrol ediyor musunuz? 
__ Evet __ Hayir

Nasil?

8. Sati§ sonrasi hizmette çaliçan elemanlara 
a) finna tarafmdan egitim veriliyor mu? 
Nasil?

Evet __Hayir
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b) ne sikhkta egitim veriliyor?

c) yeni ürünlerinize iliÿkin ôzel egiüm/tamtim saglamyor mu’ 
Nasil? __ l'-vct __ 1 layn

Çok oldukça az pek hiç
Yaygmhk etkili etkili degil etkili degil

Garanti süresi ve koÿullan
Firmaya ôzgün çeçitli hizmet ___
Hizmet kalitesi ----- ------ ------
Problem: gidermede çabukluk ------ -------
Güvenilirlik — ------ ------
Elemanlann bilgi vermesi ... —
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Bôlüm 4: Ihracatta Firsatlar

1 Son 5 yildir en fazla ihracat yaptigimz ülkeler ve ürünler hangileridir?

Ülke
1 derece;
2.derece.
3. derece:
4. derece:
5. derece:

îhraç edilen ürünler

2. a) ihracatinizin toplam satiçlannizdaki payi nedir?

__%5 ten az
__%5-15 arasi
_ %16-30 arasi
__%31-45 arasi
__%46-60 arasi
__%60 tan fazla

b) Gelecek yillarda bu oranin nasil degiçecegini dü§ünüyorsunuz? Aitacak

Neden?
Azalacak
Aym kalacak

3. Ihraç etmekte oldugunuz ürünleri ihracat hacmini düçünerek lütfen ônem sirasiyla belirtiniz (1 = 
ençok ihraç edilen) Bu ürünlerin 2000 yihna dek diÿsatimindaki olasi geliÿiini/egilimi belirtiniz

Su isiticisi

ônem 2000 yilina dek diçsatim
sirasi
___ Sogutucu

artar aym kahr azahr

___ Dondurucu
___ Oto. Çamaçir mak.
____ Merd. Çamaçir mak.
___ Bula§ik makinasi
___ Firm

—

___ Mikrodalga firm
___ Elektrik süpürgesi
___ Kurutucu
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4. ihracat için gelecegi parlak ülkeler ve ürünler hangileridir?

Ülke Ürün Nedenleri

5 a) Ihraç ettiginiz ba§lica ürünlerin di§ piyasada tercih edilmesinde etkili olan faktôrler neierdir 
Lütfen onem sirasma gore siralaymiz (l=en ônemli).

___Fiyatlann uygunlugu
_ Benzerlerine gôre kalitenin yüksekligi
___ Daha geli§mi§ teknoloji ile üretilmeleri
___ Çok geliçmiç, çe§itli fonksiyonlannin olmasi
___ Daha kullam§h olmalan
___. Güçlü marka imaji
___ Satiç sonrasi hizmet sunumu
___ diger (lütfen belirtiniz)____ __________________ ___

b) Tercih edilmemelerine hangi dezavantajlan yolaçmaktadir? Lütfen açiklaymiz.

0 Di$ pazara satiÿta piyasayi tammaya yônelik
a) on pazar araÿtinnasi yapmakta/yaptirmakta misimz? 
Nasil?

Evet __Dayn

b) en çok hangi konularda ara§tirma yaptinyorsunuz? Lütfen ôncelik sirasma gore siralaymiz 
( 1 =en ôncelikli).

.... Demografik vcriler (nüfus, yaç, yogunluk, dagihmlar vs.)
Pazardaki ürünler (fiyat, ürün ozellikleri)

---- Rakiplerin durumu (pazar paylan, firma sayisi, üretim/satiÿ rakamlan vs )
..... Dagnmi agi (kanallan, yapisi)

. Tükctici beklentileri/cgilimleri
__ Ekonomik geliçmeler
___ diger (lütfen belirtiniz)__________ •
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7. a) Di§satimda tanitim için uluslararasi fuarlara katihyor musunuz? 
__ Evet __ Hayir

b) Hangilerine katihyorsunuz?

c) Fuadann ihracat baglantisi kurulmasindaki rolünü degerlendinniz

8. Di§ ülkelerde nasil satiç/tamtim yapmayi tercih ediyorsunuz? Lütfen ôncelik sirasma gore 
i^ai etleyiniz ( 1 =en oncelikli).

___ Pazarlama acentalan/firmalan kanahyla
___ Büyük beyaz e§ya magazalan vasitasiyla
___ Ithalatçilar eliyle
___Kendi pazarlama firmamz kanahyla
___ diger (lütfen belirtiniz)____ __________________

9 ^'9 pazarlarda bir ürünün §ansimn ve rekabet gücünün artmasinda en çok hangi faktôrler 
etkilidir?

çok 
etkili etkili

az
etkili

pek 
etkili 
degil

hiç 
etkili 
degil

Sati§ sonrasi hizmet 
sunumu
benzerlerine gore kalite 
yüksekligi
daha geli§mi§ teknoloji 
ile üretilmeleri
Çok geli$mi$ 
fonksiyonlannm olmasi
Daha kullaniçh 
olmalan
Güçlü marka imaji
diger (lütfen belirtiniz)

10 Sizce baçanh oimak için Türk üreticilerinin kullanabilecekleri en etkili dissatim yontemleri 
nelerdir?
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Bôlüm 5: Ithalatta Tehlikeler

1 a) Piyasada rakip ithal ürünlerin artmasi satiÿlanmzi nasil etkiledi9 Lütfen agagidaki ürünlerin 
etkilenme derecesini iÿaretleyiniz.

b) palatin en yogun oldugu ürünler hangileridir? Lütfen açagidaki ürünlerin yanmdaki bosluga 
en çok ithal edilen 5 ürünü siralaymiz (l=en çok ithal edilen).

ART AN ÎTHALAT SATI§LARIN1ZI 
çok 
olumsuz olumsuz olumlu

yogunlugu etkiledi etkiledi etkilemedi etkiledi
__ Sogutucu/dondurucu ___ _________ ___  
___ Oto. çama§ir mak. ___ ___  
___ Merd çama§ir mak. ___  
__ Bulaçik makinasi ______  
...... Firm__________________   ___ ___

___ Mikrodalga firm ___ ~ 
___ Elektrik süpürgesi ___

Kurutucu __ ___
Su isiticisi

2. Eger siz de bazi ürünlen ithal ediyorsamz bunun nedenleri nelerdir? Lütfen ônem sirasina core 
siralaymiz (l=en onemli). 6

— Üretimmiz kapsami diçindaki beyaz e§ya ürünlerini de ürün yelpazenizde bulundurmak 
___ Sattiginiz ürünlere farkh markalar eklemek
---- ürünlenn degiçik model/tiplerini pazara sunarak ürün çeçitliligi saglamak 
-----Yabanci firmalar ile dogrudan rekabet etmek.
— Teknolojik ycnilikleri üretime baÿlamadan piyasaya sunmak 
___ üretime oranla daha yüksek kar saglamak.
___ diger (lütfen belirtiniz)______________________________ _______

3. Sizee dunyaca ünlü yabanci Türk tüketicisinin tercihlerini satinalma kararlanm nasil etkiler? 
Lütfen 1 tanesim içaretleyiniz.

Çok etkiler 
Etkiler 
Az etkiler 
Hiç etkilemez
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4 a) ithal ürünler, yerli ürünlcre gôre hangi ôzelliklerinden dolayi iç pazarda üstünlüge sahiptir^

az tamamen
ônemli ônemli ônemli dnemsiz onemsiz 
düzeyde düzeyde düzeyde düzeyde düzeyde 

Uygun liyatlar ___
Yüksek kalite
Sürekli sati§ sonrasi hizmet......  ..
En yeni teknoloji kullanimi ___ ___
Fonksiyon çe§itliligi ___
Güçlü marka imaji ___
Güçlü dagitim agi ___
diger (lütfen beliiliniz)

...........-.. - ........... — ___ ___ ___ ___ ... ..

b) Ithal ürünlerin zayif ôzellikleri nelerdir? Lütfen açiklayimz.

5X A T ile saglanmasi düçünülen gümrük birligi ne tür geli§meler yaratacaktir^
a) Olumlu geliÿtneler

1 =tamamen katihyorum
2=kismen katihyorum
3=çekimser
4=kismen katilmiyorum
5=hiç katilmiyorum

„ , . 12 3 4 5
Kekabetm artmasi sonucu yerli firmalann
daha verimli çaliçir hale gelmesi
Pazarda ürün çeçitliliginin artmasi ile ~ ~ ~ ~ ~
pazann zenginleçmesi
Rekabet sonucu fiyatlann düçmesi — —
Türk beyaz e§ya sektôrünün dünya standart ~ ~ ~ ~ ~
lannda kaiiteyi yakalayarak uluslararasi 
rekabet gücüne ula$masi
l uketicinin seçme çansmin artmasi ile
istedikleri ürüne ulaçabilmesi
Tüketicilerin rekabeti gôrerek, ürünleri — — — — —
kaiÿilaÿtirarak biliçlenmesi
Joint venture lara gidilmesi ve yabanci
sermayenin Türkiye'ye gelmesi
diger (lütfen belirtiniz) — —
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l>) ( Munisuz gcliÿinclci
I Uimamcn kaliliyorum 
2=kismen katihyorum 
3=çekimser 
4=ktsmen katilmiyorum 
s hiy kaiilmiyonnn

Rekabetin artmasi sonucu yerli üretimin 
düçmesi
Sektôrün ve yan sanayinin küçülmesi — 
sonucu içsizligin artmasi
Fiyatlann ithal ürünler tarafindan ~
dikte ediltnesi
Pazann kalitesiz ithal ürünlerle dolmasi ~
Tükelicinin çok sayida bilmedigi marka ile ~ 
kar$i!a§masi sonucu pazara giivensizligin 
artmasi
A§in ithalat sonucu doviz kaybi 
diger
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Bôlüm 6: Pazar Egilimleri

1 ûnümüzdeki 5 yilda Türkiye deki toplam beyaz e^ya pazannin olasi peliÿinüni aÿapjdakilciden 
en iyi hangisi tanmilainaktadir?

___ Pazar her yil artan hizlarla büyüyecek
___ Pazar sabit bir ÿekilde büyümesini sürdürecek
---- Pazar bir dônem daha büyüdükten sonra, doyuma ula§arak küçülmeye baÿlayacak
___ Pazar bir dônem geriledikten sonra, büyümeye baçlayacak
___ Pazar sabit bir §ekilde küçülecek
___ Pazar her yil artan hizlarla küçülecek

___ diger (Lütfen belirtiniz)_____________________

Düÿüncenizin nedenlerini açiklar mismiz?

2. Açagidaki ürünlerin satiçlarmin gelecegini nasil gôrüyorsunuz? Lütfen yalnizca ürettiginiz/ ithal 
ettiginiz ürünler için içaretleyiniz

SOgutucu donduruc
u________

olomatik 
çamaçir 
makinasi

merdaneli 
çama§ir 
makinasi

bula§ik 
makinas
i

firm
mikro 
dalga 
firm

elektrik 
süpürges 
i

kurutucu
su
ISltlClSl

Artacak

Azalaca 
k

........... — - -------------

Dcgi$mc 
yecck

3. Lütfen 3. ve 4. soi niai i ürettiginiz/ ithal ettiginiz en ônemli 3 ürun için cevaplayiniz. 
Pazardaki talebin nedenleri (kaynagi) açagidakilerden hangileridir? Lütfen ônem sirasina gôre 
numaralandinmz. (l=en ônemli)

Talebin kaynagi Ürün 1 Ürün 2 Ürün 3

Ycni taicp (Evlcnme, yeni cv açma)

Dcgiçcn tükctim ah§kanhklan ncdeniyle ürünc 
duyulinaya baçlanan ihtiyaç
Pazardaki ürünün tcknolojisinin gcliçtirilmesi 
ve fonksiyonlarinin artinlmasi somicu ohiym 
ycnilcinc talcbi
Moda

Marka dcgi§tirme(Promosyondan etkilenerek)

Digcr_____
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4 Pazarda ürünlerin satilmasindaki (Bugiin ve gelecekte) en ônemli cngcllcr hangileridir^ Liitfen 
oncm sirasina gore numaralandirmiz( 1= En ônemli )

Talebin ônündeki engeller Ürün 1 Ürün 2 Ürün 3

Pazardaki doymu§luk oram

ürünün fiyati

l uketici egilinilcrinin dcgi§mcsi somicu 
ürünün ba§ka iiriinlcrcc ycrinin ahnmasi
Rekabetin çok artmasi

Ürünün çok lüks vcya gcrcksiz olarak 
dü^ünülincsi
ürünün yctcrincc kolay kullanihr / pratik 
olmaniasi
Digcr

5. a) Bey az e§ya pazannda marka imajmin satiçlarda ne kadar etkili oldugunu dü§ünüyorsunuz?

___ Çok etkili
.... Etkili
___ Az etkili
___ Hiç etkili degil

Neden?

b) Hangi markalar ôncelikle tercih edilmekte ?

Yerli Yabanci
1.
2
3.

6 Sati? ôrgütünüz nasil düzenlenmiÿtir? Açiklarnnsmiz.

Kaç bayiniz var?

Sadece sizin ürünlerinizi mi satiyorlar?
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APPENDIX 2. LIST OF INTERVIEWEES

Face-to-Face interviews

( ompMiiy
Aiçdik
Arçelik
Arçelik
Arçelik

Ardem
Ardem

Auer
Auer
Auer
Auer

Demirdôküm 
Demirdôküm

Grünberg

Profilo
Pro-Eks
Pro-Ser

Simtel Pazarlama 
Simtel Servis A.§.

Tüma§

Vestel Pazarlama
Vestel Pazarlama
Vestel Servis

Acarsoy 
Acarsoy

Elektrosan

GEPA

ileri Elektrik

Robert Bosch

Termikel

Prison
Mui al I akay 
Mahir Baÿdogan 
Cengiz Gôzükara 
Tugrul Fadilhoglu

Ali Yalçin 
Metin Çanci

Ayhan Bey 
Abdullah Panlti 
Ahmet Bugay 
Bertan Orberk

Hüseyin Ünveren 
Serpil Taviloglu

Neylan Suer

Cihangir Demiri; 
Emine Selbes
Nesrin Güner

Hakan Kuntay 
Nimet Fistikçi

Candan Beyazgül

Çigdem Belgutay 
Uflik Ar
Erdal Kemikli

Ebru Acarsoy 
Tugba Acarsoy

Yilmaz Arslanta;

Mennan Kuzanh

Engin Metiner

Ahmet Armel

Necdet Çetin

Position
Chid ol maikvt ici
Chief of export dept
Chid ol after sales services dept
Manager of quality assurance dept.

depl

Assistant General Manager for marketing 
Chief of export dept

Assistant General Manager for marketing 
Manager of after sales services dept.
Manager of export dept
Manager of quality dept

Product Manager of water heaters
Manager of materials dept

Product Manager

Marketing dept
Assistant General Manager for exports 
Manager of after sales services dept.

Product Manager of white goods 
After sales services dept.

Sales Manager

Product Manager of white goods
Manager of export dept.
Manager of after sales services dept.

Assistant General Manager
Assistant General Manager

Manager of after sales services dept

General Manager

Marketing Manager

Product Manager

Accountant
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Telephone Interviews and Other Contacts

Company
Ardem
Cihan Pazarlama 
Demirdôküm 
Evpar
Pekel
Profilo
Simbay

Person Position
Ali Çengel Manager of quality assurance dept.
$evki Arsu General Manager
Abdullah Keten Manager of quality assurance dept
Hakan Uygur District Sales Manager
Quality Assurance Manager
Quality Assurance Manager
Merdan §erefli Manager of quality assurance dept.
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APPENDIX 3. PRODUCT DESCRIPTIONS

I his section is a glossal y ol product line descriptions in oidci to supply adequate 
information and help reader to have through understanding, detailed product 
descriptions are presented for future reference. Some types of 10 product lines that are 
not produced in Turkey at the moment are also included in the list The descriptions are 
compiled from the economist intelligence unit report on "The European electro
domestic appliance industry"

3.1. REFRIGERATORS

«) Refrigerators usually have a single cabinet with one large door. They have a fresh 
food storage compartment and at the top, with its own flap or door, a smaller frozen 
food storage compartment. Some refrigerators also have a chiller compartment (within 
the fresh food compartment, but blocked off from it by a flap or partition) designed to 
stay a few degrees warmer than the fresh food compartment The chiller is for those 
fruits and vegetables that stay fresh longer when kept cool but spoil rather quickly in 
the cold of the main refrigerator compartment. Most refrigerators without a chiller, and 
some with, have a crisper - usually a box with a lid - at the bottom of the refrigerator.

The star of the frozen food compartment shows how long frozen food can be kept 
I here without harmful deterioration:

One stars : up to 1 week (colder than -6 C) 
Two stars : up to 1 month (colder than -12 C) 
Three stars : up to 3 months (colder than -18 C)

b) Refrigerator/Freezers have a freezing compartment. This is sometimes inside the 
refrigerator cabinet, but usually refrigerator and freezer are in separate cabinets - side- 
by- side or one on top of the other - each with its own door The freezer part can be 
used for freezing food as well as for storing already frozen food, and is rated for 
freezing capability and for storage of frozen food for up to three months at colder than 
-18 ( Freezing capability (four stars) is usually equivalent to freezing 5 kg of fresh 
food with a volume of 100 litres in 24 hours.

Refrigerator/freezers with two compressors (one each for he separate cooling systems 
of the refrigerator and freezer cabinets) have freezers which are usually much the same 
size as medium-sized upright freezers. Single-compressor refrigerator/freezers tend to 
have smaller freezers.

3.2. FREEZERS

a) Upright Freezers. Single door freezers look like refrigerators from the outside 
(some manufacturers make matching freezers and refrigerators) Some large upright 
freezers have two doors. Inside, an upright freezer has shelves or sliding baskets, or 
both for storing food. Generally, a medium- sized freezer will fit under standard- height 
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work surfaces. As its contents are easier to get at and it takes up less floor, an upright 
freezer is probably more practical in a kitchen than a chest freezer "

b) Chai Freezers. The hinged lid prevents the chest freezer from being placed undei 
work surfaces. They are generally cheaper than upright freezers, on the basis of the 
usable storage space available, and are more suitable for the storage of bulky food 
Food stored at the bottom of the freezer can be awkward to reach.

Manufacturers tend to quote the capacity of their freezers as gross volume The usable 
volume is always less than this because it does not include the space taken up by 
baskets and shelves. The freezing capacity is the weight of food that can be frozen in 24 
hours from 25 C to -18 C Freezers should store food at -18 C or lower whatever the 
room temperature.

3.3. WASHING MACHINES

Washing machines are of three sorts:

- automatic
- semi-automatic
- combined or twin-tub
of which automatic washing machines predominate in all European and Turkish 
markets.

a) Automatic Washing Machines. There are two types of automatics, top-loading 
and front-loading Front-loading machines tend to be more popular because they can be 
fitted under a work surface. Top-loading machines are either drum or tub types: drum 
types work in a similar manner to front- loading machines but have the opening in the 
side of the drum, which can make loading and unloading awkward. Their main 
advantage is that they are narrower than front loading machines. The advantage of tub
type top-loading machines is that front loading machines. The advantage of tub-type 
top- loading machines is that they can use any kind of detergent, rather than low- 
foaming detergents which alone are suitable for use in other types of automatic washing 
machines.

The washing and drying cycles follow automatically in sequence once the machine has 
been programmed and started by the user The basic cycles will consist of :

- washing in heated water
- rinsing
- emptying of used waters
- spin drying.

Automatic machines may also incorporate other functions such as soaking prewash 
vai table washing programmes adapted to the nature of the items being laundered and 
drying by warm air ’
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I be spin drying cycle of automatic washing machines is less efficient than a separate 
spin drier, even at the fastest spin of 1.000 rpm or more Fast spin automatics normally 
have a slow spin cycle which reduces the creasing effect on some fabrics

Some automatic washing machines provide an integral washing and drying function, by 
combining washing, spin drying and tumble dry only about half the maximum wash 
load in one go, so some washing has to be removed between washing and drying 
cycles

Most automatic washing machines have a maximum load of between 4-5 kg.

b) Semi-Automatic Washing Machines. The washing cycles and spin drying 
opeiations follow in sequence, without the need to handle the items being washed, but 
each operation must be started by the user. ’

c) Combined or twin tub Washing Machines have separate compartments for 
washing and spin drying, but the compartments are combined in a single unit The 
washing compartment is equipped with a heater and wash timer or selector to set the 
length of the wash. Water for the wash is churned up either by an agitator in the middle 
of the tub or by an impeller in the bottom or side of the tub.

The spinning compartment can be operated when the wash tub is in use, but usually the 
spinning compartment will not lake as many clothes as the wash mb The separate spin 
drier is usually more efficient than the spinning cycle of an automatic washing machine

3.4. DISHWASHERS

A full-size dishwasher has a capacity of 12-14 place settings, equivalent to a day's 
washing for a family of four. Small dishwashers have a capacity of 3-6 place settings.

Small dishwashers fit on a table-top or work surface. Large dishwashers are usually 
floor-standing, but some makes can be built into a kitchen unit. Both small and large 
dishwashers can be plumbed in or run off the kitchen taps

I heie are dishwashers with over 10 diflerent washing programmes The most common 
programmes are:

- rinse and hold which loosens the dirt while waiting for a full load
- normal which comprises a pre-rinse, wash at 60-65 centigrade, followed by rinse and 
drying
- gentle wash which is a low temperature wash for delicate china and glassware
- intensive wash for pots and pans, which provides a heated pre-wash with extra 
detergent prior to the normal wash cycle.

Dishwashers wash with hotter water than is used for washing up by hand, and 
dishwasher detergent is more aggressive than washing-up liquid
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Performance: Using a cold fill, the large dishwashers tend to take longer to wash - an 
hour and a quarter to an hour and three-quarters - compared with just over half an hour 
to just under an hour for a small dishwasher. Cleaning performance, however, is not 
iclalcd lo the size of I he dishwasher

features: Detergent dispensers, rinse aid level indicators, water softeners and salt level 
indicators are all fairly standard features in large dishwashers. Small dishwashers have 
fewer features. Large dishwashers tend to have more programmes - though this may 
not be a great advantage as users are unlikely to use more than three or four different 
programmes

3.5. COOKERS (OVENS)

«) Basic Electric Cookers have one fairly small oven, three or four electric rings 01 
plates, few automatic controls or indicator lights

b) Larger Electric Cookers will usually have a larger main oven and possibly a second 
smaller oven which includes the grill. Most will have an auto timer, minute minder, 
clock and indicator lights for most parts. All should have catalytic linings- often 
removable. Cookers are programmable in that the start and end of the cooking time 
may be automatically switched on and off according to the nature of the food or dish 
being cooked

c) Range Type Cookers are double width models with two ovens side-by-side They 
are usually equipped with auto timer, minute minder, clock, indicator lights, catalytic 
linings and other features such as griddle or rotisserie. ’

d) Two-fuel Cookers usually combine an electric oven and either a gas hob or a shared 
hob - two gas burners and two electric hot plates.

e) Split-level Cookers comprise separate oven and hob units, built-in to a kitchen The 
main advantage of separating oven and hobs is that they can be sited within the kitchen 
to meet the requirements of the user, built-in ovens are at a more convenient height. 
Built-in cookers give a kitchen a more compact appearance with more storage space 
Most leading manufacturers of kitchen units make matching housings for ovens and 
hobs. Another advantage is the choice of energy sources- gas hobs can be combined 
with an electric oven, for example.

» hobs may have their own controls and bee independent of the oven unit or 
the hob control may be incorporated with the controls of the separate oven ’

3.6. MICROWAVE OVENS

Domestic microwave ovens can usually be plugged into a standard 13 amp or 15 amp. 
socket. Electricity from the mains is converted by a magnetron into microwaves which 
aie dnected into the oven by a wave guide and stirrer. The stirrer at the top of the oven 
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acts like a fan which turns slowly to distribute the microwaves throughout the cavity 
Some ovens are fitted with turn-tables to improve the evenness of microwave 
distribution and so ensure evenness of cooking

1 he inside of the oven is made of metal and as microwaves are not absorbed by metal 
they are 'bounced off' the oven walls. Microwaves are absorbed by water, and since 
most foods have some water in them food in the oven will absorb the microwaves.
The microwaves penetrate the food to a depth of around 5 cm gradually losing energy 
The water molecules absorb this energy and convert it into heat which then spreads 
inwards. Food may need to be left to stand or 'equalise' for a time during or at the end 
of the cooking process, to allow the centre of the food to reach the same temperature 
as the outside before the outside becomes over-cooked.

As there is no external heat and because cooking times are short, food does not brown 
well-one of the main drawbacks of microwave cookery. One way of browning food is 
to put it under the grill of a conventional gas or electric cooker. Some more expensive 
microwave ovens have heating elements within the oven itself which can brown food

3.7. DRYERS

a) Spin Dryers extract water from washing by spinning: the faster the spin the more 
water is extracted. Separate spin dryers are generally more efficient than the spin cycle 
of automatic washing machines, and should extract water to the extent that the user 
cannot wring out more water from the items which have been spun dry The maximum 
speed of the spin varies from 1,400 rpm to 2,800 rpm

I heie aie Iwo types ol spin dryers - pump and gravity. The pump type pump water out 
thiough a hose which hooks over the sink. I he gravity type allows water to drain into a 
bucket or bowl

Sepaiate spin diycis aie not required by uscis of twin-tub washing machines, and most 
automatic washing machines cope sufficiently well with spin drying to avoid the need 
for a separate spin drier.

b) I umble Dryers tumble wet washing in a rotating drum in warm air until dry, then 
tumble the load without heat for a short time to cut down creasing. Tumble drying can 
reduce creasing which may have set in during spin drying, and may do away with the 
need for ironing altogether.

The most basic machines have a timer control, one or two heat settings, and a cool 
tumble at the end of the drying cycle. The user has to estimate how long the load is 
likely to take to dry: underestimating the drying time means resetting; drying for too 
long wastes electricity and may make clothes more difficult to iron. More sophisticated 
machines have a range of drying programmes The length of drying time is determined 
by the mamifadurci
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I he most advanced ptogrammed machines have electronic sensors which take the 
guess-work out of drying The user chooses the programme depending on the type of 
load, and the sensor check how wet the load is and when diy the healed tumbling 
stops and the cool tumble starts. Other features on some dryers are reverse tumbling 
and intermittent tumbling. On machines with reverse tumbling, the drum changes 
direction regularly during drying With intermittent tumbling, the drum keeps on 
rotating for a few seconds at short intervals at the end of the cooling period to help 
prevent rinsing. '

3.8. VACUUM CLEANERS

There are three types of vacuum cleaners:

- upright
- cylinder
- wet/dry

a) Upright Models are best suited to cleaning fitted carpets, as no hose is required for 
this task. For other tasks, an upright with its hose and attachments is less convenient to 
use than a cylinder model.

b) Cylinder Models are more versatile, and lifted with the appropriate attachments can 
effectively clean stairs, skirting boards, hard floor, upholstery, curtains and areas under 
raised furniture and beds.

attachments include:

- radiator hush
" upholstery nozzle for cleaning soft furniture and curtains
' dusting brush for cleaning shelves, walls, picture rails etc
- crevice tool for cleaning around skirting boards and nooks and crannies
- floor nozzle for bare floors
- door nozzle for carpets.

Suction Power: How well a vacuum cleaner performs depends on its suction power and 
the design of the nozzle being used. Suction power ratings by themselves are relevant 
only when using the open hose end or a simple nozzle such as a crevice tool.

c) Wet/Dry Vacuum Cleaners. A motor drives a fan to pull air through a cartridge 
filter and out through an exhaust vent. This creates a partial vacuum in the bin which 
causes air, water, dust or dirt to be sucked through the nozzle, tubes and hose Water 
and heavier dirt are deflected to the bottom of the bin; light dust is deposited on the 
filter. If the bin fills with water, a float valve is lifted until it shuts off the air exit

Wet/dry models are not sensible alternatives to conventional vacuum cleaners. They 
clean well and cost no more but are less convenient- mainly because they are more 
bulky, heavier, less manoeuvrable and noisier
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Foreword
ISO (the International Organization for Standardization) is a worldwide federation of 
national standards bodies (ISO member bodies). The work of preparing International 
Standards is normally carried out through ISO technical committees. Each member 
body interested in a subject for which a technical committee has been established has 
the right to be represented on that committee. International organizations, govern 
mental and non-governmental, in liaison with ISO, also take part in the work.

Draft International Standards adopted by the technical committees are circulated to 
the member bodies for approval before their acceptance as International Standards by 
the ISO Council. They are approved in accordance with ISO procedures requiring at 
least 75 % approval by the member bodies voting.

International Standard ISO 9000 was prepared by Technical Committee ISO/TC 176, 
Quality assurance. '

Users should note that all International Standards undergo revision from time to time 
and that any reference made herein to any other International Standard implies its 
latest edition, unless otherwise stated.

© International Organization for Standardization. 1987 •

Printed in Switzerland

ii
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INTERNATIONAL STANDARD

Quality management and quality assurance standards — 
Guidelines for selection and use

0 Introduction

A principal factor in the performance of an organization is the 
quality of its products or services. There is a world-wide trend 
towards more stringent customer expectations with regard to 
quality. Accompanying this trend has been a growing realiza
tion that continual improvements in quality are often necessary 
to achieve and sustain good economic performance.

Most organizations — industrial, commercial or governmental 
produce a product or service intended to satisfy a user's 

needs or requirements. Such requirements are often incor- 
ixnaiod in specification:/' I lowovui, technical specifications 
may not in themselves guarantee that a customer's re- 
qunements will be consistently met, if there happen to be any 
deficiencies in the specifications or in the organizational system 
to design and produce the product or service. Consequently, 
this has led to the development of quality system standards and 
guidelines that complement relevant product or service re
quirements given in the technical specifications. The series of 
International Standards (ISO 9000 to ISO 9004- inclusive) 
embodies a rationalization of the many and various national 
approaches in this sphere.

The quality system of an organization is influenced by the ob
jectives of the organization, by the product or service and by 
the practices specific to the organization, and, therefore, the 
quality system varies from one organization to another.

A cross reference list of quality system elements is given in the 
annex for information.

1 Scope and field of application *

II The cross-references m the annex to specific clauses and sub clauses in Uns senes of 
published in 1987.

Trie purposes of this International Standard are

a) to clarify the distinctions and interrelationships among 
the principal quality concepts (see clause 4), and

b) to provide guidelines for the selection and use of a 
series of International Standards on quality systems that 

can he used for internal quality management purpose. 
(ISO 9004) and for external quality assurance purposes 
(ISO 9001, ISO 900? and ISO 9003) (see causes 5 to 8 m 
elusive).

NOTE - It is not the purpose of this series of International Stznc,. -, 
(ISO 9000 to ISO 9004 inclusive) to standardize qu. -tv syste'-s — 
plemented by organizations.

2 References

ISO 8402, Quality — Vocabulary.

ISO 9001, Quality systems — Model for quality assurance m 
design/development, production, installation and servicing ’

ISO 9002, Quality systems — Model for quality assurance .n 
production and installation. n

ISO 9003, Quality systems - Model for quality assurance " 
final inspection anu test. 11

ISO 9004, Quality management and quality system elements —
Guidelines.1 >

3 Definitions

For the purposes of this International Standard, the definitions 
given in ISO 8402 apply. Five key terms and definitions have 
been taken from ISO 8402 and included in this International 
Standard because of their importance in the proper use of this 
International Standard.

3.1 quality policy : The overall quality intentions and direc
tion of an organization as regards quality, as formally expressed 
by top management.

NOTE — The quality policy forms one element of the corporate policy 
and is authorized by top management.

Intcin.'lion.il Standards apply to the test

lion.il
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■2 quality management : That aspect of the overall 
management function that determines and implements the 
gdlity policy.
I) I IS

■ The atlmninenl of daeiied quality tequilas the commitment end per 
lipation of all members of the organization whereas the responsibility 

& quality management belongs to top management.

I Quality management includes strategic planning, allocation of 

sources and other systematic activities for quality, such as quality 
Inning, operations and evaluations.

|3 quality system : The organizational structure, respon- 

eilities, procedures, processes and resources for implement- 
Ig quality management.

RTES

I The quality system should only be as comprehensive as needed to 

pet the quality objectives.

I For contractual, mandatory and assessment purposes, demonstra
in of the implementation of identified elements in the system may be 

muired.

14 quality control : The operational techniques and ac- 
lities that are used to fulfil requirements for quality.

DTES

I In order to avoid confusion, care should be taken to include a modi- 
ing term when referring to a sub-set of quality control, such as 
Manufacturing quality control", or when referring to a broader con
ipt, such as "company-wide quality control".

I Quality control involves operational techniques and activities aimed 
pth at monitoring a process and at eliminating causes of unsatisfac- 
Iry performance at relevant stages of the quality loop (quality spiral) in 
Ider to result in economic effectiveness.

15 quality assurance : All those planned and systematic 
ptions necessary to provide adequate confidence that a pro- 
Lct or service will satisfy given requirements for quality.

DTES

Unless given requirements fully reflect the needs of the user, quality 
Isurance will not be complete.

For effectiveness, quality assurance usually requires a continuing 
laluation of factors that affect the adequacy of the design or 
lecification for intended applications as well as verifications and 
(dits of production, installation and inspection operations. Providing 

pnfidence may involve producing evidence.

Within an organization, quality assurance serves as a management 
ol. In contractual situations, quality assurance also serves to provide 
pnfidence in the supplier.

' Principal concepts

n organization should seek to accomplish the following three 
sjectives with regard to quality :

a) The organization should achieve and sustain the quality 
of the product or service produced so as to meet continually 
the purchaser's stated or implied needs.

b) The organization should provide confidence to its own 
management that the intended quality is being achieved and 
sustained.

c) The organization should provide confidence to the 
purchaser that the intended quality is being, or will be, 
achieved in the delivered product or service provided. When 
contractually required, this provision of confidence may in 
volve agreed demonstration requirements.

The relationship of the concepts the definitions of which are 
quoted in clause 3 is illustrated in the figure; this figure should 
not, however, be interpreted as a rigid model.

Characteristics of quality system 
situations

This series of International Standards on quality systems is in
tended to be used in two different situations : contractual and 
noncontractual.

In both these situations, the supplier's organization wants to 
install and maintain a quality system that will strengthen its 
own competitiveness and achieve the needed product quality in 
a cost-effective way.

In addition, in the contractual situation, the purchaser is in
terested in certain elements of the supplier's quality system 
which affect the supplier's ability to produce consistently the 
product or service to its requirements, and the associated risks. 
The purchaser therefore contractually requires that certain 
quality system elements be part of the supplier's quality 
system.

A single supplier will often be involved in situations of both 
types. The supplier may purchase some materials or com
ponents from standard inventory without contractual quality 
assurance requirements, and purchase others with contractual 
quality assurance requirements. The same supplier may sell 
some products in non-contractual situations and others in con
tractual situations.

6 Types of International Standards on 
quality systems

As indicated in clause 1, the following two types of standards, 
which embody the needs of the different situations classified in 
clause 5, are presented in this series of ISO International Stan
dards on quality systems :

a) ISO 9004 (together with this International Standard) 
gives guidance to all organizations for quality management 
purposes.

b) ISO 9001, ISO 9002 and ISO 9003 are used for external 
quality assurance purposes in contractual situations.

7 Use of International Standards on quality 
systems for quality management purposes

After this International Standard has been consulted, reference 
should be made to ISO 9004 in order to develop and implement 
a quality system and to determine the extent to which each 
quality system element is applicable.
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Quality system

Quality management aspects

(Policy)

Operational 
techniques 
and activities

Confidence to 
purchaser

Quality 
control 
aspects

Onjaiiuaiional 
stiuctuie

Internal 
quality 
assurance
aspects

Confidence.' 
to the 
management

/ When requ red j 
\by a contract ,

External quality 
assurance aspects

NOILS

1 The elements that comprise a quality system are listed in the annex.

2 Activities aimed at providing confidence to the management of an organization that the intended quality is being achieved are often cauec 
"internal quality assurance". ...

3 Activities aimed at providing confidence to the purchaser that the supplier's quality system will provide a product or service that will satisfy the our 
chaser's stated quality requirements are often called "external quality assurance".

Figure — Relationship of concepts

ISO 9004 provides guidance on the technical, administrative 
and human factors affecting the quality of products or services, 
at all stages of the quality loop from detection»of need to 
customer satisfaction. Throughout ISO 9004, emphasis is 
placed on the -atisfaction of the customer's need, the 
m.t,ibli:,hmrnt of functional retiponhihiliiin# and the importance: 
of assessing (as far as possible) the potential risks and benefits. 
AP 'hpRr aspects should bn considered in natahliRhinu arid 
maintaining an effective quality system.

8 Use of Interne tional Standards on quality 
systems for contractual purposes

8 ' General

'Atiet fms Internationa1 ''landarG has been consulted, the pur- 
-crei and supplier sr >uld refer to ISO 9001, ISO 9002 and

ISO 9003 to determine which of these International Standards 
is most relevant to the contract, and what specific adaptations, 
if any, have to be made.

The selection and application of a model for quality assurance 
nppiupiinlti to a given situaiioii should provide benetiis k both 

purchaser and supplier. Examining the risks, costs and benefit', 
foi botn per line will dntmrnino the extent and nature of 
reciprocal information and the measures each party must take 
to provide adequate confidence that the intended quality will be 
achieved.

8.2 Selection of mode! for quality assurance

8.2.1 Genera!

As indicated ir, the introduction to each of these tn re ! . ' " 
national Standard.,. certain quality system elements bn /i. re —
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Leaped into each of three distinct models based on the "func- 
lonnl oi onjamzotional capability" required of e supplier for the 
Iroduct or service :

I a) ISO 9001 : for use when conformance to specified re
I quirements is to be assured by the supplier during several 
I stages which may include design/development, produc- 

lion, installation and servicing.

b) ISO 9002: for use when conformance to specified re
quirements is to be assured by the supplier during produc
tion and installation.

c) ISO 9003: for use when conformance to specified 
\ requirements is to be assured by the supplier solely at final 

inspection and tost.

.2.2 Selection procedure

|he model should be selected by systematic consideration of 
he factors described in 8.2.3 with due attention to the 
economic factor.

1.2.3 Selection factors

n addition to the functional criteria detailed in 8.2.1 a) to 
).2 1 c). the following six factors are considered to be fun 
lamentai for selecting the appropriate model for a product or 
service :

a) Design-process complexity.

This factor deals with difficulty of designing the product or 
service if such product or service has yet to be designed.

b) Design maturity. '

This factor deals with the extent to which the total design is 
known and proven, either by performance testing or field 
experience.

c) Production-process complexity.

This factor deals with

1 ) the availability of proven production processes;

2) the need for development of new processes;

3) the number and variety of processes required;

4) the impact of the process(es) on the performance of 
the product or service. ■

d) Product or service characteristics.

This factor deals with the complexity of the product or 
service, the number of interrelated characteristics, and 
the criticality of each characteristic for performance.

e) Product or service safety.

This factor deals with the risk of the occurrence of failure 
and the consequences of such failure.

f) Economics.

This factor deals with the economic costs, to both supplier 
and purchaser, of the preceding factors weighed against 
costs due to nonconformities in the product or service.

8.3 Demonstration and documentation

The quality system elements should be documented and 
demonstrable in a manner consistent with the requirements of 
the selected model.

Demonstration of the quality system elements refers to

a) adequacy of the quality system (e.g. in design, produc
tion, installation and servicing),

b) capability to achieve product ui service conformity with 
the specified requirements.

The nature and degree of demonstration may vary from one 
situation to another in accordance with such criteria as

a) the economics, uses and conditions of use of the pin 
duct or service;

b) the complexity and innovation required to design the 
product or service;

c) the complexity and difficulty of producing the product 
or service,

d) the ability to judge product quality and fitness for use 
on the basis of final product test alone;

e) the safety requirements of the product or service;

f) the past performance of the supplier.

Documentation may include quality manuals, descriptions of 
quality-related procedures, quality system auditing reports and 
other quality records.

8.4 Pre-contract assessment

Assessments of a supplier's quality system are utilized prior to a 
contract to determine the supplier's ability to satisfy the re
quirements of ISO 9001, ISO 9002 or ISO 9003 and, when ap
propriate, supplementary requirements. In many cases, 
assessments are performed directly by the purchaser.

By agreement between purchaser and supplier, pre-contract 
assessment may be delegated to an organization independent 
of both contracting parties. The number or the extent of 
assessments can be minimized by using ISO 9001, ISO 9002 or 
ISO 9003 and by recognizing previous assessments carried out 
in accordance with these International Standards by the pur- 
chaaer or by an agreed independent assessing organization

8 5 Contract preparation aspects

8.5.1 Tailoring

Experience has shown that with a small fixed number of Inter
national Standards available, one of the International Stan 
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dards can be selected that will meet needs adequately for 
"Imnm any situation. However, on occasions, certain quality 
system elements called for in the selected International Stan
dard may be deleted and, on other occasions, elements may be 
added. If this should prove necessary, it should be agreed be
tween the purchaser and the supplier, and should be specified 
in the contract.

8.5.2 Review of contractual quality system elements

Both parties should review the proposed contract to be sure 
that they understand the quality system requirements and that 
the requirements are mutually acceptable considering the 
economics and risks in their respective situations.

8.5.3 Supplementary quality assurance or quality 
system requirements

1 here may be a need to specify supplementary requirements in 
the contract, such as quality plans, quality programmes, quality 
audit plans, etc.

8.5.4 Technical requirements

The technical requirements of the product or service are de
fined in the technical specifications of the contract.

5
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Annex

Cross-reference list of quality system elements
(This annex is given for information purposes and does not form an integral part of the standard.)

Clause (or 
sub clause) No. 

In ISO 9004
Title

Corresponding clause 
(or sub-clause) Nos. in

ISO 9001 ISO 9002 ISO 9003

4 Management responsibility 4.1 • 4.1 O 4 1 O
5 Quality system principles 4.2 • 4.2 • 4.2 ©
6 4 Auditing the quality system (internal) 4 17 • 4 16 ©
6 Economics — Quality related cost considerations — — —

7 Quality in marketing (Contract review) 4.3 • 4.3 • —

8 Quality in specification and design (Design control) 4.4 • — —

9 Quality in procurement (Purchasing) 4.6 • 4 5 • —

10 Quality in production (Process control) 4.9 • 4.8 • —

11 Control of production 4.9 • 4.8 • —

11.2 Material control and traceability (Product identification and trace
ability) 4.8 • 4.7 • 4.4 ©

11.7 Control of verification status (Inspection and test status) 4.12 • 4.11 4.7 ©
12 Product verification (inspection and testing) 4.10 • 4.9 • 4.5 ©
13 Control of measuring and test equipment (Inspection, measuring and 

test equipment) 4 11 • 4.10 • 4 6 ©
14 Nonconformity (Control of nonconforming product) 4.13 • 4.12 4.8 ©
15 Corrective action 4.14 • 4.13 •
16 Handling and post-production functions (Handling, storage 

packaging and delivery) 4.15 • 4.14 • 4.9 ©
16 2 Attar sales servicing 4 19 •

4.3
17 Quality documentation and records (Document control) 4.5 • 4.4 • ©
17.3 Quality records 4.16 • 4.15 • 4.10 ©
18 Personnel (Training) 4 1b • 4.17 © 4 11 o
19 Product safety and liability

20 Use of statistical methods (Statistical techniques) 4.20 • 4.18 • 4 12 ©
Purchaser supplied product 4.7 • 4.6 • —--—

Key

• Full requirement
© Less stringent than ISO 9001 »
O Less stringent than ISO 9002 
— Element not present

NOTES
1 The clause (or sub-clause) titles quoted in the table above have been taken from ISO 9004; the titles given in parentheses have been taken from the 

corresponding clauses and sub-clauses in ISO 9001, ISO 9002 and ISO 9003.

2 Attention is drawn to the fact that the quality system element requirements in ISO 9001. ISO 9002 and ISO 9003 are in many cases, but not in 

every case, identical.

6
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