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INTRODUCTION

Despite this is titled as "introduction”, it is more like the very last
words of a very long waiting for the majority, and preparstion for 3
very few who were left alone with all the paperwork, editing, image
processing, text decoding, finance, and efc., etc. But what was the
event all about? Wine, which is much more valusble if properly
aged, and olive which has a tree that can survive with patience even
for thousands of years. So | would like to thank who participated
with passion and waited for these proceedings with pstience.

On 27-29 April 2005, Izmir University of Economics, Faculty of Fine
Arts and Design, Department of Industrisi Design organized
AGRINDUSTRIAL DESIGN "1st International Product and Service
Design Symposium and Exhibition on Agricultural Industries: Olive
Qil, Wine and Design" symposium and exhibition st Balgova
Campus of Izmir University of Economics.

Designers, producers, researchers and educstors studying
specifically on agricultural and geographical identity based products
and services, wine and olive ail in the first case, were aimed to be
brought together to constitute an internstional information and
design platform sharing economical and scientific values.

The keynotes ot the symposium were Prof. Dr. Ezio Manzini from
Polytechnic University of Milan, Italy; Prof. Dr. Ken Friedman trom
Norwegian School of Management, Norway, and Prof. Dr. Nihat
Aktan, retired academic from Turkey. In addition to these, 36
scientific papers from Turkey, ltaly, New Zealand, England, Brasil
and Thailand were presented, at the end of which a closing panel
including Prof. Dr. Ken Friedman, Prof. Dr. Nihat Aktan, Prof. Dr.
Tevfik Balcioglu, Prof. Dr. Tungdan Bsltacioglu, Maryse Posenser
Erkip and Hiiseyin Bekgi had been held.

During the symposium, the universities and the companies
exhibited their projects and products. The universities were lzmir
University of Economics - Department of Industrial Design with Tarig
Olive Qil, Izmir University of Economics - Department of Fashion
Design, Istanbul Technical University - Department of Industrisi
Product Design with “Anadolu Cam” Glass Company, and Izmir
Dokuz Eyliif University - Department ot Textile. The companies were
ELDA Marketing and Commerce with “Efe Raki”, TARI$ with Tarig
Olive Oil, Sevilen Wines, Yazgan Wines, ALVISUAL - Visual
Communication Systems with “Aion” Olive Oil, Klilahgiodlu Wine
Coolers, and Gusto Magazine.

The issues discussed at the symposium were:

- The role of design in agricultural industries (packages, labels) to
develop vslue-added products snd services

- Design, R&D and Project Management in agricultural industries

- Sustainability and ecologically applied designs in agricufturai
products and services

- Developing distinct brand-identity and reflecting the geographical
identity to the products and the services of agricultural industries

Xl
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- Industrial applications in agriculture and food sectors: standard-
ready products, relationship between fast-food and design

- Exporting strategies, retail sale and e-business in terms of
contemporary marketing methods, and their relationships with
design

During the closing panel; design, and agricultural products and
services were evaluated with economical, academic and industrial
points of views. The sectors of label, glass-bottle, packaging and
food-drink gave messages to each other.

In all and all, Agrindustrial Design Symposium was a success, and
it was supposed to be the first of the series of Agrindustrial Design
Symposiums. It was also a good experience for the staff and
students of the young department of industrial design who did their
best to make it happen as good as possible. Thank you for sharing
then, and thank you for sharing now and whenever you look at this
publication.

A. Can OZCAN
Symposium Coordinator
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NEW FOOD NETWORKS:
AGRICULTURE, FOOD AND DESIGN
TOWARDS A MULTI-LOCAL WORLD

KEYNOTE SPEAKER: Ezio MANZINI
Polytechnic University of Milan - Italy
ezio.manzini@polimi.it

A beautiful olive grove

"That's a beautiful olive grove". That's what they still often say in
Tuscany, where | live, when they want to speak weli of an olive
grove. Beauty is still considered by many to be the most concise
way of expressing the quality a field should have. A beauty that
obviously also includes its productivity, but does not stop there. A
beautiful olive grove must be productive but it must also be looked
after just like, or even more than, a garden.

A beautiful olive grove is the result of a variegated series of aciiviiies
ranging from pruning and caring for the trees themselves, to tending
the meadowland around them, to the constant clearance of the
irrigation canals and the upkeep of the dry stone walls that hold the
terraced hillside. The frequency with which these different activities
are repeated varies from annual tasks, like pruning, to lifelong labor
that will effect generations to come, as in the maintenance of dry
stone walls.

A beautiful olive grove marries individual interest and collective
advantage. The cultivator does something for himself, but he also
carries out a fundamental socigl task in managing two common
goods of great importance to the whole community: the
hydrogeological system and the quality of landscape. In so doing he
produces socialized economic value since the landscape he helps
to maintain, in the case of Tuscany and similar places, is one of the
main driving forces behind the tourist economy.

A beautiful olive grove produces good olive oil. An oil that not anly
looks good, smells good, tastes good and is nutritionally good; the
olive oil this field produces is also a good social operator. As the
product of a process shared by the whole local community, it
becomes a topic for conversation and, as such, contributes to social
regeneration.

Cultural fossils or seeds for the future?

A beautiful olive grove as pictured here, and its world of supporting
values, is an inheritance that reaches us from fong ago. In many
parts of the world these values and customs may by now be seen
as "cultural fossils": the remains of a bygone world. In other piaces
they may be seen as limits on development: part of what must be
left behind, if we are finally to enter the modern age.

In these notes we shall try o show that we can, or maybe must,
think difterently. Our beautiful olive grove with its value system and
supporting customs can be seen in a completely different way: not
as cultural fossils, not as limits on development, but on the conirary,
as "seeds for the future". A thing from the past, but that could
develop on new ground giving rise to new possible futures.
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Before discussing these issues further, | would like to add another
introductory consideration. The arguments supporting the prospect
outlinad hava baen drawn mainly from expariencas in the North of
the world: social and cultural contaxts where, with rare exceptions
such as the Tuscan hillside we started with, this way of thinking and
doing has by now baan almost totally overrun by the new ideas on
productive efficiency and by the dastructive pervasivanass of
market culture. It is clear that in these contexts the prospect
indicatad, although feasible, is objectively speaking difficult to
achieve since it involves reviving discontinued traditions that are on
the way to becoming extinct. On the other hand, it shouid be
strassad that this same prospect, if acknowledged in time, is far
more likely to be successful in those areas of the planet, mainly the
South and East of tha world, whare such valuas and customs as we
ara describing are still solid and potentially vital.

A huge paradoxical machine

Lat's leave tha Tuscan hillside with our olive grove and look down,
towards the valley bottom and the world as a whola. What we saea
dominating is an agro-food system that works like a huge
paradoxical machina. A parvarsa system that doas not resolve the
problem of hunger, yet at the same time has made obesity one of
the greatest plagues of our tima. Furthermore, to achiave these
results, it acts as a powerful waste-layar consuming resource,
impoverishing land and raducing diversity, bath genetic and cultural.

How is it possible that such a paradoxical situation has daveloped

and is considerad by {almost) everybody as acceptable? It's a long
story. The agro-food systam we know today is the application, in
agriculture, of ideas and organizational methods that we could
nowadays call "out-dated industrial”, but which seemed for many
vears to ba successful formulas. Such ideas and organizational
models have led us to see fields as industrial areas, plants and
animals as machines, and food as goods to be standardized and
trivialized....at all costs; at the cost of degrading the ecosystem,
erasing age-old patterns of social organization, wisdom and

expertise, ultimately to the detriment of the health of those very

consumers who were to be the baneficiarias.

Faced with the emerging problematical issues inherent in this way
of conducting things, tha prevailing attitude in the past, and still
widaspraad, is that all this is a necassary evil: the price to pay on
the altar of growth (in the so-callad developing ragions of tha world),
or of economic survival (in areas of long-standing industrialized
agriculture). Howevar, nowadays things are changing. The manifest
visibility of environmental problams; diffusion of apidemics in
breeding farms and human illnesses associated with bad eating
habits; aversion to genetically modifiad organisms; evidence that, in
spite of the quast for afficiancy, said to be sought at all costs, a large
part of -humanity is still suffaring hunger... Together, these
phenomena have gone beyond the point where the crisis in our
industrial agro-food model ¢an still remain hidden.

The emergence of new idaas and new possibilitias

Stimulated by the crisis in the dominant model, othar new idea ideas
are emerging about how a sustainable industrial agro-alimentary
system might look: new ways of thinking on the sense of land
cultivation and food production that no longer respond only to the
logic of economic productivity, but are racognized as one of the
most profound exprassions of human action in relation to the
individual, society and natura. This is a new way of seeing things

3
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that implies a new idea of industry, econamy and saciety; a society
where cultivating a field means first of all taking care of "mother
earth”, looking after the most precious good that humanity has at its
disposition now and for future generations. This is a society in which
the production, preparation and consumption of foad is considered
at the same time a respanse 10 a necessity, a quest for pleasure and
a farm of sacial rapport; profound activities that go well beyond
simply naurishing our biological machinery and that should be
conceived and actuated as part of @ more general framework. This
wider framework we taday knaw by the name of "transition towards
sustainability™.

It is not among the aims of these notes, nor in the capacity of the
writer, to drew the complex picture of how these emerging ideas
may turn into @ new general development madel, or indeed how a
fully sustainable agro-aslimentary model might wark. On the ather
hand, since the transition towards sustainability is a sacial learning
pracess, no-ane would really be capable of doing sa.

The emerging ideas proposed here are a contribution to this vast
callective learning pracess, undaubtedly an incomplete cantribution,
but maybe a useful one in indicating some of the characteristics af
the evolution in progress, and particularly in underlining those maost
relevant to what we are interested in, i.e. to what, hopefully, design
can do.

Agriculture, food and design

The history of design is traditiaonally linked to the history of indusiry.
Up to now it's rale in agriculture has been minimal as also in food,
ar rather gastronomy. It has always been said that agriculture and
gastranomy are a world apart from industry and so, almost by
definition, a world apart from design.

- Nowadays, hawever, there is mare and mare talk of a2 possible
meeting between design and food system. The expression "food
design” has become a buzz ward (though sa far its meaning is far
from clear). All this may seem fo prove beyond doubt that
agriculture is now industrialized and that food has become, to all
intents and purposes, an industrial product like any other.

Following this line of reasoning, design could be seen as yet
another agent driving us towards a full industrialization of this field
of human activity. This is a legitimate way of thinking proved by
numerous examples, but does it really have to be like this? Is
industrialization as presented so far really the only feasible
proposition and all that can be seen an the design harizon? The
reply we are suggesting here is "na", and far various reasons.

It is true that design was born with industrial saciety and carries
deep within itself the concepts, value systems and ways of daing
things, characteristic of the early stages of industrial development.
However, indusirial society has already changed and is still
changing rapidly. Industry itself has changed design with it, or even
befare it, being in itself as ane of the drivers af industrial change. It
follows that if design nowadays can and must have a role in
agricultural cultivation and food production, this should arise out of
a prafound awareness of the crisis in the daminant economic and
cultural model, and out of a recognition of its possible role as co-
pramoter of different, promising agricultural and food systems that
can became real steps in the direction of sustainability.



Agrindustrial Design Symposium and Exhibition: Qfive Qff, Wine and Design
fzmir 2005

This does nat mean that design must deny its nature of industrial
actar (i.e. of being cne of the main drivers in the industrial culture
definitian). It means that it can and must collabarate to redefine the
very caoncept of industry itself. Especislly, as far as we are
cancerned here, it means collabarating an the cansalidatian af an
agriculture, a foad industry and a distribution system capable of
maving in the appaosite direction to what has baen the prevailing
trend until now; which ence agsin praduce "besutiful” fields,
"beautiful" conversian machinery, excellent praducts and new links
between tawn and cauntry; which at the same time encaurage the
canditions for making faad into & profound shared culture and a
mament far building up sacis! relatians.

Stratified reslity
The cantemparsry agriculturalffoad system can be described as a

stratified reality. A macro-system where different behaviar,
agricultursl ethos and foad culture exist side by side. Here we shall

focus an 4: the fraditional system, classic agro-business,

experiential agra-business and social experimentations. This
stratified reality is the context where design is apersting and
choasing its own aptians.

- The traditional system. In different ways fram region ta
region we stili find forms of argenization and traditional lore
underlying the contemparary agro-faad system, which reach
us fram the depths aof rural histary. This stratification of the
system is what remains of pre-industrial agriculture, of its
learning, its argsnizations and its lacal end sessanal foad
circuits. As we have been sble ta abserve, this underiying
strata can be presented fram region ta regian either as a still
vital, living tradition or a2s what remains of a disappearing
system.

This subsystem as it is presented today does nat make
demands an design. If and when it dogs, as we shall see, it
means that it is alrgady turning inta anather style of existence,
which we shall discuss later. This underiying stratum is
threstened and offen overwhelmed by what we can c&ll the
dominant agra-industrial system.

- Classic agro-business. This is the agro-food system
arganized by archaic industrialization farmulas as discussed
previously. It leads ta mass production, and cansumption, by
agricultursl firms and breeders, which we call industrialized
because they are mechanized "chamicals" and, mare recently,
"bio-technalogies”. This is the dominant component of the
current foad and agricultural sectar in industrialized cauntries
and, cansidering the majar dynamics in action, tends alsa ta be
sa in thase nat yet industrislized.

The classic agro-industrial system places equally classic
demands oan design: agricultural machinery, praduct
packaging, spparatus and equipment for foad preparation and
cammunication strategies for an undifferentiated public
(haaked by low prices and a prafusion of alluring advertising).

- Experiential agro-business. This is the companent of the
agro-foad system which is mast highly influenced by the mast
farceful lagic of the mament, and whase primary abjective is ta
research and pramaote the exceptionalness of experiences that
. praducts and services bring (or should bring). This research
has found in foad, and the places where foad is praduced, a
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privileged application field {as is obvious, given the peculiarly
sensorial and experiential nature of food and its typical places
of production}.

With the emergence of this growing, new component of the
agro-food sysiem over the last few decades, new demands
have emerged for design relating to product identity and place
of origin, o the conception of new sale and restaurant
services, even to the planning ex-novo of new food products
as applications of design of/for experience (this is the
application field of food design in its sirict sense). Given the
importance of this issue, we shall return to it Iater.

- Advanced agro-business. This is the side of the
contemporary agro-food system that lays its bets on
technological solutions ic the growing environmental and
social problems. it tries to respond industrially fo the huge
demand for controlled, organic food products. Advanced agro-
business is the expression in agriculture of the most interesting
shapes that industry is taking. |t entails the extensive
application of organic and biodynamic cultivation methods,
and the use of advanced minimal food processing systems.
DOP (produced by guaranteed production process) and IGP
(of guaranteed geographical origin) labels can be seen in the
same light, as a legal representation of the idea of advanced
agro-business.

It requires considerable design capacity to see the food
indusiry as an advanced industry with these characieristics.
Cbviously this is true on a technical and organizational level,
but it is also true on s cultural and communicational plane. I
gives rise o an as yet embryonic demand on design: an
industrial design for advanced industry orientated towards
such a "sensitive" production sres as food. Agsin we shall
come back to this later.

- Social experimentation. This is the |latest and most dynamic
layer of the agro-food sysiem and as yet of unknown outcome.
It is the mover of some of the major dynamics, such as the
spread of networks, the demand for "natural” foodstuffs and,
more generally, the quest for sustsinable solutions. it is these
macro-tendencies as a whole that give rise to the social
experimentation we are referring to. They are experiments that
come from both the demand side (such as collective
purchasing groups) and from the supply side (the Slow food
organization, crganic product networks). We also refer to them
as "creative communities" because they are mostly the
outcome of individual and collective self-grganization inventing
new ways of resolving a problem or opening up a new
opportunity.

Except for @ few special cases, these social experiments have
not yet expressed a clear, deliberate demand for design.
However, in my opinion, it is precisely on such projects that
design should focus its atteniion in order {o play its potentially
constructive role in promoting a sustainable agro-food system.
The reasons for this conviction will be the subject of the
following paragraphs.

| would now like to describe in greater detail the role design can play
in the two latest layers of the agro-food system: experimental agro-
business and social experimentation.
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The spectacularisation of food and place

Experiential agro-business is the way in which the emerging service
and experience economy is taking shape within the agro-food
system.

One prerogative of this phenomenon is the importance attributed to
the diversity of products and places of production. All this implies an
inversion of tendency with respect to the standardization policy
offered and imposed by the classic industrisl model, which is
undoubtedly positive. However, this pofentially positive shift has
been more than counterbslanced by & series of negative
implications that can be synihesized in the expression: "the
spectacularisation of food and agriculiure”.

In practice the process runs like this: the service and experience
economy in iis present form has to be constanily refueled with
"fresh” cultursl and social resources able to frigger & strong
emotional response, in other words, able fo create a spectacle.
These fresh resources are often drawn from the pool of knowledge,
customs and characteristic local places that the fradifional system
(or rather, what remsins of the ftraditionsl system) intrinsically
possesses. In itself this would not be s bad thing, if using these
resources provided an opportunity for their regeneration. However,
this is not the case: their spectacular use tends rather fo furn them
into empty images behind which lies nothing of what they really
were.

In the absence of any profound reflection on the identity of places,
communities or their products (and in the absence of any sensitivity
towards issues relating to the sustainable use of physical and social
resources) the experience and service economy leads us to treat
food, community and local idenfity as though they themselves were
producis to be promoied and consumed. The resuli is that fypical
local products are transformed into commercial brands, and places
of production and producer communities turned into theme parks
and the characters that populate them. Furthermore, any genuine
public inferest is reduced fo ifs most hedonistic dimension (as in
mosi television programs on the subject, which are conceived. in
such a way that they can be seen as a sort of food pornography).

These dynamics, as interesting at their outset as they are
disheartening in their practical consequences, are counterbalanced
by the extraordinary aciivifies of Slow Food. | shall come back to
this in the following paragraphs. First however, we must briefly
consider how design has confronied today's dominant tendencies:
what has it done and what could/should it do?

Post-spectacular design?

We have salready mentioned how the experiential agro-industrial
system has placed clear, high demands on design. Demands to
which designers have generally responded by adapting their own
ideas and habits to the new necessities. In other words they have
adapted themselves to the behavior and thinking of the service and
experience society.

In so doing, updating their "classic” competences (product and
communication design) and adjusting their more innovative ones
(like strategic and service design), designers have siarted to play 3
significant, active role in the emerging agro-food system. Having
said this we should add, to my regret, that this significant, active role

has not so far lead them to any profound reflection on the meaning
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of what they have been daoing. Except in exceptional cases {which
cerfainly exist), designers have gone uncritically into the service and
experience economy, themselves joining the main forces driving
towards this speciacularisation.

To get out of this role governed by the thinking currently dominant
in econamics and the media, designers should ask themselves
some more profound questions about the sense of the experiences
they are proposing. it is a difficult reflection, but is facilitated by the
existence of an extracrdinary phenomenon for comparison. That of
Slow Faod. This is an organization that has successfully shown us
all that it is possible to link sensorial experience with the
safeguarding and valarization of characteristic products, together
with the knowing and arganizational farms they spring from. In this
way it is playing an extraordinarily important role (first in Italy, but
now on a worldwide level) in the safeguarding and regeneration of
such a precious common good, as is the cultural variety of local
food production.

Looking at Slow Food "as g designer”, in my opinion what we can
see is the mast positive example of strategic design, of service
design and of experience design applied ta the warld of agriculture
and food (and this even though, to my knowledge, until a few years
ago, none of its promoters had had any thing significantly to do with
the designer community). Slow Food teaches us that it is passible
to carry out a design activity that goes beyond the spectacular
consumption of what remains of s precious historical heritage of
knowing, flavors, places and social customs. Posi-spectacular
design able to promote identity and generate significant
experiences, without entailing their transformation into empty
images and rapid consumption; able to make of this activity an
occasion for regenerating our traditional heritage, matching it fo the
most advanced technological and organizational passibilities
(advanced agro-business as menticned earlier) and able to turn it
into seed for a sustainsble future.

In order to explore the implied possibilities it is useful 1o go a step
ahead and tske up the theme of social experimeniation and its
possible implications for design.

Design and social experimentation

The issue has zlready been introduced in a previous paragraph: the
spread of nefwark systems, the widespread demand for "natural"
foodstuffs, and the quest for sustainable solutions have given rise to
new ways of thinking and doing. This is happening both on the side
of demand and of supply.

Let us consider in particular the implications of the spread of
network organization so much talked sbout over recent years. This
phenomenan has lead to a huge increase in connectivity (i.e. in the
number of meaningful interactions concretely possible). In turn, the
high [evel of connectivity achieved has served as an enabiling
platform far new forms of organization where the netwark is not only
a technical infrastructure, but is also becoming a powerful new
organization model that breaks vertical hierarchies and generates
horizontal, un-intermediated, potentizlly peer-to-peer solutions.

All this enables us to imagine a new family of organizations, at the
same time decentralised and open towards wider systems; an
organizational madel that leads us to redesign from scratch
consolidated ways of deoing things, traditionally based on low-
connectivity systems. Clearly the radical adoption of network
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models is not in itself & solution to the socisl and environmental
problems we are faced with today (even Al Qaeds and certain
paedophile organisations are based on the intelligent application of
network organisation models and on use of the horizontal
communication technology available today). In spite of this these
organisstion models, snd the technology that makes them p0551ble
present interesting and promising opportunitics.

What has been sald so far is of general value i.e. it is relevant to any
kind of activity. However, its potential value is even grester if the
activities in consideration relate to the agro-food system.

A multi-local system

The spread of the Internet has brought certsin relevant and
potentially generstive issues with it: ideas that are also capable of
generating new ideas in operational areas far apart from those that
produced them: the network economy, open source systems, peer-
to-peer organisations. Can all this be translated in some way to the
agro-food system? What could we understand from the expression
"food-network?"

This question still does not have s clesr, detsiled answer. However,
some partial answers have already emerged in the socisl
experiments talked of in previous paragraphs.

Let's consider activities like fair-trade purchasing groups, organic
morkets in cities (farmer markets), new producer/consumer
relationships (such as "adopt a tree" or "vegetable season tickets")
.. but we can also remember the success of fair-trade and its ability
to show in a concrete way that direct, fair relstions are possible
between producers and consumers even when far apart. Let's link
these activities, which are mainly centred on the issue of virtuous
un-intermediating, with those related to the valorisation of local
products. Once again, Slow Food activities come to mind: from the
diffusion in Italy of the "presidi dello Slow Food", local organissations
aiming to protect specific local products, to the extraordinary
initistive of Terra Madre, whereby thousands of little agricuitural,
animal husbandry and fishing communities all over the world, have
been identified and networked together, united by their possession
of specific production and food know-how.

If we try to see these and other similar promising cases as s whole,
8 new vision of the agro-food system emerges (maybe even a new
vision of the world!). What appears is the image of a multi-local
system. A "world” endowed with an extensive variety of places and

communities; communities with their own individual identity, but.

open and well-disposed towards contact; local communities with a
high connective potential, in pger contact with other locs]
communities, with whoever and whenever useful, just as in peer-to-
peer organisations on the Internet.

We see s multi-local system in a network economy where the
number of knots and links available is more important than the
single knots and where basic knowledge, like knowing sbout food
and its production, is 8 common good accessible to communities in
the same way and within the limits of the sustsinsble use of any
common good. A multi-local system able to orientste the
development of advanced sgro-business, steering it more clearly
- towards sustainability.
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The new food networks

If the vision ouilined is to become feasible and the multi-local, agro-
food system is to become a reality for the majority, communities of
producers, consumers and producer-consumers need to
consolidate and "make themselves visible". They must be able to
show their products, skills, needs and wishes and their willingness
to do something towards satisfying them. There must be a plafform,
an infrastructure, that gives them the real possibility of making
contacts, of presenting their offers, of building relationships that are
not only economic, but are also neighbourly and, where appropriate,
of solidarity.

In my opinion, the agro-food system lends itself to being re-
organised in this way. The experiences we have discussed, though
minority experiences, tell us that this is possible. Furthermore, food
and land are two fundamental elements for the lives of everybody.
It is possible to develop interest and movement around them on a
wider scale. When talking of them we can talk aboui necessity and
pleasure, about past and future. Knowledge and skills that risked
being forgotten can be revived around them. Food can help
rediscover the quality of local and seasonal products, bui it can also
lead to the enjoyment of products from far away that are produced
by a familiar, friendly community and so, as the Slow Food slogan
says, are "good to eat and good to think".

All this can rise from society's base, as forms of self-organisation,
but designers too can take part in this virtuous process. They can
bring their specific skills to assist in community building, improving
visibility, making communication channels more fluid, implementing
enabling plafforms that make the activities of these communities
more diffused and effective. From here, bringing their skills in the
field of experience design into play, they can contribute io the
promotion of food networks where aesihetic and sensory qualities
also circulate; freed of the tendency towards spectacularisation,
indeed aesthetics and sensory perception are fundamental
dimensions in any human relations and the more so if the object of
these relations is something as profound and important as food.

In conclusion, in the language of agriculture, designers can
collaborate in working the ground on which seeds of the new and
those of ancient cultures can really germinate and grow into the
plants of a sustainable food and agricultural future. A future where
there are beautiful olive groves, with all the wealth of meaning
implied in that expression.
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Giizel bir zeytin bahgesi

"Glizel bir bahge". Yagadiim yer olan Toscana'da bir zeytin
bahgesini dvmek igin hala bu kelime kullaniiir. Bir ¢ok kigiye gére
glzellik dlgitd hala bir bahgenin sahip olmasi gereken nitaliklerin
ifadesi i¢in kullanilan en kisa yol olarak kabul edilir. Bu glizellik
kavrami elbette verimliligi de kapsar, ama bununla sinirh degildir.
Guzel bir zeytin alaninin hem verimli olmas: hem de gergekten bir
bahge kadar -hatta daha fazla- bakiml olmasi gerekir.

Gilzel bir zeytin alan, zeytinlerin budanmasi ve 6zan bakimindan,
bahgeyi cevreleyen arazinin bakimina, su kanallarinin siirekli olarak
temizlenmasine, meyilli arazideki hargsiz duvartara kadar bir dizi
faaliyetin sonucudur.

Bunlar, her birinin sonucu farkl zaman dilimlerinde ortaya ¢ikan
faaliyetlerdir. Kimileri budama gibi her yil yapilan, kimileri de hargsiz
duvarlar gibi bakimi on yillarca devam eden bir siirece yayilan,
gelecek nesillere birakilan bir yatinm olan faaliyetlerdir.

Guzel bir zeytin alani, bir ¢cok farkli amacin sonucudur; Ailece
tiketilecek iyi bir mahsul elde etme istegi, satistan elde edilecek
gelir, iyi yapilmig bir igin verdigi kisisel tatmin ile belirgin bir sosyal
baskinin gereklerini yerine getirmek bunlara érnek olarak verilebilir.
Zira bizim Ulkemizde bir zeytin alarinin bakimsiz kalmasi, sosyal
acidan kabul edilmesi imkansiz bir durumdur.

Glzel bir zeytin alan, sosyal bir avantajla kisisel cikarlan
bagdagtinr: Zeytin agaci diken kisi kendisi igin bir seyler yapmstir,
ama ayni zamanda tim toplum igin bOylk 6nem tastyan iki ortak
servete de sahip olur ve ydnlendirir: Arazinin hidrojeolojik kapasitesi
ve cevrenin kalitesi. Ayrica sosyal agidan ekonomik bir deder de
tretmig olur; zira ¢evrenin giizellegsmesi -tipki Toscana'da ve diger
benzer yerlerde oldugu gibi- ekonomi ve turizmin en énemii itici
guglerinden biridir.

Gizel bir zeytin alanindan iyi zeytinyad! elde edilir. Bu, sadece
Uretim ve besin degeri agisindan iyi demek degildir. Bu alanda
Uretilen zeytinyad: sosyal atken olarak da faydalidir: Tim yerli
halkin paylagh@ bir stire¢ sonucunda ortaya gikan iiriin, miikemmel
bir sohbet konusu olur. Béylece sosyal iligkilerin canlanmasini
saglar.

Kiiltiirel fosiller mi yoksa gelecagin tohumlari mi?

Guzel bir zeytin alam, su andaki haliyle ve onu dastekleyen
dinyanin degerlerine gbre bize antik bir zamandan kalan bir
mirastir. Dinyanin bir ¢ok yerinde bu degerler ve davramis
gekillerinin artik "kulturel fosiller" olarak gérilmesi mimkindiir:
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Gecmis bir diinyaya ait alan, artik tiikenmig olan fosiller. Bagka bazl
yerlerde ise gelismenin kargisindaki engeller alarak kabu!
edilebilirler: Modern cada girmek igin agiimas) gereken bir engel
olarak gordlirler.

Bu notlarda, baska tiirli diistinmenin miimkiin oldugunu, hatta belk
de gerekli aldugunu gdstermeye caligacadiz. Bahsi gecen "glizel
zeytin alan” ile onu destekleyen samut uygulamalar ve degerler
sistemini farkll bir agidan gérmek de miimkin: kiltire! fosilter degil,
gelistimin &niini tikayan engeller degil, tam tersine "gelecedin
tohumiar”. Bize gecmisten gelen, ama yeni bir alanda gelisip
gelecekteki muhtemel yapitlarin yolunu agabilecek bir seyler.

Bu kanularin detayina girmeden 8nce, bir bagka bilgi daha vermek
istiyorum. Burada anlatmaya caligacagimiz kanular &zellikle
dunyanin kuzey bélgelerinde yasanmig tecriibeler sanucunda
edinilmis bilgilerdir: Oralarda sosyal ve kiiliirel baglamda, nadir
bazl istisnalar disinda -gikis noktamiz olan Tascano gibi- bu
disiince ve eylem tarzi artk neredeyse tamamen yerini iretim
verimliligi konusundaki yeni fikirlere ve ticari kltarin yikici istilasina
birakmis durumda. Bu agidan baktigimizda, su anda bahsedilen
firsatlarin -uygulanmasi miimkiin olsa da- nesnel anlamda zor
oldugu aciktir; zira artik bitmis ve yok olmanin esigine gelmis
gelenekleri tekrar hayata gegirme gabasi s6z konusudur. Ama ayni
anlatim icinde -eger zaman iginde degeri bilinirse - o bolgelerde,
ézellikle diinyanin giiney ve bat bdlgelerinde gok farkli olasilik ve
firsatlarin ortaya cikabileceginin altin ¢izmek gerekir. Bu
bolgelerde, sézuna ettifimiz degerler ve davrams sekilleri halen
giiclil ve potansiyel olarak dnemli geleneklerdir.

Dev bir celigki makinesi

Tascana bdlgesini ve kendi zeytin alanlanimizi birakip Glkemize ve
diinyaya bir bitin olarak bakalim. Iste o zaman, dev bir celiski
makinesi gibi isleyen bir "besin-tarim” sisteminin hakim aldugunu
gbriiriiz. Bu, hem aglik sorununu ¢ézemeyen hem de obeziteyi
¢agimizin en blyuk sorunlarindan biri haline getiren bir sistem.
Ustelik, bu sonuclar elde edilirken kaynaklari tiketen, topragi
fakirlestiren ve gesitliligi azaltan ok gugit bir "¢dllestirme” etkeni
olmaya devam ediyar. Hem genetik ham de kiiltirel gesitlilik giderek
azaliyor.

Peki ama béayle celigkilerie dalu bir durum nasi! herkes tarafindan
kabul edilebilir hale geldi? Bu uzun bir hikaye. Bugiin bildigimiz
haliyle tanm-besin sistemi, eski tarz endlstriyel olarak ifade
edebilecegimiz ama uzun yiliar boyunca basan formiifleri olarak
kabul edilen organizasyon yantem ve fikirlerinin tarima uygulanmasi
sonucunda olusmustur. Bu organizasyon model ve fikirlerine gore
tarlalar sanayi alanlari, bitki ve hayvanlar makine, besinler ise
standart ve basit bir mal olarak kabul ediliyordu. Ne pahasina olursa
olsun. Yani eko-sistemlerin bazulmasi, asirlardan beri devam eden
sosyal organizasyon bilgi ve sekillerinin yok olmasi ve son olarak -
teoride bu ekonomik ve tretim modelinden faydalanmas| gereken-
tiketicilerin saghg pahasina bu yéntemler uyguland.

Bu davranis seklinden kaynaklanan prablemler ortaya ciktiginda
ise, gacmiste hakim olan ve bugiin hala yaygin clarak devam eden
egilim, bittn bunlarin kabullenilmesi gereken kusurlar oldugunu
savunmak oldu: Blyime siirecinde (gezegenin hala “gelismekie
oldugu” varsayilan bélgelerinde) veya (bir siireden beri endUstriye!
sanayi yontemlerinin kuilanildidi bdlgelerde) ekonomik olarak
ayakia kalabilmek icin 6denmesi gereken bir bedel olarak kabul
edildi. Ama bugiin isler degisiyor. Gevresel saruniann gézle gorillr
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hale gelmesi. Hayvan yetistirme alanlarinda salgin hastaliklarin
yaylimasi ve kotli beslenmeden kaynaklanan insan hastaliklari.
Genetik olarak degigen organizmalara duyulan tepki. Her seyi géze
alarak yapildi§l iddia edilen verimlilik aragtirmalarina ragmen,
insanigin biyiik boliminin hala aglikla miicadele ettidi gercedi.
Tum bu olaylarin bir araya gelmesiyle artik san yillarda tanidigimiz
endustriyel tanm-basin modelindeki krizin arttk gizlenemeyecek
duruma geldigi esidin agildigini gardim.

Yani fikirlerin ve yeni olanaklarin ortaya ¢ikisi

Baskin madelda yasanan krize kargilik alarak uygun bir endistrivel
tarim-beasin madelinin nasil alabilecedine dair yeni ve farkh fikirler
artaya cikmakia. Tarlalarin ekimi ve gida Uretimi ile ilgili yeni
disiince tarzlan geligtiriliyor. Amac sadece ekanamik verimlilik
degil; bunlar ayni zamanda insanlarin bireylere, topluma ve dogayla
baglantli davramglarinin en derin ifade tarzi alarak da kabul
ediliyar. Yani bir endustri, ekanomi ve taplum fikrini kapsayan yeni
bir bakig agisi. Tarla ekmenin her seydan dnce "toprak ana"ya -yani
insanligin kendisi ve gelecek nesillar igin en degerli kabul ettigi
saye- itina gdstermek anlamina geldigi bir taplum. Gidanmn Gretimi,
hazirlanmas: ve tiiketimi ayni zamanda bir ihtiyaca cevap vermek,
bir keyif arayist ve bir sosyallesme seklinin giindeme getirilmesi
olarak kabui edildigi bir taplum. Kisacas! derinligi sadece biyolajik
makinemizin beslenmesinin 6tesine gegen, ¢ak daha genal bir
tablanun bir balimid olarsk kabul edilen ve gergeklestirilen
faaliyetler. Bu, bugln "desteklenebilir tarza gecis" olarak
adlandirabilecadimiz bir sistem alarak ifade ettifimiz genis kapsamii
bir tabla.

Bu konugmanin amaci, olusmakta olan bu fikirlerin nasil yeni bir
gelisim modeli haline gelebilecedi konusunda kapsamii bir tablo
Gizmek degil, zaten bu benim kapasitemi de agar. Tamamen uyumlu
bir tarim-besin sisteminin igleyisinin nasil olacadi kanusu da dyle.
Diger taraftan, desteklenebilir kavramlara dagru gegis sasyal bir
algilama sireci aldugundan, bunu hig kimsenin gergekten yapmasi
mumkin degil.

Dolayisiyla burada bahsedilen, olusmakta olan fikirler, sadece bu
migterek Odrenim slrecine birar katki olarak kabul edilebilir. Bu
kesinlikle kismi bir katki ama belki da mevcut gelisimin baz
dzelliklerini gastermek agisindan faydal alabilir. Ozellikle de bizi
ilgilendiren konuyla baglantil olanlarin altini ¢izmek agisindan. Yani
tasarimin bu kanuya muhtemal katkilar..

Tanim, gida ve tasarim

Tasarim tarihi, geleneksel alarak endistrinin tarihi ile baglantilidir.
Tarim alaninda ve gidas slanindaki -dsha dogrusu gastranami
alamindaki- varlidi su ana kadar aldukga mitevazi idi: tarm ve
gastranaminin endistridan uzak aldugu soylanirdi. Dalayisiyla
bunlar tanim alarak tasarimdan aldukga uzakta yer alirdi.

Ama bugin, tasarim ila besin slreglerinin bir araya gelmesi
ihtimalinden gidarek daha sk ve daha yaygin bir gekilde
bahsediliyor. (Anlami $u ana dek kesin olarak netlesmemis olsa da)
“food design" ifadesi ¢ok yaygin hale geldi. Bitin bunlar artik
tarimin endistrilegmig aldugunun ve gidamin her agidan digerleri
gibi endustriyel bir Urlin haline geldiginin kesin bir kamtr gibi
goriinebilir.

Bu digiince tarzini takip edersek, tasarimi bugiin insani faaliyetierin
bu alanini tam bir endistrilesme siirecina dagru iten etkenlerden biri
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olarak gérebiliriz. Bu hakli bir duglince tarzi aiur; sonsuz rneklerle
de desteklenebili. Ama gercektan béyle mi olmast gerekir?
Endustrilesme su ana kadar tasarim igin uygulanabilir tek perspekiif
va tek hareket alani midir? Burada verecegimiz cevap: Hayr.
Bunun gesitli nedenleri var. :

Dogru: Tasanim endstri toplumuyla birlikie dagmugtur ve kiltarel
mirasinda endustriyel gelisimin ilk asamasinin uygulama sekilleri,
degerlendirme sistemleri ve kavramsallagtirma gibi - unsurlar
barindirir. Ama sanayi taplumu artik degisti; Ustelik hizla degismeye
davam ediyar. Endiistri kavraminin kendisi degisti. Onunla birlikte
hatta ondan 6nce design da degisti; zira design, endistrideki
degisimi harekete gegiren giglerden biriydi. Buna gdre, eger
design’in bugiin tarlalann ekiimesi ve gida Uretiminde bir etkisi
varsa, bu baskin ekonomik ve kiltirel modeldeki krizin bilincine
derin bir sekilde variimasindan ve gesitli tanm-gida sistemlerinde
itici glic alarak kendi muhteme! rolintin bilincine variimasindan
kaynaklanir. Yani buniar, desteklenebilir bir sistame dogru atilan
samut adimlar olarak kabul edilebilir.

Bu, tasanmin kUltdrel dogasim ve endistri igin proje bazindaki
énemini reddetmek aniamina gelmez. Aksine, enddstri kavraminin
yeniden tanimlanmasi igin_kullanilabilecegini, hatta kullaniimasi
gerektigi anlamina gelir. Ozellikle de, bizi en ¢ok ilgilendiren
yanlyle, tarm, basin endistrisi ve dagitim sisteminin su ana kadar
gecerli olanin tam tersi bir yéne gidebilmesi igin isbirligi yapiimasi
mimkiin olabilir. Yeni "glzel alan"larn, Uretim tesislerinin
yaratilmasi, mikemmel Oriinler ve gehir ile kirsal kasim arasinda
yeni baglanti sistemleri. Aymi anda gidanin derin bir kiiltire sahip
olmasi ve gida ile ilgili sohbetlerin yeni bir sasyallesme an
olabilmesi igin uygun kosullarin hazirianmasi gerekir.

Gergedin katmanlan

Giinimizdeki tanm-besin sistemi gok katmanh bir gergeklik alarak
ifade edilebilir. Farkli uygulamalarin, farkli tarim ve besin
kUlitrlerinin yer aldigi bir makra-sistem. Biz burada bunlardan
dordiini inceleyacegiz: geleneksel sistem, klasik tarim igleri,
deneysel tarim isler, sasyal denemeler. Bu gok katmanh gerceklik,
tasarimin kullanilip kendi segimlerini yapmasi gereken kosuliar
anlatir.

Geleneksel sistern. Buginkil tarim-besin sisteminin
kokeninde, balgeden boigeye dedisen sekillerde hala -giftcilik
tarihinin derinliklerinden gelip bize kadar ulagan-geleneksel
bilgi ve organizasyan sekillarine rastliyoruz. Sistemin
katmanlarl, endiistri 8ncesi tannmdan kalanlar, eski bilgileri
organizasyonlar, yerel ve bolgesel gida dolagimi gibi. Daha
ance gézlemleme firsat buldugumuz gibi, bdlgaden bélgeye
bu derin katmanlar hala yagsayan ve énem tasiyan bir gelenek
olarak karsimiza ¢ikabilir. Bazi yerlarde ise yok almanin
esigindeki bir sistemin kalintilanindan ibarettir.

Bu alt-sistemin bugiinkii durumu, design konusunda doiaysiz
sorular igarmez. Bu tr sorular oldugu takdirde, daha sanra
gdracedimiz gibi, bagka bir clugum sekline déniismekte oldugu
anlamina gelir. Bunu da daha sonra anlatacagiz. Bu derin
katman buglin baskin tarim-endustri sistemi alarak tarif
edebilecedimiz olgu tarafindan alt edilmis ve cogunlukla
ezilmig durumda.

- Klasik tarim isleri. Bir onceki paragrafta szl gecgen, eski
sanayllesme formillerine gére organize edilmis tarim-gida
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sistemidir. Bu sistem, bilyilkk miktarda gida lretim ve
tiketimine y&neliktir; endlistriyel olarak ifade edilen tarim ve
hayvancilik tesislerinde gergeklestirilir. Endistriyel olarak
tanimlanmalarinin nedeni yilksek oranda mekanik, kimyasal
ve yakin zamanda bic-teknolgjik Gretim sdregleri igermeleridir.
Bugiin endustrilegmis dlkelerdeki tarim ve bhesin sektériniin
baskin olan unsurlanindan biridir, meveut dinamikleri dikkate
aldigimizda, heniiz hakim olmadigi bdélgelerde de
yayginlagsacagini séyleyebiliriz.

Klasik endistriyel-tanm sistemi, tasarim konusuna klasik
sorularla yaklagiyor: tarim makineleri, Urlin ambalajlari, besin
hazifiklarinda kullanilan aletler ve cihazlar, ilgisiz olan halkin
dikkatini cekmek icin iletisim stratgjileri (dOstk fiyatlar ve dikkat
gekici reklamlar).

- Deneysel tarim igleri. Besin-tarim sisteminin buglin daha
dinamik olma egilimindeki yaklasimlarindan en fazla etkilenen
unsurudur; burada ilk hedef @iriin ve hizmetlerin getirdigi (veya
getirmesi ‘gereken) deneylerin istisnalarini arastirmak ve
geligtirmektir. Bu aragtirma gidada ve gidanin dretildigi
yerlerde &ncelikli bir uygulama slani bulmustur (gidanin
kendine &6zgli duyumsal ve deneysel dogasi ve tipik Uretim
yerteri nedeniyle bu anlagilabilir bir durum).

Son yillarda tarim-besin sisteminin bu yeni ve gelisen
unsurunun ortaya cikmasi de birlikte, riinlerin kimligine ve
geldikleri yere, yeni satis ve restorasyon hizmetlerine iliskin
yeni tasaym talepleri de ortaya gikti. Bu durum, tecriibelere
gore tasanm konseptlerinin uygulanmasi gibi yeni gida
driinlerinin tekrar tasarlanmasina kadar devam etti (bu, en kisa
tarifiyle food design’in uygulama alanidir). Bu konu ¢ok Snemii
oldugundan, daha sanra buraya geri dénecediz.

- Gelismig farim igleri. Buginki gida-tarim sisteminin,
kartlarini artan gevresel ve sosyal problemlerin gdziimii
lizerine oynayan yliz{idir. Kontrolll ve biyolojik gida urtinleri
konusundaki blyilk talebe cevap vermeyi amaglar. Geligmis
tanim igleri, endiistrinin almakta oldudu ilging sekillerin
tarimdaki ifadesidir. Biyolojik ve biyo-dinamik yetigtirme
yontemlerinin ve gidalarin 6n igleme veya minimum igleme
(minimal processing} tabi tutuldugu sistemlerin genis oranda
kullanilmasint gerektirir. "DOP" ve "IGP" markalan bu acidan,
gelismis tarim igleri fikrinin "normlara” uygun oldugunu
gbsteren markalar olarak kullanilabilir.

Gida endiistrisini gsu anda hatirlatigimiz dzelliklerle gelismis
bir teknoloji olarak kabui etmek igin ¢ok fazla tasarim
yetenedine ihtiyag vardir. Bu séylenenler tabi Ki teknik ve
organizasyon agisindan gecerli, ama ayni seyleri kiiittrel ve
iletisimsel aolarak da sdylemek mimkiin. Dolayisiyla, heniiz
baslangig asamasinda olsa da, yeni bir tasanm talebinin
ortaya ciktijl sdylenebilir: gidada gelismis ve daha "hassas”
bir Gretime yonelik bir endistri icin endistriyel tasarim. Bu
noktaya da daha sonra tekrar deginecegiz.

- Sosyal denemeler. Bu, tarim-gida sisteminin en yeni ve en
dinamik asamalarindan biri, iistelik muhtemel sonuglari heniiz
kesin olarak bilinmiyor. Bu kavram sebeke sistemlerinin
yayginlagmasi, "dogal” Urlinlere olan talep ve daha genel
olarak, uygun ¢ézimlerin aragtiriimast gibi daha biyik baz
dinamiklerin sonucunda ortaya gikmistir. Bu makro-egilimlerin
bitiininden vola cikildiginds, burada degindigimiz sosyal
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denemelerle kargtlagmaktayiz. Burada hem talebin
yénlendirmesiyle (toptan satin alan gruplar gibi) ya da arzin
yonlendirmesiyle (Slow food'u savunanlar, organik Uriinlerin
dagitim aglan) ortaya gikan girigsimler sz konusu. Bunlara
"yaraticl gruplar” da diyehiliriz glinki biiyiik dlglde bir problemi
¢dzmek igin veya yeni bir firsat agmak igin yeni yollar yaratan
bireysel veya kolektif birimlerin oto-organizasyonundan
kaynaklanan sonuglar séz konusu.

Baz &zel durumlar haricinde, burada bahsettijimiz sosyal
denemelerde halen net ve bilingli bir design talebi dile
getiriimis degil. Her sey bir yana, benim gd&rigime gore,
tasarimin &zellikle bu konulara dikkatini ydneltmesi gerekiyor.
Bugiin kabul edilebilir bir tarim-gida sisteminin
geligtirimesindeki yapici roli hdylece gergeklestirebilir. Bu
goriiglin sebeplerinden ilerleyen paragraflarda bahsedecegdim.

Simdi tasarimin tanm-gida sisteminin en yeni iki unsuruyla ilgili
roliinden daha detayl olarak bahsetmek istiyorum: Deneysel
tarim isleri ve sosyal denemeler.

Gidanin ve mekanlarin temsili

Deneysel tarim igleri gelismekte olan hizmet ve tecriibe
ekonomisinin tarim-gida sistemi gergevesinde sekillenme tarzidir.
Bu olayin bir ayricahdi, Griin cesitlligine ve (refim vyerlerinin
dzelligine verilen énemdir. Bitin bunlar klasik endistriyel modeiin
onerdidi ve sundudu program onaylama sistemine gdre edilimlerde
bir sapma oldugunu gd&sterivor. Ve bu da kesinlikle oflumlu bir
durum. Ama potansiyel clarak clumiu olan bu durumun, bir dizi
olumsuz etken nedeniyle dengesi bozulmus durumda, bunlar su
ifadeyle dzetleyebiliriz: "Gidanin ve tanimin temsil edilmesi”.

Uygulamada igler séyle yiriiyor: Hizmet ve tecrilbe ekonomisi, su
ana kadar oldugu gibi, strekli olarak heyecan veren "taze" kiltlrel
ve sosyal kaynaklardan beslenmek zorundadir. Yani bir tir gdsteri
s6z konusudur. Genellikle bu taze kaynaklar geleneksel sistemin
(daha dogrusu geleneksel sistemden geri kalanlann) yaradiligindan
itibaren sahip oldugu bilgi, davrams sekilleri, yerel &zellikler gibi
unsurlann kékeninden elde edilir. Butin bunlar diigtnildiginde, bu
kaynakiarin kullanim: onlanin tekrar dogusu icin bir firsat olabilseydi,
hig fena olmazdi. Ama gercek béyle degil: Gosteris amaciyla
kullanimlari, bu kavramlann igini bogaltip, bir zamanlar sahip
olduklari &zelliklerin hig birini kapsamayan igi bos unsurlar haline
getiriyor.

Sonug clarak yerlerin, topluluklarin ve Grinlerinin kimligi hakkinda
derin bir yansima olmadid! icin (ve fiziksel ve sosyal kaynaklarin
uygun kullamimi ile ilgili problemlere gerekli hassasiyet
gdsteriimedigi igin) hizmet ve tecriibe ekonomisi gida, topluluk ve
mekaniann kimligini sanki reklami yapihp tiketilecek Uriinlerin ta
kendisiymis gibi muamele eder. Sonugta fipik Ordnler ticari
markalara, Uretim alanlan ve Gretici toplulukian birer oyun parkina
ve buradaki figlranlara donisir. Aynca halkin bu konulara
gosterdidi ilgi mimkiin olan en hedenistik (hazci} boyutlara (soyut
bir yeme ve igme kavrami) ve steril bir gida kavramina (konuyla ilgili
televizyon yayinlarinin blylk bdliminde oldudu gibi, ele alinig
sekilleri agisindan bir tlir gida pornografisi olarak tarif edilebilir)
indirgenir.

Baslangigta ilging gdriinen ama pratik sonuglar rahatsiz edici olan

bu dinamiklerin kargisinda dengeleyici bir unsur olarak, olaganiisti
Slow Food faaliyeti var. Bu konuya daha sonraki paragraflarda geri
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dénecedim. Ama &ncelikle tasarimin nasil bugiin baskin olan
egilimlere kargilagtirilmig olduguna kisaca deginmemiz gerekiyor:
su ana kadar na yapti, ne yapabilirdi/ ne yapmaliydi.

Gostari sonrasi bir tasarim mi?

Danaysal gida-tarim sisteminin tasanmla ilgili ¢ok nat ve glcl
sarutar oldugunu daha dnce séylemistik. Bunlar genel olarak
tasarimcilarin kandi fikir va tarzlarini, ihtiyaclara gore uyarlayarak
cevapladidt sorulardl. Bunlar, hizmet ve tecriibe toplumunun
dayattigi uygulama ve diigiinme gekilleriydi.

Bu sekilde davranarak, kendi klasik yaterliklerini glincellayarak
(Urtin ve iletisim tasarimi) ve yarina daha yanilik¢i olanlari
kullanarak (stratejik design ve hizmet tasarim: gibi}, tasarimcilar,
dogmakta olan yeni tarim-gida sisteminde aktif va dnemli bir ral
oynamaya bagladilar.

Bunu sdyladikten sanra, kendi agimdan dzilerek eklemam gereken
bir sey var: Tasarimcilann bu aktif va énamli rollari su ana kadar
uygulamalarinin yapmakta olduklart is lizerinde gergek ve derin bir
yansimasl almasini saglamadi. Bazi istisnalar diginda (ki bunlar
tabii ki var), tasanmcilar elegtirip soru sarmadan hizmet ve tecriibe
ekonamisine dahil aldular; bdylace kendileri daha &nce
bahsattigimiz gdsteri stirecinin en énamli itici gliclarindan biri halina
gelditer.

Bugtin baskin durumdaki ekanomik-medyatik mantigin esiri olan bu
roiden gikabilmek icin tasanmcilarin amagcladiklan tecriibelerin
yoénl hakkindaki sorulara daha derinlikli olarak yaklagmalan
gerekiyar. Bu zor hir disiince tarzi olsa da, gergekten olaganustl
bir algu ile kargi kargiya almalan, onlanin isini kalaylastirabilir: Slow
Food olgusu. Bu, herkese duyumsal tecriibelerin koruyucu
tecribelerle baglantill alabilacedini, tipik Urlnlerin, tatlarin ve
buradan doadgan organizasyon $ekillarinin @ korunmasi ve
degerlandirimasinin mimkin aldugunu gdstererek bagarl alan bir
organizasyon. Bu sekilde (dnce Italya'da ve simdi tim dinyada)
yerli gida Uretiminin kiltirel ¢esitliligi gibi dnemli bir artak degerin
korunmasi va yasatilmasi igin son darace &namli bir rol Ustlanmis
durumda.

Tasarnimci gbziyle Slow Food hikayasine baktiimizda gdrilen say
bence stratejik design, hizmat design'l va tanim va gida diinyasinda
uygulanan tecriibelerin tasarimi gibi konularin en alumlu drneklarini
gérmek mimkin (benim bildigim kadariyla birkag yol dncesine
kadar, bu konuda galisanlarin higbirinin tasarimci topluluguyla
éinamli bir baglantis1 olmamigti). Slow Food gercaekten bize tatlar,
kokular, yerler ve sosyal uygulamalarla ilgili dederli va tarihi bir
mirastan geri kalanlarin olaganUstd bir sekilde tiiketiminin 6tesinde
bir tasanm faaliyetinin uygulanmasinin miimkan oldugunu &gratiyor.
"Gastari sanrasi tasanm” hem kimlik olusturmall hem de dnemli
tecriibeler olugturmall, ama bitin bunlar bos ve hizh tiketilir birer
imaj haline gelmemeli. Aksine, bu faaliyet geleneksel mirasin
canlandiriimast, en gelismis teknolgjik va arganizasyon imkanlariyla
bulusturuimasi (daha &énce bahsi gegen gelismis tarim igleri gibi)
icin bir firsat olmali va an basinda séyledigimiz gibi uygun bir
gelecagin tohumlarn atiimalidir. Bu géstergelerin igardidi ihtimalleri
kesfadebilmek icin bir adim ilari atip, sosyal deneme ve buniarin
tasarim konusuna alasi katkilan konusunu tekrar ele almak faydali
olur.
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Tasarim ve sosyal denemeler

Bu konuya daha dnceki bir paragrafta degdinmistik. Sebeke
sistemlerinin yayginlasmas), "dogal” gida talebinin artmasl, ekolojik
agidan surdirilebilir ¢dziim arayiglan, yeni dislinca ve davranis
tarzlannin artaya ¢ikmasina neden oldu. Ustelik bu konuda hem arz
hem de talep agisindan bir denge vardi.

Ozellikle son yillarda ¢ok bahsi gegen sebeke daditim igerigini
inceleyelim. Bu alay baglantlarda biiylk bir artisa neden oldu (yani
somut olarak idaresi mimkin olan &nemli etkilesim yontemlerinin
sayisl). Baglant| diizeyinin artmas) ise, sebekenin sadece teknik bir
altyapi degil, yeni ve giicli bir arganizasyan madeli haline geldigi
yeni organizasyon sekilleri igin uygun bir platfarm alusturdu. Dikey
hiyerargileri kiran ve yatay, ortalama ve potansiyel olarak esitlikgi
¢bzUmler Greten bir organizasyon modeli.

Bitin buniar ayni zamanda merkezden uzak ve daha genis
kapsaml sistemlere acik organizasyon gruplarini digtinmemizi
saghyar. San derece gicld, gelenaksel clarak badlantt aran: disik
sistemlere dayanan davranig sekillerinin temelden baglayarak
yeniden olustutulmasiyla sanuglanan bir arganizasyon modeli.
Sebeke tarzi sistemlerin kullanmimi kendi bagina bugiin karsi karsiya
aldujumuz sosyal ve gevresel prablemlerin ¢éziimi olamaz (El
Kaide ve birkag pedofili organizasyonu da sebeke usull
organizasyon modellerinin akillica uygulanmasina ve mevcut yatay
iletisim teknalgjilerinin verimli alarak kullaniimasina dayanir). Yani
bu organizasyon madelleri ile bunlart mimkin kilan teknalgjiler,
ilging ve Umit verici firsatlar da saglayabilir.

Su ana kadar stylediklerimiz genel kapsamliydi, yani herhangi bir
tar faaliyete uygulanabilirdi. Ama eger dikkate alinan faaliyetler
gida-tanm sistemi ile ilgiliyse, bizim igin daha muhtemelen daha
degerli sayllabilir.

CGok yoreli bir sistem

Internet'in yayginlagmas), baz) kayda deder ve potansiyel olarak
yaraticl temalan da birlikie getirdi: bunlar kendilerini lireten iglevsel
ihtivaglarin disinda da yeni fikirler Uretebilecek kapasitedeydi:
"sebeke ekonomisi, apen source sistemleri, peer-to-peer
organizasyonlar". BltlGn bunlar bir sekilde tanm-gida sistemine
yansitilabilir mi? "Gida sebekesi" ifadesi ne anlama gelir?

Bu sarularin net ve kesin cevabi heniiz verilmis dedil. Ama dzha
dnceki paragraflarda bahsi gegen sosyal tecrlibelerin gergekliginin
1Is1I§inda bazi kismi cevaplarin ortaya giktig) s&ylenebilir.

Dayanismaci satin alma gruplar (fair purchasing groups) gibi
girisimleri, sehirlerdeki organik marketleti (farmer markets),
dreticiler ile tliketiciler arasindaki yeni iliski sekillerini ("bir agag
dikin", veya "abonelik" gibi) dustnelim... ama ayn zamanda drtist
ve dayanisma iginde yapilan ticaretin basansini ve -birbirlerinden
uzakia olsalar da- (reticiler ile iliketiciler arasinda direkt ve
dayanmgmaci bir iligkinin mimkiin oldugunu somut bir sekilde
gisterme kapasitesini de dilslnelim. Oncelikli olarak "erdemili
arachk" konusu dzerine yodunlasan bu girisimlerin, yerli Grinterin
dederlendirilmesi ite ilgili girisimlerle baglantisina bakalm. Burada
yine Slow Food girisimlerini diglinmemiz gerekiyar: Tipik Grinlerin
korunmasindan olaganiistii Toprak Ana (Terra Madre) girisimine
kadar.. burada bitlin dinyadaki binlerce kiiglk koylii, besici ve
balikgi belirlenip bir sebeke alusturuldu; Gretim ve gida konusundaki
bilgilerine gbre gruplar olusturuldu.
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Eger bu Gmit verici olaylar ve benzerlerini bir biitiin olarak gérmeye
caligirsak, ortaya ¢ikan sonug tarim-gida sisteminin yeni bir vizyonu
olur (hatta balki diinyanin yeni bir vizyonu!). Gergekten "gok yoreli”
bir sistemin gdriintistiniin ortaya gikmakta ocldugunu gériiriiz. Ganig
bir yerftopluluk bilesiminden olugan bir diinya. Kendi kimliklering
sahip olan, ama digariyla temas etmevye de hazir yerftopluluklar. Dig
diinyayla baglanti agisindan potansiyeli yilksek olan ve ihtiyag
duyulan zaman ve kisiye gore diger yer/topluluklarla bu temaslar
gerceklestiren yer/topluluklar. Tipki internet'teki "peer-to-peer”
organizasyanlarda oldugu gibi.

Sebeke ekonomisinin ortaya ¢iktigi gok yorali bir sistem; burads
badlanti noktalarinin boyutlarindan ¢ok, bu noktalarin sayisi ve
meavcut baglantilar Snamli. Burada sonug olarak temel bilgiler - tipki
gidayla ve gida dretimiyle ilgili olanlar gibi- tim topluluklarin
ulagabilecegdi ortak degerler haline gelmeli; tim ortak dederlarda
oldugu gibi kullamim yéntem ve simirlarini kendilerine gére belirleme
olanaklart olmali. Geligmis tarim iglarinin galigimini y&nlendirip onu
dsha net bir sekilde (¢evresel acidan) siirdurilebilir duruma
getirebilecek ¢ok-y&reli bir sistem.

Yeni besin sebekeleri

Su ana kadar cizdigimiz tablonun uygulanabilir olmast igin, gak
y&reli tarim-besin sisteminin gogunlukgu bir gergeklik haline gelmesi
igin, Oretici, tOketici topluluklarinin dayanisma iginde olup "gdzle
gorilir' hale gelmeleri gerekir. Yani kendi Griinlerini, yeteneklerini,
kendi ihtiyag/isteklerini ve bunlan karsilamak igin gerekenleri
yapmaya hazir olduklanini géstermeyi bilmeleri gerekir. Ve onlara
gerekli tamaslan kurabilacakleri, tekliflerini sunabilecekleri, sadece
ekonomik degil, yakinlik ve dayanisma baglan da kurabilecekleri bir
platform, bir altyapl olmas! gerekir.

Benim gdrisiime gbre tarnm-gida sistaminin bu sekilda takrar
diizenlenmesi gerekiyor. Bahsettijimiz tecriibeler, heniiz aziniikgi
olsalar da, gercgeklestiriimesi imkansiz seyier degil. Ama hepsi bu
degdil. Besin ve toprak, hepimizin hayatindaki iki temel unsur.
Bunlanin etrafinda daha genis kapsamli g¢ikar vea safarberlik
dizeyleri olusturulabifir,. Gec¢mis ve gelecekle iligkili. Bunlarin
etrafinda, unutulma riskiyle kargi kargiya olan bilgi ve yeteneklerin
yeniden dogmasi sagdlanabilir. Gida, yerel ve mevsimsel Griinlerin
tiketim kalitesini takrar kasfatmemizi saglayabilir, ama ayni
zamanda uzaklardan gelen ve tanidik ve dost bir toplulugun Griind
oldudu icin -tipki Slow Food sloganindaki gibi- "yemesi de giizel,
digiinmesi de giizel" bir etki yaratabilir.

Batln bunfar bir oto-organizasyon sgekli olarak toplumun alt
kesimlerinden basglayarak ortaya cikabilir. Ama bu erdemli siireg
icinde designer’lar da yer alabilir. Kendilerine &zgii yetkinlikleriyla
toplumsal olusum, gorsellidin iyilestiriimasi, badlantt kanallarinin
galigtirilmesi, bu topluluklarin faaliyetlarini daha etkin ve daha
yaygin hale getiren platformlarin olusturulmasi sireclerine
katilabilirler. Ve bu noktadan baglayarak, design tecriibesi alaninds
kendi yeteneklerini de ortays koyarak estetik ve duyumsal
ozelliklerin de yayginlaghidl besin sebekelerinin olusturulmas: ve
gelistiriimesi i¢in katkida bulunabilirler. Gdsteris yapma egiliminden
kurtulunca, estetik va duyumsallik insan iligkilerindeki her sistemin
iki temel boyutunu olustururar. Hele bu etkilesimin nesnesi gida gibi
derin va dnemli bir sayse.

Sonug olarak, tarimsal bir dil kullanarak tasarimcilar tohumlarin

ekilecedi ve antik kiltirlerden izler tasiyan topraklar zerindeki
¢alismalara katkida bulunabilir; gevresel agidan uyumlu bir tarim ve
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besin gelecedinde bitkilerin yetisme ve blylime sirecinde aktif bir
rol Ustlenebilifler. Hala glizel zeytin bahgelerinin oldugu, bu ifadenin
tagiyabilecedi tim glizellikleri i¢inde barindiran bir gelecek.
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WINE AND OIL, BREAD AND SALT

KEYNOTE SPEAKER: Ken FRIEDMAN

Norwegian School of Management - Norway
ken.friedman@hi.no

..Well, why wine and oil, bread and salt? | started with the fitle
“What wine and oil tell us”, and then | started to read the shstracts
for the papers and | realized that there were dozens and dozens of
themes flowing through the entirety of the conference. And | started
to restructure this in my mind and | said to myself what kinds of
issues or what kinds of themes does the conference hold? And then
in my mind the title expanded: "Wine and oil, bread and salt." And |
will tell you why. It has a lot to do with food, with cultures and with
the feelings that people have. About food, about the culture of food,
about the narrative of agriculture, and about how we feel about
growing things, deoing things, world and life.

..."What do wine and oil have to tell us?" part is kind of an interesting
you have heard some of this already. Gil: We have been producing
and eating alive oil for 6000 years and wine is not much younger:
About 5000 years and in fact wine production began in Anatolia, not
so far. Although | heard yesterday that what we call modern wine
reslly did begin to the 1800s and truly modem wine till about 30
years aga. Of course the great advance of the 1800s was Louis
Pasteur and the discover of the pasteurization. What was then true
for a]l of these thousands of years, all of these millenia, is that wine
and oil had been hasic foods of civilization. This is a really important
thing, to reflect on.

...Basic foods of civilization. Everything that we eat, everything that
we do when we talk about growing things and eating things touches
an existential core of our being as human creatures. And these
issues, these attributes, these aspects of how things function are
vital to how we feel. And when we talk about the kinds of issues that
hecome important to us as designers, and this is what | will talk
about a little bit later. When we talk about the kinds of things that
become impartant to us as designers, we have to be asking what
kind of world do we want to build as designers, because that is what
we do. Designers are world-builders. Herbert Simon's great
definition of design: "To design is to conceive a preferred state, a
state that we prefer over agsinst an existing state and create a
course of action to move us from there to here”, and this then raises
powerful questions because the question is not simply “How should
we do this?" The question is what do we choose to do and why?
Let's think a little bit back to some old kinds of issues. Before we talk
about haw and why, | am gonna talk a litlle bit about wine and oil.
There is a reason for it, whenever we get involved in any kind of
design we have to understand the cultural anchor, the routes, the
meanings that the things we work with, how could bhe. Yesterday
one of the things that | liked very much about the keynote was the
fact that our speaker talked about designing wine. And of course he
is quite right. You actually design wine, you design things that you
consume. You do not design the things you grow but you design the
foods you make from them. You design the ritusls, the ways you
consume them.
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...The story of wine is an old story and it is part of the history of our
relstionship with tood. Some of the oldest narratives in human
history involve wine and oil. So lef’s listen to some of these stories:
if you look back, the earliest stories that you can find in every culture
have to do with two or three things. So what does wine mean then?
Wine is a divine gift from the earth. It is the union of earth and
heaven in a way, pressed info liquid form, blood, sacritice, but
sacrifice in union, of blood substitute, a life elixir; it represents food
and joy, it represents time, memory, commemoration, celebrstion,
but it also has a flip side as all things in life do: Drunkenness,
intoxication, loss of control, sin, anger -you know that great line "He
is trampling out the vintage where the grapes of wrath are stored"
from the grest Steinbeck novel "The Grapes of Wrath"- seduction,
falling, stupidity. It is @ blessing and it is a blessing that can be
abhused.

...What makes wine important? What makes these stories important
is the whole issue of significant symbols. What is a significant
symbol? This is an idea, anchored in the work of the sociclogist
George Herbert Mead going back to Wilhelm Dilthey. A significant
symbol is significant because it has cognitive meaning and sffective
meaning, that is, it is both intellectual and it is emotional. When we
draw on significant symbols we do two things, we draw on common
experience and we build shared culture with each other and this is
why again wine and oil are significant symbols. Significant symbols
are significant because they invoke existential commitments, they
illicit it and they engender it, it builds on what we believe, whom we
are, what we share and it hopes to create what we belive, whom we
are. It is action-oriented because it is embodied and embedded in
lived behaviour. Conceptus) and emotional life worlds arise though
signiticant symbols.

...Now oil has a very similar kind of history. Let's look just a little bit
at oil. Once again, it has a series of backgrounds: You annoint with
oil, it is a natural product, gift to the earth, distilled creation. Lots of
staries about oil, the stories of the lamps, it is commodity and itis a
life product. And this is an interesting issue | will come back to it in
a minute. You light with it: The word’s first industrial design product
was made for oil: An oil lamp {Feuerlampe) again made asround the
tirst century. They were mass manufactured, distributed around the
entire Mediterranean and the world's first trademark was the
trademark of the company that made these lamps. And you still dig
them up in archeological sites all around, all around. So it is oil
connected to the world’s first branded product, one of the world's
first industrial design products, one of the world's first mass
manufactured products.

...Now, what does this mean to us? If we talk about what wine and
oil tell us we have links to an ecology of meanings. A multiplicity, a
pluralism of notes and tones, and all of these ring a lot of bells for
us. When we toast with wine there is a kind of linked ceremonies of
all kinds ranging from these very sirange, mystical, powerful toasts
Captain Ahab's and his whaling mates in Moby Dick to the
communion ceremony, to wedding ceremonies, linked to blood and
spirit, activating culture through significance. Where does this bring
us? It brings us to an interesting point. Because this is the question
about design. How do we use design to activate cognitive and
affective value in this case of wine and oil? To do this we must
understand what wine and ol tell us and work in the plural frames
of culture.

..Wine design. That is the design of wine itselt and this is
interesting, because | have often said | have been slowly doing a
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taxonomic research study on number of design fields and kinds of
designs there are, and so far | have identified with my friend Terry
Love from Austrslis over 650 different fields of design until this
week. | have got a new one now, because | have never thought
about it: We can design wine. There is a general science of design
| have talked sbout Simon's definition and wine certsinly fits that.
Here we design for heslth effects, for hygiene, for food chemistry,
the relation among components, taste in the final product.

...Generative agriculture, re-generative. The good relstionship
between technology and public good. Wine and oil offered new
forms for agribusiness, traveling culture, opportunities to create
generative industry, re-generative industry, models that Ezio calls
and globsal network, and | had to say yes to this, this was the other
reason.
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SARAP URETIMINDE
TASARIM VE KALITE YARATMA

DAVETLI KONUSMACI: Nihat AKTAN

Bir Yudum Sarap Demegi Onursal Bagkani, Gusto Dergisi Yazan
Ege Universitesi Emekli Ogretim Uyesi - Turkiye

biryudum @ttnet.net.tr

Sarap Uretiminde tasarnm, tiiketici beklentisini kargilamak amaci ile
bag yetigtiriciliginden, Gzim Uretimine ve sarap Uretim
tekniklerinden, garabin sunumuna kadar gercgeklestirilen prosesler
zinciridir. Bu proseslerin uygunlugu ve mikemmeliyeti, ancak
tasarimin baganl olmast ile saglanir.

Ayni anda ddrt mevsimin yasanabildigi Anadolu; iklimi, arazi yapis
ve toprak karakterleri ile asmanin, 6zeilikle saraplik (zOmlerin
yelismesi igin gok elveriglidir. 29 farkll uygarligin yasadi{
Anadolu‘da Tirkler garap Uretiminde baganh tasanmlar ile gok ileri
teknikler uygulamiglardir. Osmanlilar déneminde zaman zaman
yaganan kesintilere kargt Anadolu insani saraptan hig
vazgegmemistir.

Ozgirlitk ve bagimsizlik savasimizmn basarmastindan sonra, ulusal
kalkinma ve yenilenme hareketi iginde sarap Uretimi de hemen
yerini almigtir. Yice 6nderimiz Mustafa Kemal ATATURK (lkenin
uygun bulunan bitin bolgelerine modern sarap evleri kurdurmusg ve
bu igletmelerde gdrev alacak teknik elemanlari ileri (lkelere
gbndererek, kaliteli garap bilimcilerinin yetismesini saglamistir.

Bir yandan da Anadolunun kaliteli Gzim cesitleri yeniden
canlandinimig ve ayrica ylksek kaliteli yabanci saraplik (zim
cesitlerinin, getirilen yabanci uzmanlann katkilar ile Anadolu'nun
uygun bdlgelerine adaptasyonlari yapilmigtir.

1950 yiindan itibaren- baglayan ve 1980 yilindan sonra giderek
derinlegen kargl devrim hareketleri ile saraba kars! gerici tavirlar
artmigtir. Ozellikle son vyillarda sarapgtligin gerilemesi igin
yapilabilecek ne varsa agikga uygulamaya konmustur. Bitin bu
olumsuzlukiara karsi Anadolu adeta direnmekte, engellemelere
karst modern bag alanlan kurulmakta ve garap evleri birbiri arkasi
uretime girmektedir. Artik Anadolu bizlere yeniden nefis Gziimler ve
garaplar sunmaya baglamstir.

Tanrilar, dinsel ritleller ve mitolojiler ile i¢ ice girmis olan sarap,
Mezopotamya ve Akdeniz'den ayrt diigtintlemez. Sarap Anadolu'da
her zaman dnem kazanmigtir.

Mitolojilere ve din kifaplarina konu olan garabin tanrisal bir esin
kaynagt clduguna da her zaman inanitmigtir.

Hiristiyanlikta ise sarap kutsal bir nitelik kazanmistir. Hz. isa son
aksam yemeginde ekmegi ‘bu benim etim’, garabi da ‘bu da kanim’
deyip, havarilerine dagitmigtir. Bundan sonra Hiristivaniiga kabul
edilme merasimlerinde saraba baniimig ekmek yenmesi adet haline
gelmigtir.

Kutsal olan ve bu kadar 6nem kazanan garap nedir?
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Sarap, taze Uzim veya sirasinin etil alkol fermantasyonu ile
meydana gelen hafif alkollt bir i¢kidir. Fermantasyon ise, sarap
mayalarinin stradaki sekerleri alkole ddnustirme olayidir.

Sarapta kalite yaratmak bagda baslar. Kaliteli sarap ancak saglikli
ve yUksek kalitedeki tzumlerden dretilebilir. Bu nedenle bagcilikta
va lzim Uretiminda yapilacak tasanmda su hususlar sirasi ile
dikkate alinr.

1.Bad bolgelerinin  simirlarinin - gizilmesi: Bag bdlgelerinin
karakterleri, bdlgeye uyum saglayan tztm ¢esitlarinin cinsleri ve ne
kadar miktarda yetistirilecedi gbz dnliine alinarak bag alanlarinin yar
ve sinidart belirlenmelidir.

2.Bagin toprak yapisinin incelenmesi: Toprak analizleri yapilarak
topragin yapis: belirenmeli ve buna gore gereken basin elementieri,
asmanin dikilimesinden énce tamamlanmalidir. Kire¢ ve minaral
yoniinden zengin topraklar tercih ediimelidir.

3.Bolgenin iklim faktorleri; Guneslenme gin sayisi ve saati, yil
icindeki dagihmi ile yadis miktarn ve yil igindeki dagilimi
incelenmelidir. Asma, kiglari ve bahar aylarinda yagigh ve gok
sofuk olmayan, yazin ise yadigsiz ve bol giinesli bir iklimde iyi
sonug¢ varir.

UzUM CESITLERI

Saraplik Uzim cesitlerinin sayisi iki bini agmaktadir. Ancak butin
tlkelerde kabul goren ustiin kaliteli tiziim cesitleri birkag tanedir.

KIRMIZI GESITLER:

Cabernet Sauvignon Merlot
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-BEYAZ CESITLER:

Chardonnay Sauvignon Blanc

Bunlardan bagka uluslararas: (nii olmasa da her (lkenin kendine ait
ustin &zellikli gesitleri vardir. Ulkemiz dinyaca Gnld bu (izim
¢esitleri ayarinda, hatta bazilan daha Ustlin olan, ¢ok Kkaliteli
saraplk Uztim cesitlerine sahiptir. Bogazkere, Oklizgézi ve Kalecik
Karasi kirmiz ¢esitleri ile Bornova Misketi, Emir ve Narince beyaz
Uzam gesitlerinin tamtimlan yapilabilse Ulkemize buylk capta
ekonomik katki saglanabilir. Bunun icin énemli dlglide devlet destegi
gerekir. Bu da bugln igin mimkin degildir. K&stek olanlardan
destek beklenebilir mi?

Bodazkere Oklizgazo

Bornova Misketi

SARAP URETIMI

Sarap Uretiminde hedef; badcilikta sadlanan bagan ile elde edilen
Gstin kaliteli GzOGmlerden, kalite kaybina ugramadan, Ustiin
karakterli sarap yaratiimasi olmalidr,

Tam zamaninda ve uygun sekilde hasat edilen lzimier, kisa
mesafedeki sarap evine zedelenmeden 6zen ile tasinmaldir.
Tagsima kaplar delikli, havalanabilir, 15-20 kg. kapasiteli ve
temizlenmesi kolay olan plastik malzemelerden Uretiimis ve her
zaman temiz durumda olmalidir.
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SARAP EVINDE UYGULANAN ISLEMLER:

-Ayiklama, ‘,

-Uzum tanelerinin sap ve ¢éplerinden ayrilimasi ve tanelerin bu
islem sirasinda parcalanmasi,

-Beyaz Gzlmlerin preslerde sikilarak siranin elde edilmesi,
~Kirmizi dziim kabuklarindaki renk maddesinin siraya gegiriimesi
(cibre fermantasyonu),

-Kirmizi Gizimlerin cibresinin preslerda sikimasi.

FERMANTASYON:

Beyaz (OzOmlerden hemen ve kirmizi (zimlerden cibre
farmantasyonu sonunda elde edilen sira, fermantasyona terk edilir.
Kirmizi dzimlere uygulanan cibre fermantasyonu haric olmak
iizera, sira elde edilinceye kadar uygulanan prosesler mekanik ve
fiziksel iglemlerden olusur. Fermantasyon ise biyokimyasal ve
biyoteknolojik olaylar zinciridir. Burada mikrobiyoloji ve kimya bilgisi
one cikar. Fermantasyonda énemli islevler gerceklastiren; MAYA,
ENZIM, BESI YERI hazirlama ve secimi dikkatle yapiimalidir. Uziim
casiding, Uretilecek sarabin cins ve karakterine uygun maya, anzim
secilmeli ve basi yari hazilanmalidir.

Fermantasyonda sarabin kalitesi yiksalmelidir. $arapta ‘aroma’ en

énemli kalite olgusudur. Uzimden gelen aromalarin kaybolmasi
engellenerek farmantasyonda vyeni wve farklh aromalar
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kazaniimalidir. Arama burun akseptdrleri ile algilamr. Saghkh
insanlar 1000 tane farkli aramay algilayabilir. Algitama kisiye ve
deneyim seviyesine gére degdisir.

SARABIN SiSELERE DOLUMU VE SUNUMU

Farmantasyanunu tamamlayarak yeteri kadar dinlendirilen saraplar
durultulup, filtre edilerek siselenir. Sarabin kalitesi diger gidalardaki
gibi, yapilacak analizler sanunda belirenir ise de sarapta yeteri
olmaz. Mutlaka vapilacak degiistasyon (tadim) ile sarabin kalite ve
karakteri hakkinda ancak kesin sonuca varnlabilir. Restoran veya
evlerde sarap sunumunda bir seremoni olmahdir.

Bu saremonide sarabin etiket ve sisesinden baglayarak inceleme
yapilir. Etiket ve sise dizaym, sarap cegidi ve tipi ile uyumiu
olmaldir. Sise aciip garabin renk ve berrakh@i da incetendikten
sonra sunum yapilir.

Kisaca sarap ile insan saghg arasindaki iligkiye de degdinmek
istiyorum. Cunkii bu hep merak konusu olmustur. Sarabtn insan
saglig igin karuyucu oldugu daha ilk gaglarda biliniyordu. Orta
cagda kolera salginina karg kiliselerde su icilmesi yasaklanp,
sadece sarap igilmesine izin verilmesi sayasinde aydin kilise erkani
hastaliktan korunabilmigtir.

Sarap sosyal gerginligi azaltir.

Bir gok tilkede bir kadeh garap, konuk severligin ilk isareti sayihr.
Sarap bagigikhk sistemine etkilicir.

Deriyi diri ve saglikli tutar. Beyne kan gidisini artirarak, beyni ding
tutar.

Soguktan korunmada ilk anda yarar saglar.

Kan dolasimint ve kas glctnii artinr.

Eklem agnlanm azaltir.

Trioid, bébrek Ustli ve seksilel bezleri uyarnr.

Idrar miktanni artirarak, viicutta toksinlerin birikimini azaltir.
Kandaki damar tikamkhgmn engelleyen LIPOPROTEINLERIN
kandaki oranim yikseltir.

Anticksidan etkisi ife viicudun serbest radikallere kargi karunmasini
saflar. (Serbest radikaller saghkh hicre yapisini degdistirerek,
kanser riski yaratirlar.)

Olgiili miktarlarda sarap igilmesinin higbir zaran yoktur. Zararli
oldugu baz kigilerce soylenen alkol bile az oranda alindiginda &8lUm
riskini azaltmaktadir,

Gunlik doz; kadinlarda 20 g/L alkolli, erkeklerde 30 g/Lalkoli
gacmemelidir. Bunlanin garap olarak ifadesi 2-3 bardakhr.

Az iciniz, ama mutlak iyisini iginiz.
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AGRICULTURE FOOD-RAW AND DESIGN:
THE "EMPORIUM" SECTION IN THE "ME.DESIGN
FORME DEL MEDITERRANEQO" EXHIBITION

Beatrice VILLARI

Polytechnic University of Milan - ltaly
beatrice villari@polimi.it

Arianna VIGNATI

Polytechnic University of Milan - ltaly
arianna.vignati@polimi.it

Antonella CASTELLI
Polytechnic University of Milan - taly
antonella.castelli@polimi.it

ABSTRACT

This paper describes the role of the design in the valorization of the agricultural food-
row of the oil and of the wine starting from the research experience prepared for the
"Emporio” section of the "Me.design. Forme del mediterraneo” exhibition (4th
vovamber - 12th december, Palazzo della Borsa, Genoa).

In the "Emporio” section the relationship among territory, agricultural food-row and
design has been introduced. The "Emporie" seclion is represented as a travel
through the typica! ltelian agricultural and local food. The section describes products
through the "raw materials", the transformation process and the goods, considering
the communication and the way of distribution and sale.

It has been decided to turn the ltalian agricultural and food products "into & show" as
synonymous of quality and typicality. They represent in fact also the value of the local
traditions and the ideniities of the territories. The aim of the "Emporio" section has
been to illustrate, through best practices (of companies, consortiums and specific
events), the main ltalian agricultural and food-rows fo highlight the design
competences when related to these themes, and o show how design can be
considered as an "innovation driver” of several phases of the productive row. As a
rasult, design can be considered a-capacity fo increase the value of feritorial
resources.

In particular, the relationship between design and productive processes will be
exemplificd with a case study: the Planeta case, Sicilisn Company that produces
wine and oil. It proposed a business company strategy that used a design approach
in order to value the own wine and oil production, both on a national and international
market, through an integrated system of products, communication and services.

Keywords: Strategic Design, Design Approach, Local Resources, Local
Development.

1. The design approach

"Food, cooking, and diet seem to be the core issuas on which the general
conflict between lacal and global is played. From one side the courses and the
food daily consumed around the world are getting similar and similar, 1o the
other side though, as an automatic answer, the research goes towards those
traditional and typical foods that, giving voice to the culture of a specific area,
gain its original attractiveness" (Paolini, 2002).

Italy and design are two words often associated to that production
and media phenomencn so called Made in ltaly. Nowadays this
phenomenon can somehow be tied not only to the manufacturing
production, but also to those focal productions that represent a reasl
national patrimeny. The local productions, especially those tied to
the wine-gastronomic line, have become the focus of a debate
inciuding ethical and cultural considerations (i.e. associaiions such
as "Slow Food"1 or the "critical wine"2 activities) as well as research
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and development (i.e. those activities aimed at exploiting the
gastronomic resources through industry and breeding, which should
not damage the biodiversity or the resources exploitation; or the
researches upon the products' traceability).

Food, that is wine and oil as well, represents a cufture, which should
be preserved as well as communicated, exploited, and somehow
hybridised. The food products are therefore considered as
resources, they belong to that patrimony made out of tangible and
intangible components, which describe the Country's richness.

The Me.Design3 research used this approach to investigate the
relationship between design and territory, where the agro-industrial
sector's issues are one of the research's focuses.

The Me.Design activities comprised of thearetical investigations,
and a series of experimentations around the Country. The whole of
these elements is the core of the two sections of the "ME_Design.
Forme del Mediterraneo” exhibition: the “ltineraries" section
gathered all the design experiences tied to the issue of design for
local development processes; the "Emporium" section shows how
important is the design component* along some agro-industrial
production lines.

Some premises are needed:

-The wine-gastronomic resources are considered to be
“territory’s medium® (Paolini, 2000), they represent then
vehicles ot the local identity,

~The product (nat only the wine or il product) is considered in
terms of production fine that is through the process involving

several actors, companies and workers carrying out activities -

aimed at defining the tangible and mtanglble aspects of the
product itself. K 4 ;
These aspects contribute in defining a first framework used by
design to tace these issues. In.fact” to consider the focal
productions in terms of resources (not only economics) means to
place them within a wider system, which is strictly tied to the
belonging place, to the social and cultursl system thst somehow
determines its evolution.

Therefore the resource wine and the resource oif are design.

elements through which it is possible to foster economic, social and
environmental development process:

To consider the product in terms of production line means to tace
the design issues from the process point of view. Design in fact can
represent an innovation factor acting both on the territory's
dimension, (the territorial capital), and on the components tied to
the individual's activities and his relstionships network (the social
capital®).

1 http Swww.slowfood.it/

http Hwww.criticalwine.org/

3 "ME. Design. Design strategies, tools and procedures aimed at increasing the value
and promote the resources of the Mediterranean area between local and global."is
a co-founded MIUR (Ministry of the Univarsity and the scientific and technological
research) research programme for the two years period 2001-2003. The research
used innovative methodologies and involved the Italian Universities belonging to the
3D | Sistema Design Italis network (www.sistemadasignitalia.it)

The "Emporium” and "ltineraries” sections are described in AA.VV.

ME. Demgn Forme del Mediterraneo, catalogo della mostrs, Alinea, Firenze 2004.
S Zurlg, F., {2003).
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When facing the project through these points of view, design has to
act on the tangible aspects of the productions, as well as on the
intangible aspecis that define their specific value.

In fact the factor thai characierizes especislly the wine and ail
productions is the impossibility to reproduce fout court the vslues,
the know-how, the local knowledge peculisr of the product. In this
sense design can be a tool through which it is paossible to promote
different aciivilies and projecis, iied to the production and praduct
dimension, to the communication channels, to the distribution
sysiems, and to the services related to the praduct itself.

This is peculiar of the product-system spproach, used to tell the
production lines in the "Emporium” section of the" Medesign -
Forme del Mediterraneg” exhibition.

To design in order ta improve the value of the local praduction lines
means then {o plaece design itself within @ much wider and complex
development process. Design, in handling these issues, has
necessarily to face different levels of the several production lines’
steps. This leads 1o a former reflection upon ihe local resources, the
production madslities, and a latter one upon the distribution and
communicstion modalities, and on the market lsws. It also allows fo
become aware of the design potentials and to consciously use them
to support susiainable development processes.

2. The production line "on display": methodology

In the Me.design - Forme del mediterreneo exhibition, the
"Emporium’™ section simed st representing the relationship
amongst territory, agro-industrial production line and design
product. The exhibition tried to make spectacular the lialian "agro-
industrial product” as synonymous of quality, traceability, typicality,
and because ii represenis the value of the local tradition; through
which it is possible {o rediscover the territorial local identities. In
order to rediscover places and resources, several design actions
are being developed, which should help the producers, the
Cansortia, the Bureaux to reach their target of sefeguarding and
impraving the wvalue of this patrimony. Design (product,
communication, service) here acis as a discipline that facilitates the
definition of a shared strategy, for improving the value of the
praduction line and the territory.

The aim of this section was thsat of telling, through real experiences,
the main agro-industrial lines, and to make clear how design is
related to the typical local resources.

The main ltalian food lines shown are the Qil, the Pasta, the
Cheese, the Wine, the Meet, the Fish, the Fruit and Vegetable and
the Distillaies ones.

This document focuses especially on the Wine and Oil lines, in
order to argue the methodalogy used far a lines' pre-comprehension
and for identifying the intervention key painis of the design
component.

6 see Maffei, $. (2004) Territorio, filiera agroslimentare, progette, in Fagneni R.,
Gambare P, Vannicola C., Medesign_forme del Mediterranes, cataloge dells mostra,
Firenze, Alinea Editrice.

The curators of this section were Stefano Maffei, Vincenzo Cristallo, Francesce
Zurlo. The section had the contribution of Antonella Castelli, Arisnna Vignati, Beatrice
Villari. The graphic design is by Massime Bianchini with the contribution of Lidia Tralli
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The first research step comprised of the identification of 3 significant
national cases for each line (Wine and Qil):

1.ldentification of an important company;,

2.ldentification of s consortium or bureaux .for the local
collective promotion;

3.Identification of a local event through which it is possible to
illustrate the complexity of the initiatives aimed at improving
the value of the agro-industrial product.

The cases were selected according to several criteria:

-the recognizability of a design component;

-the strong connection with the territory,

-the representativeness with respect towards the agro-
industrial production system, which in Italy is mainly
comprising of SMEs.

A graphical-communicative telling showed the lines, starting from
the resource as a raw material, passing through its manufacturing
process, the final product, up to its communication and the selling
modalities. The images used wanted to illustrate the analysed food
best practices.

More in detail, the lines were organised in four macro-araas:
context, process, product, communication / distribution.

1.CONTEXT
This part sees four main sections:

-the ferrifory, being the geographical place where the food raw
material is produced;

-the raw material, being the starting point of the manufacturing
process;

-the selection, that is the choice of the raw material for all the
controlled and protected productions, which is essential for
obtaining a high quality product;

-the raw material preparstion, which is when the raw material
is actually transformed into the final product.

Figure 1. Detail of the Wine line (CONTEXT Board)

2.PRODUCTION PROCESS

This part describes the raw material manufacturing processes
sllowing to obtain the food product which is then distributed on the
market. The big industrial processes based on the intense
exploitation of the local resources go together with the
manufacturing processes aimed at regaining the final products'
"original purity", through recovering local traditions and also
promoting 8 healthy and balanced diet.

Figure 2. Detail of the Wine line (PROCESS Board)
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In general, this framework suggests a structure for a strategic
design contribution to the planning of food systems and, at the
same fime, a possible line of conduct io be adopted every time
projects are concerned with highly localised systems, characterised
by the active involvement of different actors united by shared
motivations and visions, and direcily conirolied by those taking part.

3.PRCDUCT

The product is the result of the raw material production process. In
particular, in this macro-area, all the product typicality and quality
labels are illustrated: the D.O.P. (Denominazione di Origine Protetta
- Protected Denomination of Origin); D.O.C. (Denominazione di
Origine Controllsta - Controlled Denomination of Origin; D.O.C.G.
{Denominazione di Origine Controtlsta e Garantits - Controlled and
Guaranteed Denomination of Origin); 1.G.P. (Indicazione Geografica
Protetta - Protected Geographical Indication); 1.G.T. {Indicazione
Geografica Tipica - Typical Geographical Indication); BIO
{Produzione - biologica - Organic production); STG (Specislits
Tradizionsle Garantita - Guaranteed Traditional Specislity) and
many maore.

Figure 3. Detail of the Wine line (PRODUCT Board)

4. COMMUNICATION / DISTRIBUTION

The last macro-area illustrates the most innovative
COMMUNICATION and DISTRIBUTION project of the line. Here
the design coniribuiion emerges, while acting on the product
system, on the communication strategy, on the services, in order to
design & consumption and quality experience. This area highlights
how the project can amplify and strengthen the offer and
consumption of those typical agro-industrial productions,
contributing in increasing the Mediterranean area's quality.

Several design components emerged from the analysed lines,
which were important in the definition of the communication
strategy: the packaging, that is the container that sliows the product
to be preserved, corried, displayed and consumed; the display,
comprising of the physical elements used by the producer to
communicate with the final customer; the web site; the advertising
campaigr, the brochure; the sefling point, being the place where the
consumer buys and/or consumes the product; the whole system of
services related to the product purchase.

Figure 4. Detail of the Wine Jine (COMMUNICATION/DISTRIBUTION board)

3. Strategic design for the integrated exploitation of the oil and
wine production line: the Planeia case

Starting from some hational exemplary cases, the exhibition tried to

carry out an abstraction process, in order ic communicate and
describe the production lines' process.
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Focusing on the two main highlighted lines (the wine and the oil
ones), it was very important to refer to a real ltalian company, which
has been able to combine the richness of the wine tradition together
with the possibility of implementing one of the oil's manufacturing
line: the Planeta cases.

Plenets is a Sicilisn company based in Sambuca di Sicilia (AG),
also operating in Palermo (where the management and marketing
division are) and in other branches around Sicily. First of all Planeta
started up o project for the wine production re-quslification, staking
on the local dimension of the product, in order to then widen the
company offer with products deriving from the implementation of the
oil manufacturing process. This allowed the company io start a
process of repossession of the local territory, but also to
communicste ouiside the identity of those places through quality
products.

The Pianeta Family started the quality wine production activity in
1985 on the Arancio lskeside, a3 Sambuca di Sicilia. The family
company is managed by Alessio, Francesca and Santi Planeta,
helped by a famous Piedmontese wine expert, Carlo Corino, and it
produces s few wines that express very well the new Sicilian wine-
making techniques, with the aim of increasing the value of the local
varieties, of planting and adapting the best inftemational vines, and
of recovering the best and oldest Sicilian D.O.C.

The Sicilian context has always generated many opportunities, both
because of its old wine tradition, and for the availability of the
production sfructures, of the technical capabilities, of the
economical and production activities tied to the grapes cultivation
and their transformation info wine; furthermore, the physical
resources represenied by the soil and the weather, the
environment, the architecture and the tocls and objects traditionally
used within this activity, enhanced the possibility to communicaie a
real "local identity”.

One of the main components for the entrepreneurial project
development was the re-qualification of the Sicilian wine through an
innovative process recovered from the traditions and developed for
producing the 4 different kinds of wine the company produces. The
know-how and the experience gained lead to improve national and
infernational vines, assembled together with the most interesting
hative varieties.

The expertise and the knowledge of the wine-making techniques,

together with the research and development skills, and the sense of

belongingness fo the culture and the ferritory, allowed Planets to go
over the production constrainis tied fo the standardisation and the
haomologation of the wine quaslities and fo use strategic skills.

The company has refined its production techniques, so that the
production is now able fo answer the requests of the market, which
is becoming more and mare international. In this sense, the
company took part at several international specislized fairs, in order
fo be able to find a dialogue with a wider reality.

The development of a real product system is s proof of this strategic
vision capability: a diversified offer was integrated by a
communication and distribution plan very effective for the product.
The company uses identity communication artefacts {the logo and
the labels), but it also activates 5 real communication and promotion

8 Further information on the site www.planeta.it
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strategy. These promational activities and services were developed
and modifies throughout the time: from the definition of the
company image focusing on the company itself {everything was
played around the word game Planeta/planet, moon/sun/comet), to
the representation of a production reality rising in Sicily where there
are particular geographical, climatic, environmental, cultural and
production characteristics. Thank to this, those places find a new,
global, rich and dynamic identity. In fact, the company also
participated to some events for the promation of the praduct, but
also of the places and the wine production activities tied to
innovative tourist circuits (the regional initiative "Strade de/ Vino -
Wine roads”, and then the national one "Cantine aperte - Open
wineries". Nowadays, real local services are structured:
sightseeing, tasting, experiences of knowledge of the production
processes and of the places, from the vines to the wineries. All
these aspecis are integrated to a hospitality idea: there's a link
(even on the web site) to a series of itineraries in the closest places
that represent important sites, selected by the company amongst
environmental and cultural goods, hotels and restaurants, and
showed through adequate maps.

FLANEES

Figure 5. Communication examples of the Planeta wine
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Figure 6. Web site page (http:ffw

This case highlighted how an integrated project acting at every
stage of the manufacturing pracess and aimed at improving the
value of the production line, allows to define the product's
communication artefacts, but also the actions for improving the local
identity and specificities' value. In Planeta the design contribution is
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evident not only as 8 communication tool, but as & discipline using
strategic tools for improving the local resources' vslue through
integrated services.

4. Conclusions

The exhibition Medesign_Forme del Mediterraneo showed that
when talking about typically Itslian agro-industrial production lines,
it is passible and plausible to tslk about local system as integrated
whole of product, communicstion and service. Within this scenario,
design isn't only at the service of the improvement of the finsl
product's value, but it is considered as a discipline able to face the
praoduction systems. It then uses modaslities that require strategic,
* analytical and interpretation capabilities, to understand not anly the
product and the market, but also the local and relation identities that
determine its value.

From this the design {(as s practical discipline, but actually not much
acknowledged) role emerged, in facing issues regarding the shape
of the final product, as well as the plots of the actors' relationships,
the modslities to feff the artefact, the whole of the values tied to
tradition, typicality, locsl peculisrities from which the artefact itself
rises and through which its uniqueness becomes clear. Within the
agro-industrial lines design as a discipline can intervene with
competences and tools able to exploit & complex system of
individuals, organisations, companies, associations, territories, in
order to activate communication and service strategies. These
strategies should be able to "bring out” from a territory a unique
image of quality, recovery of traditions and production innovation
together.

Considsring the increasing competition with the global economies,
the typical agro-industrial productions becomes strategic elemants
for the territory: they have resources, identity, peculiarities that
should be well used in order to be more and more warldwide
recognisable. If there are consortium and companies that already
faced a systemic change {in terms of product system), there are
also many production realities in Italy thst need to "shift” to strategic
thinking. The Planets case highlighted how, especislly in these
realities, design, being a service activity, could use capasbilities and
tools for improving the product's value, but also to glabally
communicate places, individuals, identities of the production
realities.

REFERENCES

Paolini, 2002 I luoghi del gusto. Cibo e territeric come risorsa di markeating, Baldini e
Castoldi, 2002. -

ME.Design, Brochura prasantata in occasiona del Sslone dello Sviluppo locale di
Torino, Toring, 27-28 Novembre 2003.

Maffei, 2004 in AAVV. catalogo in Maffei, $. (2004) Territorio, filiera agroafimentare,
progefto, in Fagnoni R., Gambaro P., Vannicola C., Medesign_forme del
Mediterraneo, catalogo della mostra, Firenze, Alinea Editrice.

Fagnoni R., Gambsaro P., Vannicols C., (a curs di) (2004) Medesign_forme del
Mediterraneo, cataloge della mostra, Firenze, Alinea Editrice.

Simonelli, G., Zuilo, F., ME.Design research. Explpiting resources in the -

Meditarranean area: what is the rele of design? in Collina L., Simonelli G., Designing
Designers, Ed. POLI.Design, 2003.

Zurlo, F, (2003), Capitale territoriale - Definizione specifica in Castelli, A., Villari B.,
{8 cura di), STAR Sistema Topologico Argomentative della ricerca. Costruire
I'organizzazione dells coneoscenza. || caso ME.Design, Edizieni POLIDesign,
Milano.

37

i

ST BT



WINNING BY DESIGN IN THE TURKISH
AGRICULTURAL INDUSTRY:

A CASE STUDY OF STRATEGIC DESIGN IN
TARIS ZEYTIN A.S.

Alpay ER
Istanbul Technical University - Turkey
alpayer@itu.edu.tr

Ozlem ER

Istanbul Technical University - Turkey
ero@itu.edu.tr

A. Can OZCAN

|zmir University of Economics - Turkey
can.ozcan@ieu.edu.tr

ABSTRACT

Traditionally design is closely associated with manufacturing indusiries. This is even
more emphasized in newly industrialized markets such as Turkey where design and
manufacturing are regarded as strong symbols of modernity in every aspect of the
daily life. Nevertheless, today design has an ever increasing important role in
agricultural indusiries, which account for a significant amount of the national
economies in terms of value-added and employment figures. In many countries it is
increasingly recognized that the strategic use of design can contribute significantly to
the competitiveness of firms opersting in agricultural industries. Within this
framework, this paper aims to present a case study of how the strategic use of design
contributed to the commercisl survival of an egricultural cooperstives union in
Turkey. Tarig, the first and the biggest Union of Agriculiural Producers and Sales
Cooperatives in Turkey was established in 1915 by local farmers in order to sale their
producis directly to the international and national markets. It was started acting in an
official capacity in 1935, and had been an essential part of the Turkish sgriculiure
policy for the last B0 years. Although it is one of the largest and successful examples
of cooperative unions in Turkey, it had structural problems due to its administraiive
and financial dependency on the government over the years. When the IMF forced
the Government o restructure the fiscal policy towards the agricultural sector in
2000, Taris with 127.900 farmer members has been left 1o survive on its own in a
competitive market environment.

By the year 2000, Taris was a local brand known mostly in Aegean region. If lacked
a clear corporste identity, and a brand awareness in the Turkish market. In response
to new conditions, Taris Zeytin A.S. was established in 2001 to market the products
of the members of Taris Olive and Olive Qil Union, and has been the most significant
instrument of the new survival sirategy of Taris. The vision of the company is to
establish Tarig as a brand in national and internafional markets. By adding value to
the Taris products and the image, contributing to the incresse of its ssles and
profitability, and thus increasing the prospects of Teris's survival as a cooperstives
union in an ever increasing competitive environment, design has been one of the
main elements of this successful survival strategy. The case of Tarig also highlights
the potential role of design as @ vslue and identity creating operstor in the
regeneration of similar traditional agro-industries or sectors in Turkey.

Introduciion

Traditionally design is closely associated with manufacturing
industries. This is even more emphasized in newly industrialized
countries such as Turkey where design and manufacturing are
regarded as strong symbols of modernity in every aspect of the
daily [ife.

Nevertheless, today design is beginning to have an ever-increasing
role beyond manufacturing indusiries. In many countries it is
increasingly recognized that the sirategic use of design can
contribute significantly to the competitiveness of firms operating in
agricultural industry, which accounts for a significant share in terms
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of value-added and employment figures in national a&conomias.
Within this fremework, this paper aims to present a casa study of
how strategic design contributed to the success of a corparation in
the Turkish agricultural industry.

Strategic Design

Companies need to develop integrated product, service and
communication policies to differentiate themselvas in today's
competitive markets. The stratagic use of design or strategic design
secures the integration ot the company’s various ¢ffarings to the
public such as its products and services, hence the articulation of a
competitive stratagy. In thea last 10 years, there has been an
increase in the emphasis made an the concept ot strategic design
management. Beyond a limited understanding of design
management confined to the management of the dasign function st
organizational or project levels, the concept of strategic dasign
foresees that dasign is not only concemed with the products, but
also with how a company defines its goals.

In this sensa, Tarig Zeytin A.S. can be defined as s company whare
design is used to intagrata the products, brand identity and
communications as to create a distinctive compaetitive strategy.

Turkish Agricultural Industry: Problems and Challenges

The significance of Tarig case cannot be fully understood if it is not
perceived within the larger framework of the Turkish Agriculture snd
Agricultural industry. About 30 years ago, Turkey was known as one
of the 7 countrias having a surplus of food. Today, Turkey is close to
become a net importer of food. Onea of the main reasons for this is
that agriculture has been used for a very long time as an instrument
of domestic politics (Gugl, 2004). Now, facing the liberalizstion of
trade in agricultural products due to the World Trade Organization's
recent decision, and the prospects of complying with the EU’s
common agricultural policy, the Turkish agriculture is in & deep
structural crisis. The main problems facing the Turkish agriculture
today are undar-investment, low productivity, the lack of
intarnational marketing skills and insufficient product diversification
info more value-added fields. Tha modernization of the Turkish
agriculture is huge task while the World agricultural product markats
are being rapidly liberslized and government subsidies are forced to
cut down agricultural products due to the World Trade
Organization's recent decision, and the prospects of complying with

the EU's commoan agricultural policy, the Turkish agricultura is in a

deep struciural crisis. The main problems facing the Turkish
agriculture today are under-investment, low productivity, the lack of
intarational marketing skills and insufficient product diversification
into more value-added fields. The modarnization of the Turkish
agriculture is huge task while the World agricultural product markets
- are being rapidly liberslized and government subsidies are forcad to
cut down.

Nevertheless, this challenge has to be taken up because agricultura
is very crucial for Turkey. Befora averything else, about 40 % of the
Turkish population still depend on agriculture as a major source of
employment. In fact, with its large and ecologically rich agricultural
land, Turkey has a significant potential to hecome a major player in
the agriculture and agricultural industry (Evcim, 2004). Therefora
agricultural industry is even more important for Turkey bacause it is:

“a) mostly export-oriented; b) one of the sectors with the highest net foreign

currency input; ¢} the bridge to cross from agriculture to industry. It trains
industrial workers, and d) it plays a role of increasing the income of petty
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farmers and unqualified workers at the lowest income levels of society,
evening out income distribution” (GUglld 2004).

As Gigld (2004) also points out, agriculture is important for other
industries, too. If a sector that is the source of subsistence for 40 %
of a country's papulation cannot provide the necessary purchasing
power, then other indusirial organizations cannot find buyers for
their products in the domestic market.

This short analysis makes one thing very clear: The agricultural
industry in Turkey needs to be reorganized to be able fo compete
successfully in a giobal market economy; otherwise Turkey may
face major social and economic problems that may hinder the
further development of the country. In this basic framework, if and
when'it is used at strategic level, design emerges ta be one of the
tools that can contribute to the competitiveness of the Turkish
agricultural industry, in particular the food industry. We believe that
Tarig, which has contained many features of the Turkish agricuitural
industry with its links fo the thousands of farmer families through the
cooperatives union, is 2 good, but also a rare example of this
argument in Turkey. The rest of the paper discuses the role of
design in Tarig's successful revival strategy.

Background: Olive and Olive OQil in Turkey

Since the main product of Tarig Zeytin A.S. is olive oil which has
strong territorial and historical identity to build on, it appears to be
imperative to briefly overview the olive and olive oil production in
Turkey. Olive tree is believed to be indigenous to the entire
Mediterranean Basin, and Asia Minor is considered to have been
the birthplace of the cullivated olive some six millennia ago. Olive
and Olive oil have always been strong elements of the
Mediterranean culture shared by the common people of that region.
The generic term "Mediterranean diet” refers to the dietary patterns
found across the Mediterranean and it coniributes to good health,
provides well-being, and forms a vital part of the world's collective
cultural heritage has existed in ltaly, Greece, and in parts of France,
Lebanon, Morocco, Portugal, Spain, Syria, Tunisia, and Turkey,
closely tied to traditional areas of olive cultivation in the
Mediterranean region.

The wild olive tree is believed to be originated in Asia Minor where
it is extremely abundant and grows in thick forests (I0QC, 2005). It
appears to have spread from Syria to Greece via Anafolis (Turkey)
although other hypotheses point to Lower Egypt, Ethiopia, the Atlas
Mountains or certain areas of Europe as its source area. Ruins of
an ancient olive oil factory were discovered in lzmir, Buca region,
which is still 8 main olive cultivation area. Archealogical studies
revealed findings about the olive pressing and distillation
techniques, and the collecting channels used in that site sbout 2500
years ago. Such historical facts show that the olive oil production
and trade existed in Turkey since these times.

Since olive-tree is an alternate bearing plant, every year production
changes significantly. Turkish olive oil production reaches up to
around 200.000 tons in "on years" and around 80 000 tons in "off
years", Turkey ranks the fifth in the world olive oil production.
Nevertheless the olive oil consumption in the domestic market is still
low despite more than 10% annual growth of the market for the last
34 years.

Turkey has also the potential of exparting 8 great majarity of her
production, which was 90-100.000 tons per annum by 2002. World
olive oil exports varied around 250-450 thousand tons during
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1994/95 and 2000/01 seasons. Turkish exports account for 10-15 of
the total world exports. Turkey has been exporting olive oil to more
than 50 countries in the world, including the majar alive ail
praducing countries such as ltaly, Spain. Most of the Turkish exports
to those countries are considered to be re-exported under the
brands of those two countries ta the US, which is the majar
importing country in the world. During the recent years, Turkey has
accomplished a great increase in her expaorts to the USA, and
became the third largest supglier to the USA since 1999,

Tarig: A Short History

Tarig, the first and the biggest Union of Agricultural Producers and
Sales Cooperatives in Turkey was established in 1915 by local fig
farmers to by-pass foreign merchants and loan sharks in order to
sell their praducts directly to the international and national markets.
Unian of Raisin Producers and Sales Cooperatives joined Tarig in
1937, and Unians aof Cotton, and Qlive and Olive Oil Producers and
Sales Caooperatives joined Tarig in 1949 (Tarig, 1993). Today, Tarig
carries its activities with fig, raisin, cotton, olive and olive oil
agricultural sales cooperatives in 65 lacations with mara than
127.900 farmer members in the Aegean and Marmara regions of
Turkey. The aim of Tarig is to act as a cooperative unian thraugh
which the rights of the farmers ara protected. Taris praducts range
fram dried figs to olives and olive oils, from vinegar to soaps,
detergents and agricultural textile products.

Legal Framework for Cooperatives can be dated back to the first
law of cooperativas in 1867. This law was replaced with a new ane
in 1923 in the Republican era. Fallawing the 1929 World Economic
Crisis, 2 new law of caoperatives was issued in 1935. With this law,
Taris was put under government control in financial and
administrative sense, and started acting as a gavarnment agent.
Since 1935, Taris had been instrumental in the implementatian of
the "Price Support System” in which the commadities of the
member farmers are bought at pre-determined prices that might nat
be the same as international market prices. The "Price Support
Systemn” was an essential part of the Turkish agriculture policy for
the last 60 years, and was financed by publicly-owned banks.

Although Taris is ane of the largest and successful examples of
coaperative unions in Turkey, it had some structural problems due
to its administrative and financial dependency on the government.
Its management was directly effected by daily politics since the
early 1950s. Due to the inefficient use of public funds as loans, Tarig
has also had a significant problem of debt for years. In conclusion,
Tarig faced the problems of inflexible and bureaucratic corporate
culture, too many and unqualified employees, lagging productian
technology, production-oriented management structure, limited
distributian netwark and relatively high aperational costs.

Despite its well-established research and development capabilities
since the mid 1980s, its high product quality and apprapriate prices,
Taris entered the 1990s as a local brand known mainly in the
Aegean region. It lacked a clear corporate identity, and strong brand
awareness in the Turkish olive oil market. In this period the need for
restructuring Tarig was already felt, but little could be done due to its

heavily bureaucrstic structure. Meanwhile, the Turkish olive oil

industry began ta experience some changes during the 1990s. In
1995, the oldest and the mast well knawn brand of Turkish alive oil
industry, a family-owned company, Komili was bought by a
multinational foad giant, Unilever. This was one of the first take-over
af the local brands in the Turkish adricultural industry by
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multinational corporations.

Restructuring of Tarig became possible when the International
Monetary Fund (IMF) {orced the Turkish. Government to restructure
the fiscal policy towards the agricultural sector in 2000. With a new
law passed in June 2000, "Price Support System” ceased io exist,
and unions of cooperatives gained administrative autonomy from
the government. With administrative autonomy, government
financial support was also withdrawn, and Taris has been left to
survive on its own in a market-economy.

Response of Tarig COlive and Olive Qil Agricultural Sales
Cooperatives Union to these new developments (administrative
regulations, fiscal discipline imposed by IMF, increased competition,
and internal problems, etc.) has been to conceive a new sirategy.

Taris Zeytin A.S.

Taris Zeytin A.$., which was established in February 2001 {o market
the products of the members ot Tarig Olive and QOlive Gil Agricultural
Sales Cooperatives Union, is the most significant instrument of the
new strategy of survival. The vision of the company was as a
dynamic and creative producer of alives and olive gil, to establish
Tarig as a brand in national and international markets and;

"To adapt to the effects of glabalization, we aim to integrate the techniques of
different organizations and management styles to ensure the livelihood of our
praducts and praducers and thus establish a standard in our sector.” (From the
mission statement document, 2001).

The primary aims of Taris Zeytin have been io produce and sell
natural and healthy products, to maintain the tradition of quality and
trust associated with Tarig, 10 maintain the culiural heritage, fo
protect the environment, to ensure highest customaer satisfaction, io
keep up with technological developments, and to make high quality
Taris olive products available in national and international markets.

Before operating practicaily in October 2001, Tarig Zeytin A.3., i)
formed a small but flexible and motivated team of qualified
personnel, ii) created a strong IT infrastruciure o use of web
technology effectively, iii) and developed a new marketing strategy
for Tarig olive and olive oil producis in which the strategic use of
design played a pivotal role.

The Role of Design in Tarig Zeytin A.S.

According to different market research sources, Taris Zeytin A.S.
has been the second or the leader olive oil company in the Turkish
market by 2004. Tarig has doubled its market share in the last two
years (AC Nielsen, 2003) and i is the only and fastest growing olive
oil company beyond the market average. Since iis foundation in
2001, Taris Zevytin A.$. has accomplished the naiion-wide
distribution of Tarig olive products, the sheli presence of Tarig
praducts in major supermarket chains such as Carreifour, Real,
Migros and Metro, the diversification of its sales channels, low cost,
but informative promotional campaigns about olive oil and Tarig, the
diversification of export markets, diversification into organic, natural
products. Today, Tarig has 1,952 retail sales points, mosily in large
super or hyparmarket chains where %85 of the olive oil sales take
place, and 52 wholesale dealers throughout Turkey. (AC Nielsen,
2003). Taris also exports its products io 30 different countries,
including retail sales poinis in Ramstore chain in Russia, Kauihoff
retail chain, Germany, and its sales corner in Harrod's, London in
the UK. Tarig has also started operaiing a franchising chain, with
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special "Ts-Ze" concept olive/oliveoil shops in Izmir, Istanbul and
Chicago in the US. In addition to these, Taris Zeytin A.S. also
started online sales ot more than 200 olive, clive oil and related
products and the web site (www.tarigzeytin.com.tr} won national
and international design awards. Taris was acknowledged by the
World Bsnk ss one ot the best practice of Union company
comparing to the other Turkish cooperatives in terms of growth and
profitability. Strategic design had a significant role in these
achievements by recreating and coordinating Tarig brand identity st
different levels.

Despite the better market penetration of the market leader (Unilever
Group), Tarig has pertormed rather well; and moved up to the
second place from the fifth one, with a market share of %26 in the
“Turkish olive oil market. In Extra-Virgin clive oil sub-category, Tarig
caught up with the market leader in Qctober 2002 (AC Nielsen,
2002). Financial figures from 2001 onwards revesl that Tarig Olive
and Olive Qil Cooperatives Union, with its new strategy
implemented by Tarig Zeytin A.S., has increased its profitability, and
made significant progress towards a self-sufficient, competitive
existence in a market environment. Among other factors, packaging
design has slso contributed to the positive performance of Tarig
Zeytin A.$. Brand awsreness of Tarig increased significantly in big
cities where heslth conscious new olive oil consumers are
concentrated. Now, the share of Tarig in three big cities, Istanbul,
Ankara and |zmir, is above 30%. Especially, in extras-virgin olive oil
segment, where the design strategy of Taris is concentrated, and
the identity of Tarig and olive oil is more strongly asserted through
design, Tarig outperformed the market leader supported by the
finsncial means of the Unilever Group. Tarig' sales of extra-virgin
olive oil incressed from 45.000lt in 2001 to 124.0001t in 2002 (AC
Nielsen, 2002}.

In the case of Tarig, design has been instrumentsl in these
achievements. A design consultant based in lstanbul, has worked
closely with the top management ot Taris Zeytin A.S. in Izmir, in the
implementation ot the new strategy since 2001. Top msnagement's
commitment to the strategic use of design has been crucisl in the
success of Tarig. Design decisions have not been considered as
responsibilities at tactical or operational levels, but at the highest
strategic level. Design has been one of the major responsibilities of
the top management, which is s rare case in Turkey as in many
other countries. The specific mission of design has been to recreste
Tarig identity in products and packaging, specislized retail shops,
purchasing points, web sites, and advertisements. Design strategy
has been based on the strong Mediterranesn identity of olive and
the historical roots ot Tarig in the Aegean region (Er et.sl., 2003).

Strategic use of design has crested and coordinsted the identity
elements of Tarig in products, packaging, retail environments and
communication materisls. Design has been successiully used:

"-ta build a corporate identity on the existing foundations of Tarig history and

quality,
-to coordinata communication with consumers and the public to increase the

brand awareness of Taris in the Turkish markat,

<fo creata anvironments that stimulate specific retailing experiences for olive
products,

-to davelop new and value-sdded olive oil products with distinct identity” (Er at
al, 2003)".

In short, design has been used strategically in Tarig Zeytin A.S., to
reposition the company and its products competitively in the Turkish
olive oil market, and support its export drive in the intemational
markets.
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The case of Tarig, nevertheless, is not without its limitstions. In the
domestic market, just after Terig’s remarkable gains, slmost all
competitors have started using design in their packaging and
communications. Design that was s unique differentistor of Terig
between 2001 and 2003 is now one of the intense fields of
competition where almost all brands and companies are
increasingly active. This is especially so in the extra-virgin olive oil
segment of the market where consumers from upper income levels
are targeted. Since design is incressingly a standard element of the
competition in the market, it is likely to be more difficult for Tarig to
maintain the competitive advantage it gained when design was not
recognized ss @ competitive tool by its main competitors. To
maintain the advantageous position that the company enjoyed in
the market, 3 more systematic and innovative approach may be
needed.

Another potentisl limit of the Tarig case is its apparent dependency
on the Turkish packaging industry's existing capabilities for new
product design and development. Packaging, especially glass
containers are the main design element of the olive oil market. The
sustainability of Teris as a distinct brand in the domestic and
international markets requires a constant supply of innovative and
differentiated packaging design solutions. Niche olive oil markets
also require highly differentisted glass and ceramic containers.
Such requirements demand a strong packaging support, which is
innovative and different in design but flexible in production volume.
The last limitation relates to the wesk image of Turkey as an olive
producing Mediterranean country. This needs to be promoted as
well as the brand identity of the company.

Conclusion

In conclusion, it can be ssid that the strategic use of design has
added value to the Taris products and the image, contributed to the
increase of its ssles and profitability, and thus increased the
prospects of Tarig's survival as an agricultural cooperatives union in
an ever increasing competitive environment. Due to its social and
economic impact on the large population earning their lives from
agriculture in the South West of Turkey, this is well beyond a
commercial corporation’s success via design. The successful use of
strategic design in the case of Tarig highlights the potential of design
as a value and identity creating operstor in the regeneration of
similar traditional agro-industries or sectors in different parts of
Turkey.

Nevertheless, whether the strategic use of design can be replicated
in other sectors of the Turkish agricultural industry remsins to be
tested with more studies of design management/strategy initiatives
at firm level.
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ABSTRACT

The aim of this paper is to stimulete a discussion on systemic approaches to
valorisation of agrobiodiversity resources from a design perspective.

The reletionship between products and territories is evident in seversl products,
especially in food. A local fond product can be considered as a continuity of its region
of origin, strongly characterized by its edaphic and climatic conditions, and as a result
of local traditions of knowledge that are embedded in its histery and production. The
lecal food product represents a culiural and social expression of a certain community,
a sign of local intellectual heritage. Thus, there is a range of meanings related o a
local food preduct, connected to the community’s histary, customs and rituals.

These local values embedded in products need to be properly communicated o
consumers outside the original territory. Thus, plepning and prometing
communication are some of the more eviden! roles played by a designer aiming to
promote local development,

The importance of institutional support actions io promote valorisation initistives
(considering simuitaneously product, intellectual heritage and the region of origing
should be noted. Experiences from Siow Food Foundation for Biadiversity (2004),
LEADER Eurpean Observatory {2000) and Altromercato {Lerigliols, 2001)
emphasize this considerstion.

The example of Saféré-Mawd's Guarand is used to illustrate the ™erritory-product-
community approach”.

Final considerations of this paper emphasize a) the need to consider a systemic
approach and b) the design roles in this contex!,

Design actions can assist the recognition and expression of the preduct’s identifying
features and the prometion of 2 united culture to protect local resources as part of
the teritorial identity. Therefore, design cen cenfribute to the vealorisation and
conservation of agrobiodiversity resources. The hypothesis sustained in this work is
that the design perspective can help to make society aware of the origin, history and
values embedded in local food products.

Key Words: Agrobiadiversity Rescurces, Biodiversity, Design, Value Systems, Local
Resaurces, Traditional Knowledge, Infelleciual Heritage.

Introduction
The main question to be discussed in this paper is:

-How can design support the creation of value from
agrobiodiversity? resources?

1 This work is part of a doctora) research that was carried out by the author from
2003 to 2005 st the Universidade Federal de Santa Catarina, Brazil. Part of this
research was developed during a visiting fellowship st DIS - Design and Innovation
for Sustainability at the Polifecnico di Milano, italy.

Agrobiodiversity cen be understood as " The variety and varisbility of animals,
plants and micro-organisms that are used directly or indirectly for food and
agriculture, including crops, livesiock, forestry and fisheries. It comprises the
diversity of genetic resources {varieties, breeds) and species used for food, fodder,
fibre, fuel and phermaceuticals. It alse includes the diversity of non-harvested
species that support production (soil micro-organisms, predsters, poliinators), and
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In the first part of the paper some considerstions about
agrobiodiversity resources are presented. Next, the values
embedded and the values perceived in food .products are
highlighted. Some concepts related to the vslorisation of product-
territory-community are painted out, towsards reinforcing the need of
systemic approaches.

The example of Satéré-Mawé's Guarand is used to illustrate the
simultaneous valorisation of local resources, traditional knowledge
and the region of origin. ‘

lastly, the design roles in the valorisation of agrobiodiversity
resources are identified.

Agrobiodiversity Resources

The terms biodiversity or biological diversity are used fo designste
a wide spectrum of idess related to the study of species, genes and
habitat, as well as the effort to protect thern, according to Pennisi
(1991).

Biologica! resources provide food, clothing, housing, medicines and
spiritual nourishment. They also provide an increasing number of
intermediate products, such as natural ingredients for the cosmetics
and pharmaceutical sectors {essential oils, nstural dyes, latex,
fibres, resins, gums and medicinal plants), or final products, such as
timber, handicrafts, nuts and tropical fruits - United Nations
Conference on Trade and Development - UNCTAD (2002).

Products based on local resources, specifically those from
agrobiodiversity, are becoming more important very fast, due fo
both economic motives related to business potential snd increasing
consumer demand for more natural and safer products.

If well managed, bio-businesses could generate tangible economic
benefits for populations whose livelihood depends on biodiversity,
and provide an inceqtive to use that biodiversity in & sustsinable
way.

The conservation and sustainable use of biological diversity was the
main theme of The Convention on Biological Diversity - CDB (1998),
signed by 168 nations in Rio de Janeiro, 1992. The objectives of this
Convention, to be pursued in accordsnce with its relevant
provisions, are the conservation of biological diversity, the
sustainable use of its components and the fair and equitable
sharing of the benefits arising out of the utilization of genetic
resources, by appropriste access to genetic resources and by
appropriate transfer of relevant technologies - taking into sccount all
rights over those resources and technologies - and by appropriate
funding. '

In spite of this, biological resources are being irreversibly destroyed.
In general, agrobiodiversity resources are not exploited in a planned
and sustsinable way, and their potential is not converted into wealth
for the community. Furthermore, the incorrect use of these
resources cannot bring economic development to the community
and can provoke significant environmental snd cultursl demage.

Therefore, @ systemic, integrated approach is fundamental to

those in the wider envircnment that support agre-ecosystems (égricultural, pastoral,
forest and aguatic) as well as the diversity of the agro-ecosystems”, according lo
Food and Agriculture Organization of the United Nations - FAQ (1999).
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elaborate coordinated actions, thus promoting long-term
sustainable development. It is crucial to consider social, economic,
cultural and environmental variables. A design perspective could
bring the trensversality required to this sort of analysis.

Valorisation of Product - Territory - Community

Some important concepts related to a wide approach to the
valorisation of local resources, which encompasses not only the
resources but also the region of origin and the resident community,
will now be considered.

Each local resource is & complex identity based on two basic
components: a legacy and the capacities of a resident community to
recognize the potential resources, transform them into effective
resources and cultivate them in a sustainable form - as stated by
Manzini ( 2004).

The relationship between local resources and productive
communities has been explored by LEADER European
Observatory for Rural Development. It introduced the concept of
“territorial capital’ as "elements set available in the material and
immatetial level which can constitute, in some aspects, advaniages
and in others, disadvantages” (LEADER, 18949, p.19). It is important
to consider the dynamic character of territorial capital: it can only be
valued according to the history (its past) and recognition of past
elements, and its specificities c¢an support a strategic building
{future), in other words, "the territory project”. Moreover, there are
global relations (external neiworks, exchange with markets and
institutions) and iocal ones (local networks, interaction between
actors and institutions from the territory) which are involved with the
territory and are fundamental in the "territorial capital” analysis.

In this sense, territorial capital leads to what it is considered as local
wealth (activities, landscape, patrimony, traditional knowledge, etc),
aiming to promote territorial competitivenass.

The notion of territorial competitiveness is corroborated by Cristallo
(2003), who introduces the ides of the "environment-company" or a
decentralized company, i.e., the territory is seen as a "productive
habitat". The term "productive habitat” refers to an articulated and
complex system of productive activities located in a certain territory,
inside an environment in which all that is produced is narrowiy
linked to the binomial context-identity. In many cases the local
company is determined by an informal economy that promotes the
establishment and equilibrium of relations among territorial, human,
physical, economic and intangible resources.

Ecological sustainability is ancther important aspect to be
considered. As stated by Capra (2002), ecosystems? organize
themselves according to the principles of ecology -
interdependence, recycling, partnership, flexibility, diversity, and, as
a consequence of all these, sustainability. Capra emphasizes that
all members of an ecosystem are interconnected in a network of
relstionships, in which all life processes depend on one another.
Thus, it is important to consider this condition of dynamic
equilibrfium when exploiting one particuier agrobiodiversity

3 Ecosystam means "a dynamic complex of plant, animal and micra-arganism
communities and their non-living environment interacting as a functional unit", as
statad in the CDB {1888, art.2). Capra (2002) underlines that ecosystems are
sustainable communities of plants, animals, and microarganisms, which can be
understand as ecalogical networks.
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fesource.

Therefore, the conservation of biodiversity involves the
conservation of cultural diversity and a plurslity of knowledge
traditions, according to Shiva (1997) This plurality in tum is
ecologically necessary for survival in times of repid change and
accelersted breakdown.

In conclusion, holistic sustainability is the basis of the success of a
"territory-product-community” initiative of valorization: local
resources must be cultivated and exploited in a sustainable way in
order to maintain all the values related to them.

QUALITY AND VALUE OF FOOD PRODUCTS

The food product can be considered as s continuity of its region of
origin, strongly characterized by its edaphic* and climatic
conditions, and as the result of local traditions of knowledge that are
embedded in its production. The locs] food product represents a
cultural and social expression of a certatn community, a sign of local
intellectusl heritage. Thus, there is a range of mesanings connected
to @ local food product, which are related to the community history,
its customns and rituals.

Some illustrative examples of local resources that are closely linked
to local community life are: Limonceflo di Sorrento, from ltaly - s
liquor made from local lemons; Lavarnde en Provence, from France
- a raw material for several products, such as cosmetics and
perfumes and Guarand dos Satéré Mawe, from Brazil - used in
beverages and foods.

In these cases the product is considered part of local community
history, and so valorising it means reinforcing the community
identity. The strong links between territory and product, highlighted
by the final products’ visual appearance, can be noted. In
conclusion, the qualities of the final products reflect its production
system.

From the consumer perspective, seversl aspects simultaneously
condition the quality of a food product:

a)organoleptic sttributes and epicurean motivstions, related to
the sensorial experiences when eating food;

b)compliance with technical or commercigl hygienic
regulations, related to raw-materials used in product
formulstion, production processes, edditional ingredients,
safeness of packaging;

c)nutritional values, perceived through the product
composition, its origin and properties;

d)utilitarian value, evaluated by the cost / benefit relatlonshlp,
e)ethical and moral values of producing, distributing and
consuming food products, related to social, economical,
cultural and ecological sustainability. '

In some cases, the food product's personality is grestly
characterized by the edaphic and climatic conditions of the region of

origin - e.g. wine, olive cil. Thus, information about the region can.

be an important reference for the consumer to infer the quality of the
product.

4 Relating to, or determined by, conditions of the soil, especially as it relates to
biclogical systems (OPEN DICTIONARY, 2004).
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The combination of aii these aspects will define the overall quality
of a food product, which is directly related to the product's value.

The overall quality of 8 product is evaluated by the consumer from
an objective quality (based on technical aspects and intrinsic
product attribuies) and a subjective quality {based on individual
judgments). According to Cardello (1994), from a consumer's
perspective, food quality is a perceptusal and evalustive consiruct
which is relative io person, place of purchase and purchase
situation.

As stated by Duncan and Moriarty (1998), consumer behavior is
governed by the perceived quality of the product, which results from
the relationship between a priori quality and the experienced quality
{before and after the experience). So, coherency in all messages is
necessary to build a positive and truthful image.

Therefore, the planning of product communication strategies must
consider moany aspecis of perception and how they iniegrote
themselves.

Two importani vectors used by the consumer to infer product quality
(i.e. perceived guality) are traceability and suthenticity. These
characteristics are becoming more importani due to the proliferation
of numerous indistinguishable products on the market.

In general terms, traceability6 is related to the technical quality of
the product. However, overall quality encompasses cuitural and
social aspects that are much more difficult to trace in a global
market. Therefore, it is important to consider a wide view of
traceability, in which ethical and moral velues of producing,
distributing and consuming food producis are taken into account.

The search for authenticity is connected to our desire io reinforce a
personal identity, which is unidentifiable in the global economic
context, as siated by Cova (2003). The suthentic product results
from a mental reconstruction of a local past, and represents a return
to origins, the recovery of our roois.

Thus, it is very important to provide correct inputs (information) in
order to guide the consumer to o real evaluation of products.
Furthermore, the increasing interest in and awareness of culiural
and sociol aspects embedded in products confributes to the
valorization of environmental and socially friendiy practices. From
this perspective, design ploys o cruciol communication role in
allowing the consumer to understand the commitment on the part of
the preducer.

A remarkable example of valorisation of local resources is Saférg-
Mawé's Guarsnd. Its exploitation and conversion to products is
possible due 1o support actions, as will be shown.

It is presented in three parts: 1) context description, 2) value system
analysis and identification of support actions, 3) final product
analysis.

5 Traceability is defined as the "ability to trace the history, application, or location of
that which is under consideration", according to the International Organization for
Standardization (ISO 9001:2000).

Food traceability means "the ability to trace and follow a food, feed, food-
producing animal or substance intended to be, or expected to be incorporated into
a food or feed, through sll stages of production, processing and distiibution”,
acoording to Council Regulation (EC) No 178/2002.
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Example: Guarana From Satéré-Mawé
8. Context dascription

Gusrana (Paufiinia cupans) onginates from the Amazon rainforest
in Brazil. It is widely diffused throughout the world due to its
therapeutic properties as cardiovasculer tonic, stimulant, intestinal
reguiator, anti-venereal disesse and aphrodisiac (Barros et al.,
2001). Itis also an ingredient found in many sodas, enargy drinks
and protein bars.

Guerans is produced and commercialized by the indigenous
community of Satéré-Maweé and represents the masin feature of their
economy (spprox. 800,000 hectares where 7,000 people live
distributed smong 70 villages). The Sateré-Mawé see themselves
s the inventors of the plant's culture, a self-image justified on the
ideologicsl level through their myth of origin, according to which
they are the "Chifdren of Guarana" (Lorenz, 2004).

Therefore, the history of this community is umbilically linked to the
Guarana culture. They grind the seeds to prepare a traditional
baverage, which is part of & saocial ritual.

According to Lorenz (2004), Guarand processing involves several
different stages: the harvesting of the bunches, the peeling of the
seeds, their washing and roasting, the peeling of the roasted beans
and their crushing, the preparation of the loaves and their smoking.
The know-how embedded in these processes represents part of
traditional knowledge and cultursl heritage of Satéré-Mawés.

The Sateré-Mawe consider the ecosystem where they live as their
main legacy. In this sense, the community has elaborated a long-
term plan in which sustainability is the maost important priority. As
stated by Fraboni (2001), the "Guarana Project® rapresents a vision
of the future in which the heart of the ares of native gusrana
propagation remains intect, from which the Satéré-Msweé society
has withdrawn to the surrounding lands.

The "Guarana Project” is considered as an emblematic exampla? of
simultaneous valorization of the community, the ecosystem and its
resources, and slso as an illustration of the Agenda 218 ststements.

b. Value system analysis and identification of support actions

In 2002, 6.5 tons of guarana powder ware produced, of which 50%
weare exported by fair trede organizations (FUNAI, 2002).

Local sssociations, such as Conselho Geral da tribo Sateré-Mawé -
CGTSMY and Associagdo de Consulioria e Pesquiss Indianista da
Amazénia - ACOPIAMA, support the local organization of Satéré-

7 The "Guarana Project' was recognized as an example of respect to traditional
knowledge and mansgement of natural resources at the The World Expasition EXPO
2000 in Germany (EXPO 2000, 2001).
& Agenda 21 is a comprehensive plan of action to be taken globally, nationslly and
locally by organizations of the United Nations System, Govermments, snd Masjar
Groups in every area in which human [mpacts on the environment. Agenda 21, the
Rio Declaration on Environment and Develapment, and the Statement of principles
for the Sustaineble Management of Forests were adopted by more than 178
Gavernments st the United Nations Conference on Enviranment snd Develapment
(UNCED} held in Rie de Janeric, Brazil, 3 to 14 June 1992 (UNITED NATIONS,
2004).

The General Council of the Satéré-Mawé Nation was founded in 1986. It
represents the Sateré-Mawé coemmunities and is responsible for the
commercislization of Satéré-Mawé guarana.
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Mawé. The Stow Food Foundation for Biodiversity'® and CTMM
aftromercato play crucial roles in the Guarend’s value system.

CTM altromercato takes part in the management of the production
chain and also distributes the product in the market/society in local
shops (called "Bothegue") and thematic events. This consortium
imports Guareng semi-processed from Brazil and manages, in Italy,
the manufacture, distribution snd promotion of several final
products derived trom it, such as Guaranito!? and others (gusrana
syrup, beverages and candies). In fact, Ctm altromercato’s genersl
tasks are to suppori community organization and production
activities and to adapt and retine the products to reach the standard
quality and please a large number of consumers.

An international Stow Food Presidium’3 was dedicated to Satéré-
Mawes' guarang in 2002. This presidium was aimed at establishing
a production protocol that defined the traditional techniques of its
cultivation, conserved native Guarana and assisted in developing
and producing other Guarana products for sale internationally. Slow
Food is supported by the CGTSM and the patronage of the Brazilian
Ministry for Agricultural Development.

In conclusion, consumer awareness when using products allows the
consumer to play an active and political role in the consolidstion of
the product’s real value,

Guarand's value system is brietly shown in Figure 114, which

10 The mission of the Slow Food Foundation for Biodiversity is to organize end fund
projects that defend our world's heritage of agriculiural biodiversity and gastronomic
traditions. It was created by the Slow Food movement in partnership with the Region
of Tuscany, recognizing that the appreciation of gastronomy must include the
additional step of safeguarding our gastronomic resources. While the Siow Food
Foundation for Biodiversity promotes projects around the worid, its direct financial
contributions are especially dedicated to the world's less developed countries, where
conserving biodiversity means ncot only improving quality of life, but actually saving
lives, communities and cultures. Source: Slow Food Foundation for Biodiversity
2004).
(” Ctm altromercato - Cooperazione Terzo Mondo was founded in 1988 in Bolzano
by a group of people and associations actively involved in international sclidarity and
development co-operation, with the aim of tackling poverly and the imbealances in
North-South relations by innovative and concrete means. In 1998, the cooperative
was transformed into a consorium of world shops celled Ctm altromercato. It is
currently the lergest Fair Trade Orgenisaiion in laly, and the second largest
woridwide. It maintains projects with 150 emall producers and craftsman groups,
organized in 40 countries, in South America, Asia and Africa. It involves 600 food-
and handcraft-producing communities. In Europe it promofes products and
distributes them in 230 sales points, managed by 120 associations and cooperatives,
and also through an oniine sales service. It also takes part in consumer education
through its publication about products, producer communities and related subjects,
such as fair price, environmentally compatible culture and production, respect for
children's and women'’s rights. Source: Ctm Altromercato (2004, 2005).

2 Guaranito is the first fair trade guarana beverage commercizlized in Europe by
CTM alfromercato (2004). The idea comes from Brazil, where the soda made with
guerana, called "Guarane Soda", is very popular. its exclusive recipe was elsborated
by Cim in collaborstion with the CGSTM, and thanks to the experience in beverage
production of the ltallan family enterprise Reysoda from Pavia (CTM altromercato,
2005).

The Presidia are geographically-based concrete actions, where infrastructure of
local production can be increased. The main points are 1o promote artisan products,
establish production techniques to set guality standards for the product, and to
guarantee a visble future for traditional foods. In ltaly this process is financed by the
Agricultural Ministry and by lialian private companies. Al regional levels the Presidia
projects encompass organizations interested in regional development, such as
governmental institutions, city halls, national parks end universities. According to the
Slow Food Foundation for Biodiversity, the most important result of the project is that
it has proven that consumers are wiling ‘o pay fair pricas for local traditional
products, and that their production cen be an econcmically viable activity (Slow Food
Foundation for Biodiversity, 2004).
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illustrates the production of Guaranito.
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Figure 1. Guarand's value system: identification of the main players and the product
and informistion flows in Guaranito's production.

c) Final product analysis

Guaranito's appearance is carefully planned to reflect both
guarand's identity and the global communication strategy of CTM
altromercalo,

Design plays a mediating role in the creation of value,
characterizing the identifying features of local rasources and the
benefits of the final product, as shown in Figure 2.

Guarané dos Satéré Mawe - Paatiie ez Guararito, by CTM Airomercato

Figure 2. Guarans production and the final product commercislised by CTM
altromercato.
Source of Pictures: Cooperativa Chico Mendas (2004), CTM Altromercato (2004).

The most explicit links between final product (Guaranito) and the
original resource (Guarana) are: a) the characteristic red, white and
black colours, b) the illustration of the fruit. The history of the
product and the producer community is briefly described in the
packaging, helping the consumer to evaluate the product.
Furthermore, CTM alfromercafo provides support materials that
offer more detailed information, such as publications and folders.

CTM altromercata promotes fair economy initiatives. It is associated
with European and international organizations to develop a chain
where information about producers and projects of cooperation can
be exchanged. Educating consumers on issuas and opportunities
concermning international trade and on responsible consumption,
helping the excluded communities to speak up and be heard by
institutions, adveocate for the promotion of sustainable rules and

14 The method used to represent the value system was adepted from the "system
organization map" presented by Jegou, Manzini and Meroni (2004).
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practices in international trade are other activities developed by this
consortium. Additionally, puts pressure on European institutions to
recognize a fair market as an opportunity for development for of
producer groups in Africa, Latin America and Asia (CTM
aitromercato, 2005).

Communication about product history can also be seen as an
important strategy to make society aware of the values embedded
in products, supporting their recognition and evaluation. A strong
ethical value can be shared by all participants in the value chain,
from producers fo consumers (e.g. practicing fair and transparent

pricing}.

Slow Food also plays a crucial rele in the diffusion of Satéré Mawe
Gusrsnd. In fact this foundation is engaged in the promotion of
specific food products (together with their relevant territories and
producers) through various channels: publications, the press, the
Slow Food website, representation in major fairs and by producers’
associations and local organizations {Slow Food, 2004). It also
informs and educates consumers 1o recognize and select hig

quality producis. :

DESIGN ROLES IN THE PRODUCT - TERRITORY - COMMUNITY
APPROACH

Planning and promoting communication are some of the more
evident roles played by a designer aiming to promote local
development. The values to be considered in the promotion are:
transparency (manufacturer and place of production), traceability
{product manufacture and date of production}, history and meaning
(reason for the product, consumption situation and context).

Thus, design actions are connected to the recognition and the
expression of identifying features and the promotion of a united
culture to protect local resources as part of territorial identity. Design
can be considered as a means of expressing local values and, in
this way, can contribute to the valorisation and conservation of
biodiversity resources. It is related to:

a)promotion of a united culture fo protect local resources as
part of the territoria) identity;

b)creation of frameworks that allow and f{acilitate the
visualization of value systems and support strateqgic decisions;
c)support of communication between participants to make
them aware of the importance of values embedded in their
actions and products;

d)definiton of product quality criteria and the difiusion of
design culture among entrepreneurs;

e)support for adopting and respecting rules related to a
coordinated image identity.

Furthermore, designers play an evident role as opinion leaders.
They can contribute to the diffusion of values related to
environmental sustainability and cultural valorisation, converging on
initiatives such as the Slow Food Foundation for Biodiversity and
the CTM aftromercato.

In addition, the grest potential for synergies between several
professions| areas (such as environmental, food and agricultural
experts} and professional design should be emphasised. The
combination of different competencies can support the development
of new scenarios and shared visions.
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The raole of dasign in foad systams is discussead by Meroni (2005),
according to wham, a "food sysfern” can be understood as an
integrated system of praoducts, services and knowledge, as well as
a camplex of relationships, players, traditions and customs that are
related to a particular foad praduct inside its territorial and histarical
cantext. In this sense, designers can act in planning products,
systems and scenarios in contexts of use or consumption.

Thus, design can also plan the development of other products and
sarvices related to the original resource, considering a systemic
view of the ragion of angin {as emphasizad in the nations of
"territarial capital” and "productive habitat”). In consequence, it can
contribute to the econamic and social wealth of local communities,
integrating many sectars, such as tourism, hotels and catering.

FINAL CONSIDERATIONS

Guarana is an emblematic and successful case of simultaneous
valorization of local rasources, traditional knowledge and the region
of origin, made possible by the coardinated action of all the
participants invalved in its value system.

The discussion about design interventian in practical cases is very
important. It can make design roles more explicit, through resl
examples, helping to stimulate a more systematic integratian of this
profession into unconventianal contexts.

The "product - territory - cammunity approach” encourages the
commitment of sll participants in the value system. Producers,
manufacturers, institutional organizstions and others can and
should collaborate towards the conservation of the resource and its
ecosystem, as well as the praduct fastures and its image.

The "product - territory - community approach" converges to a
holistic interpretation of sustainability, as emphasized above.
Coardinated actions are essential to promote long-tarm sustainable
development. A design perspective cauld bring the transversslity
required to this sort of analysis, taking into consideration social,
ecanomic, cultural and environmeantal variables.

Furthermore, the product-system related to food seems to be 3
fruitful design research field, which may have significant pasitive
impacts on local communitias.
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DO-IT-YOURSELF TOOLS FOR STRAWBERRY
AND CITRUS PRODUCTION IN MERSIN
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ABSTRACT

Strawberry and citrus producers in Mersin make tools and machines themselves for
their needs, or they make them done, o increase the efficiency of their production.
The contribution of these tools to possible agrindustrial design should not be ignored.
The aim here is to investigote and evaluate dats that are provided by the final
products of this do-it-yourself activity, for industrial design and production. The other
aim is to understand its possible contribution to design.

Industry for agricultural tools and machines in Mersin is underdeveloped. Tools and
machines specifically used for sirawberry production are not being commercially
manufactured. Therefore, it is possible to come across with farmers who make tools
and machines for themselves. These are do-it-yourself productions, which are
practical, economical, functional and local solutions. These tools are made by
evaluating daily opportunities and provided for needs in a short time. We will analyze
these criteria by examining.

The objective of this study is to call attention to the potential of do-it-yourself
examples, which may provide data for so-called "agrindustrial design.” Another
objective is for this data to contribute to the development of agrindustriat design in
this region.

Do-it-yourself tools and machines are produced for special needs and conditions by
using of found-objects. These tools and machines are developed according to the
talent, knewledge and equipment of the maker; some of them are custom-made by
workshops. Custom-made tools are developed as far as the opportunities of
workshops can support. Tools and machines are renovated when the conditions that
determine the needs change.

The potential needs of strawberry and citrus producers can be assessed in such a
way that specialists may collaborate and become organized to respond to these
needs. It is possible to apply the opportunities of industry and technology in this
collaboration. Hence, agrindustrial design and production in Gukurova Region may
develop. This region has a potential to be an ideal area ior the development and
application of tools and machines for agriculture. It may then produce in for the
nationaf and international agriculture markets.

Keywards: Da-lt-Yourself, Do-t-Yourselfer, Found-Objects, Find-Set-Use, Mersin,
Strawberry And Citrus Produetion, Industry OF Agricultural Tools And Machines.

INTRODUCTION

In Mersin, | came across a strawberry producer who is a do-it-
yourselfer. He has made his own tocls and machines. He uses them
in each step of strawberry production. Self-made tools and
machines provide efficiency for strawberry production, thus he can
obtain significant savings in labor expenses.

| was curious whether there was anyone else who was a do-it-
yourself agricultural producer in Mersin? This curiosity took me to
the citrus gardens. | found several more do-it-yourself tools there.

A couple of guestions came to my mind: Why do these people make
tools by themselves? Why do they produce machines or have them
produced? How much is the agricultural machines industry in
Mersin  developed? Is this industry undeveloped or
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underdeveloped?

Cukurova is an important agricultural region in Turkey. Weli... Is that
not an ideal place to develop the industry of machines for
agriculture? Is this not the right place to develop the industry of
machines for agriculture? Is it not possible to design and produce
tools and machines for needs of strawberry and citrus producers in
an organized fashion?

The sim of this paper is to put out the possible contribution of
products of Do-it-yourselfer, on agrindustrial design. Ideas on how
the efficiency ot experiences and knowledge gained by
experiencing and making may effect the development of tool and
machine industry in Gukurova, will be shared.

STRAWBERRY PRODUCTION IN MERSIN

Mersin, located at the Region ot Gukurova in the south of Turkey, is
an East Mediterranean port city. Mersin, with its economy
determined by agriculture, trade, tourism and industry, is an
important agricultural area in the region ot Cukurova with its fertile

geoclogy.

Mersin is the only frade door for the East and South-East Anatolian
regions with its harbor and tree trade zone among its industrialized
neighbor cities. According fo the General Budget Tex Income
distribution among cities, it is in the sixth place after Istanbul,
Kocaeli, Ankara, lzmir and Bursa. [5]

Mersin, with its populstion of 1651400, is accounted as the eighth
biggest city ot Turkey. In this city, 57.6% of working population
(521868) is active in the sector of agriculture. (DIE 2000)

The area ot Mersin with its city center and nine districts is 15853
km2. lis districts, Torsus, Camliyayla, Center, Erdemli, Aydincik,
Bozyazt, Silitke, Giilnar, Mut, Anamur, are lined up along the coast
ot Eastern Mediterranean Sea.

The 25.6% of its area, which is 406,000 hectsres, is used for
agricuitural purposes. 6.06% (824606 hectares) of this area is used
to grow citrus; and other fruits including strawberry are grown in
4.06% (20.124 hectares) of it. Mersin provides 33% of citrus and
6.55% of other fruit production of Turkey. [5]

Strawberry production sterted in 1970's in Turkey. In 1975, 16000
tons of strawberries were produced and the amount reached
145000 tons in 2002, [3]

The Mediterranesn region is an important ares for growing early
season strawberries. Here, 'strawberry for the table' is grown.
Strawberries were planted for the first time in Tarsus by Ms. Arife in
1970's. Productivity was low because of the temperature
differences between day and night. Then, she planted strawberries
in Silifke for the first time. Since the climate of Goksu Delta is
appropriate for strawberry, Silitke became an important district for
strawberry production.

Strawberry is the most important agricultural product determining
the economics of the Silitke district in Mersin. According to
registered sources 2 ions strawberry are reaped from each
decare[5]. On the contrary, the local producers claim that these
figures vary from 4 to 7 tons. Since 1989, the strawberry has taken
the place ot the banana with an amount of 56000 tons harvest per

59

m

NN



year in Anemur district that has become encther important area for
strawberry production [6]. The basic difference between Anamur
and Silitke is the scale of production. Anamur is an srea for small-
scale producers. When the scale is smoall, it is said that the quality
of the product increases. But the quality of sirawberry in Anamur is
not very different from the production in Silifke. These two disiricts
make Mersin the largest strawberry-producing city in the
Mediterranean region. Mersin is one of the two cities besides Aydin,
which is another city in the Aegean Regicn that exports strawberries
to other regions.

According to the date provided from the City Agricultural Office of
Mersin, 71392 tons strawberries were grown in 2004. This amount
is almost half the yearly production of Turkey with the rate of
49.23%, and 2.23% of world production. These assets are
registered values. On the other hand, according to local farmers,
aciusl velues are much higher.

Turkey is in seventh place with 145000 tons of production among
the strawberry producers of the world in 2003. USA (944740 tons),
Spain (262500 tons) end Korea (209938 tons) teke the first three
places in this sequence. Japan, ltaly and Mexico follow them. World
strawberry production between the years 1996 and 2003 increased
by 16.5% and the smount reached 3198689 tons. During the same
period of time, the production increase in Turkey was 35.5%. [2]

These figures show that strawberry production in the world and
Turkey are incressing significantly. A significant amount of
strawberries are produced in the Mediterranean region of Turkey;
and Mersin, in this regicn, maintains its leading role in strawberry
preduction.

What are the possible reasons for this rise? What are the problems
and difficulties facing production during such an increase?

IMPORTANCE, DIFFICULTIES AND PROBLEMS OF
STRAWBERRY PRODUCTION

Strawberries are producible in different geographies during four
seasons. lis vitamin value is high. [t is consumed, as well as
processed, fresh. Investments in strawberries, compared to citrus,
are turned into income in a short period of time. Income per unit of
field has & higher profit compared to other fruits. Strawberry is
appropriate to grow in small sreas by family enterprises. Harvest
continues for four months. Long harvest times help to turn the
losses into profits. Strawberry production continues increasing both
in Turkey and the World because of these features opportunities.

There are also difficulties for strawberry production. Heavy
workmanship is needed in each step of strawberry preduction. This
necessity incresses lebor and costs. Strawberry as one of the
berries is frail when it is fresh. It is necessary o deliver and sell it
right after reaping.

Besides the agricultural problems in strawberry production, from the
industrial design point of view, industris! preduction of tocls and
machines for strawberry production has not existed in Turkey yet.
Human power is used instead. The main problems are losses during
reaping, delivering, storage and packing. During resping, size
selection and categorization are requirements to comply with werld
standards. Praciical solutions have been sought for this proccess.
The problem has not yet been solved. The problems being
mentioned are direcily related to industrial design.
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The quslity of strawberry produced in Silifke has reached world
standards. The production, which does not yet use automation and
branding, sorely needs the application of the design process and
product development. The qualities of strawberries produced in
Turkey are comparable with the products of the world, but
packaging and presentation need to be developed. Strawberry
impaorters in foreign countries have received requests from Turkish
strawberry producers on these issues: Delivery with pre-cooling,
better conditions for packaging and sesthetics of presentation.
When these problems are solved, Turkish exports are expected fo
increase.

Does tool and machine production for strawberry growers exist
either in Turkey or Mersin? How can farmers provide them?

TOOLS AND MACHINES FOR STRAWBERRY PRODUCTION

The agricultural tools and machines industry in Turkey has been the
subject of research. The findings show that this industry does not
focus on strawberry production. A list of production in Turkey
between years of 1993-2003 for agricultural machines and tools
consists of 128 items. None of these items were specifically
produced for strawberry production [4]. Only 10 of the items,
intended for other agricultural productions, may be converted for
use in strawberry production. This research concludes that this
specific industry in Turkey has not yet considered strawberry
" production.

As the Region of Cukurova is the most important agricultural ares in
Turkey, it would be expected that the agricultural tools and
machines industry would be developed widely in this area. But this
is not so. Only a few firms producing agricultural tocls and machines
exist in this area. Two firms from 18 are registered in the Trade and
Industry Association of Mersin, and are active in the Sector of
Machine and Appliances Production [9]. This shows that this sector
is under-developed in Mersin compared to the production for other
industries such as textile, fiber, glass, machines for work and
construction, soda, rew oil, cement and premixed concrete,
chemical fertilizers and vegetable oil. [5]

Industry in Turkey has not produced specific tools and machines for
strawberry production. What can one do if industry does not provide
for our needs? What does a strawberry producer do? One, who
needs a tool, does it him/herself as in the time of pre-
industrialization, er s/fhe has the tool made.

DO-IT-YOURSELF / CUSTOME-MADE ACTIVITY

The problem solving talents of a human being are highlighted
when/where organization, systerm and mechanization does not exist
or develop. Basic needs for living are determined by life experience.
One searches for solutions, evaluates existing conditions and then
makes an object by him/herself with his/her practical intelligence.
This process is called Do-lt-Yourself {D1Y) activity and the person
concerned is called Do-lt-Yourselfer. A do-it-yourselfer uses his/her
preduction [7]. The object may be named a find-set-use [8]. During
creation, if the do-it-yourselfer has support from another maker,
workshop etc. to finalize the making process, in that case, the object
becomes a custom-made product.

One do-it-yourselfer, who has a 30 hectares strowberry field, has

constructed a series of tools for strawberry production. This is a
perfect example for do-it-yourself activity. These tools indicate the
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possibilities for tool design for strawberries.

A STRAWBERRY PRODUCER IN SILIFKE AND HIS FIND-SET-
USE TOOLS

Have you ever met a do-it-yourselfer? It is possible o meet a do-it-
yourselfer anytime and anywhere. | had met a strawberry producer
in Silifke. Goksel Kaplan (GK), who has been producing strawberry
for 10 years, started production in one decare.

His production has grown into 40 decares in the fifth year after
starting production. This year he is growing strawberries in 30
hectares. He has grown 5-7 tons of sirawberries per decare in his
field in @ season. His production is the second largest in Silifke. On
the other hand, he is a do-it-yourselfer. He makes tools and
machines in order {o incresse efficiency and make a profit out of
labors. He has had some tools made. As he uses these tools, labor
expenses are decreased. Efficiency is increased and so are profits.

Curiosity, talent, ability and the desire to do a good job make
someone invent things. GK has observed and done research with a
desire to solve problems and to provide for his needs. He made
tools experimentally as he has found and examined some tools and
machines, which have similar functions to what he needs. He used
his own welding machine as the only tool and his strawberry field as
his workshop. Sometimes, he has ordered tools made from other
workshops. He has gained between 20-25.000 YTL/per year a profit
out of labor costs sfter his recently manufactured 'Strawberry
Pruning Tool' that cost him only 750 YTL to produce. The pruning
process, which is normally completed by 100 workers in & month,
was completed by one person within the same time of period. That
means, the labor cost of 99 workers was turned into profit.

Could not GK import the tools that are not provided in Turkey? It is
expensive to import tools and takes time. He prefers to solve his
own problems to increase efficiency and profit, and to ease labor
and growing costs. It took approximately three months of research
and development time from beginning of the idea to the first use of
the final product. The biggest strawberry producer in Silitke has
shown an interest in GK's new tools. They have used GK’s tools that
they later reproduced themselves.

There are other tools made by GK in the last two years. These
examples will be examined here in order to understand the
functions and the efficiencies they provide. Tools used for under-
cover and open-air production processes of the growing steps
below are listed in order following:

1.Preparing Sail,
2.Mulching,

3.Seedling,

4.Taking care,
5.Fertilizing,

6.Harvest and packaging.

Some tools made by GK are entirely new for strawberry production
in the region. A couple of them are already produced for other
agricultural products and are then adapted by him for strewberries-
except Strawberry Pruning Tool. His find-set-use tools sre listed as
follows:

1.Strawberry Pruning
2.Mulch Punching
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3.Mald for Punching
4.Seedling

5.Top-Cover Punch
6.Seedling Planting Fork
7.Seedling Top-Cover Frame
8.Seedling

9.Top-Cover String

10.Nylon Roller
11.Top-Cover Cylinder
12.Green House Heater
13.Tractor Wheel

14.Canal Opening Appsaratus
15.Fertilizing Apparatus
16.Mulching Apparatus

Some of these listed tools below are anonymous such as the
Seedling Planting Fork. GK has provided them for efficient use by
through development. Some tools and appliances below are
originally made by him such as the Strawberry Pruning, Mold for
Punching, Seedling Top-cover Punch, Nylon Roller and Top-cover
Cylinder. On the other hand, some of them are bought and modified,
for example, the Fertilizing Apparstus. GK says that more
complicated tools are used by neighbors who have a large
production like him. Simple solutions such as the Seedling Top-
cover Frame and String are preferred by small-scale producers in
neighborhood.

1. Strawberry Pruning

This tool is atiached behind a tractor and leaves are cut off by
spinning ropes under this tool. This spinning movement is provided
by the engine of the tractor. When strawberry leaves are pruned,
they are transformed into organic fertilizer.
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2. Mulch-Punching

Mulching is the covering process of soil as bumps where seedlings
are planted. This nylon cover is called Mulch. This cover is punched
for the seedling. A metal cup in the bottom of mulch-punching tool is
warmed with burning coal. Holes appear when this cup is pushed
against nylon. Even though this ool looks practical, it takes more
time when compared to cutting the nylon with blade.

3. Mold for Mulch-Punching

Planting holes on the nylon cover shouid be in an order. If the cover
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is a sheet rather than a rall, it is marked with this mold. After
marking, hales are made by a mulch- punching tool.

4. Seedling Top-Cover Punch

Strawberry seedlings are covered to protect them fram the cold.
This nylan tap-cover alsa needs to be punched to avoid sweating.
Priar to this, the tap-caver nylon was praduced without holes, this
punch made holes on it in an appropriate arder.

5. Seedling Planting Fork

An ananymous toal, the planting metal fork, was developed by GK.
65
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It was off-centered and combined with a metal tube in order to fit in
and not injure one's hand during planting.

6. Seedling Top-cover Frame

He produced a top-cover frame by redesigning an existing example.

7. Seedling Top-cover String

He replaced the rubber strings with rope and used shorter rubbers
because the top-cover strings were made of rubber, which loses its
elasticity under sunlight and is costly. This became a widely used
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solution especially preferred by small-scale producers in Silifke.

8. Nylon Roller

A metal rolter makes it easier to remove the top-cover when the
weather gets warm.

9. Top-cover Cylinder

This cylinder is used to stretch the nylon top-cover easily and
properly.
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10. Forcing House Heater

This heater, made by examining other existing examples working
with gas and oil, is a simple and minimal solution. Similar ones have
been produced by the Turkish machine industry [4].

11. Tractor Wheel

A iractor that is used for agricultural purposes by attaching different
apparatus on it is also used for strawberry production during soil
preparation and pruning. However, the standard width of its wheels
is too large for the distance between two sets in a sirawberry field.
In this example, found-narrower metal wheels are exchanged with
standard ones by modifying it's the tractor axis.
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12. Apparatus for Lining Canal on Set

This apparatus is attachable behind a tractor and adjustable to dig
canals on sets. This process of preparing soil was originally done
with an adze. This apparatus has provided efficiencies in time and
labor.

13. Fertilizing Apparatus

This apparatus was made as an attachment to a Set-Making
Vehicle in order to fertilize during the scil preparation stage.
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14. Mulching Apparatus

This tool, used to lay down the mulching nylon on sets, is originally
made. It has been developed in three manths for the first use.
Further development of this apparatus took an additional twelve
manths. While GK was using it, he was informed that similar anes
exist abroad.

These tools have been being developed step-by-step during the last
four years and have still being used. After experiencing the use of
each ane, if a new idea appears that possibly increases efficiency,
he moves for a new design and manufacturing process. The
previous one is scrapped.

Why has the machine industry in Turkey not focused on
manufacturing for strawbetry growers?

Because, small-scale strawberry production by family enterprise
has been common. As family members are working at fields, labor
is cheap, workmanship is family oriented. Therefore, there is na
urgent need for machines and tools. If there existed manufactured
tools and machines to increase efficiency, would they have bought
them? Certainly, they buy them if the manufactured products are
economical and efficient. Even though, their need is not as urgent
as that of big producers, toal design can provide better conditions
and opportunities to both small and big producers.

If this research were enlarged to encompass the entire region or
country, we would most likely find other do-it-yourself produced
tools. However, this is based on the scale of strawberry production.
Instead of looking at the rest of the region and the country, this
research has continued in citrus gardens in order to understand the
reasons for do-it-yourself tool production by comparing it to
strawberry production. Find-set-use tools have even been found in
cifrus gardens.

FIND-SET-USE TOOLS FOR CITRUS PRODUCTION
Amount of produced citrus is greater than that of strawberries in

Turkey. 2,493,000 tons of citrus were produced in 2002. 751,853
tons of citrus were produced in Mersin during 2004.

70



Agrindustrial Design Symposium and Exhibition: Olive Oif, Wine and Design
Izmir 2005

Citrus production needs less labor, and fewer special tools and
machines compared to strawberry production. Pruning and
harvesting are steps where heavy labor is needed during production
[2]. After planting trees, agricultural production continues for years,
unlike strawberries, which are planted every three years. Steps
such as fertilizing are done by machine. The list below is intended
for found tools and machines used for citrus production:

1.Tree-Supporter
2.Tree-Supporter Carrier
3.Pruning Shears

4. Fertilizing Apron
5.Fertilizing Platform
6.Citrus Basket

1. Tree-Supporter

Plastic tip is 8 mass-produced item. These pieces are mounted on
wooden sticks cut to size by the farmer.

2. Tree-Supporter Carrier
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This wooden apparatus, being attached to a tractor, helps carry the
free-supporters in the field.

3. Pruning Shears

A shear mounted on the tip of a wooden stick is a mass-produced
item. Cord providing adjustment of height is the farmers' solution.

4. Fertilizing Apron

This apron cut out of empty fertilizer sacs, is used to spread fertilizer
by hand.
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5. Fertilizing Platform

This platform was made by the farmer. It is attached to the
medicating machine, which provides fertilizer.

6. Citrus Basket

A straw basket ‘is transformed by covering it with fabric so as not to
damage the citrus fruits.

| had come across a limited amount of do-it-yourself tools for citrus
production. The Pruning Shears above are similar to self made-
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tools for strawberries. It is the only one used for the heaviest step of
oroduction. Even though few examples exist, the properties of tools
are the proof of this idea: Heavy labor necessitaies a do-it-yourself
activity where the industry does not provide solutions.

CONCLUSION

The potential of existing needs in agricultural production should be
emphasized for agricultural design. The efficiency of the industry of
agricultural tools and machines in the region of Cukurova and
Mersin can be improved. Design and manufacturing should be
primarily focused on the needs of this region. In the future,
agricultural tools and machines may then ke developed for national
and international markets.

Tool and machine design and manufacturing are needed for
strawberry production in Mersin. Problems in the packaging,
storage and delivery processes for strawberries create new
opportunities for industrial design in this region. In addition to this,
similar design opportunities are possible for citrus production of the
region.

Industrial tools and machines may be developed through
collaboration between universities, techno-parks, entrepreneurs
and farmers in the region. Mersin University as & local institution of
this type could play a role as a pioneer.

New agriculiural tool and machine designs can he realized by
organizing a collaboration of experts, and evaluating opportunities
of industry and new technologies. These types of applications will
create models for other agricultural productions.

The potential leading role of universities will be realized through
local foundations such as the local government, Trade and Industry
Associations, KOSGEB (Small and Medium Industry Development
Organization) etc. Would it not be possible for this consciousness-
raising approach in agricultural design o become a government
strategy? Why not? Is it not possible for it to become government
policy? Of course it may.

For these developments, evaluating the value, data and collective
knowledge .of Do-it-yourself type of production and improvement is
important for the future competitiveness of agricultural tools and
machines.

Feeding the agriculture industry with industrial design increases the
quality of manufaciuring in Turkey. Agricultural products may then
be enabled to take their place in the worldwide market.
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LESS REALISM: MORE MEANING
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FOR AVOIDING PHOTOGRAPHIC IMAGERY IN

WINE LABELLING AND PROMOTION.
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ABSTRACT

| scrutinise the efficacy of photography versus illustration to impart accurate and/or
evocative messages regarding the promotion and packaging of wine. | am proposing
that high levels of representation in wine promotional design (through photography
or very literal illustration) are capable of specific reference to region and lime but
lesser degrees of representation allow for more Intense and distilled meanings, and
greater intellectual and emotional impact. The guestion is how does this happen? Are
the reasons physiological, psychological, sociological or a combination of ihese?
Another issue discussed is that, in graphic design education and practice, type lakes
precedence over image. 'Typography' as a defining term has become almost
interchangeable with 'graphic design' and while font choice is seen as paramount,
image choice is left to instinct, or worse, the photograph is prescribed for all
siluations. Many wine label designers favour a lype only approach and | examine
historical reasons for this. ] make the case that food and wine labelling, promation
and packaging are special situations that require an approach melding type with
image rather than avoiding image or merely overlaying it. Using examples | examine
appropriate conlexts for representation and visual distillation.

Keywords: Wine, Label Design, Realism, Representation, Photography, Distiliation of
Images, History, Psychology.

Introduction to Wine Imagery: Historical Reasons

Design of wine labels is virtually the only area of publicity to avoid
the use of photography. Wine design is in an enviable position in
this regard. The design world outside of the wine industry, lacking
immunity against the vagaries of fashion, is undergoing a
revisitation of the aesthetics of modernism without the rigour of
modernism’s original manifestoes. Aspects of these modernist
aesthetics, including the use of photography are just beginning to
find their way into wine design imagery (Figure 1), and | discuss
here reasons to be wary of this encroachment.

cld rowboat

2004 Zinfondsl : S ;
Figure 1. Label for 'Old Rowboat' California 2004, Zinfandel (designer unknown),
which both looks and reads as more appropriste for & whisky label.

In the course of my PhD research, | am examining, among many
other aspects of graphic design, the packaging of wine. The thesis
is concerned with the use of images in communication design. The
research has developed out of the conjecture that less reality in an
image equates to a more distilled and intense meaning: that levels
of representation in graphic design imagery have a profound
influence on the kinds of messages imparted, and paradoxically,
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that less accurately rendered images have the potentisl to
communicate more accurately. The questions are how does this
happen and in what ways does it happen? Are the reasons
physiological, psychological, sociological or a3 combination of all of
these? The essential problem under scrutiny, as it pertains to the
graphic design discipline, is the overuse of photography in visual
communication.

In this paper [ will discuss how this research is appropriate in the
study of wine labels and their imagery, examine historical reasons
why these labels rarely utilise photographs and good reasons to
continue this practice.

Finally, 1 will lock further at the problems associated with
photography as a general communicative tool. Ultimately, this is
kind of a cautionary paper which tells those in the wine industry to
be a litile wary of those in the design industry.

The avoidance of photography in the design of wine labels is
primarily, of course, a function of history. The making and labelling
of wine precedes the history of photegraphy by many centuries. it is
fortunate for the wine industry that it is much older than the design
industry (which dates merely from the 20th century} because there
is one aspect of the design industry which is fundamentally flawed,
and that is its understanding of image. By the time photography was
invented as a medium for capturing the visual world, the wine label
had become a medium of its own, steeped in tradition. Cutstanding
among these traditions is the use of fine calligraphy which can be
traced back through monastic wine-making.

This almost sacred lexicon of label designs has become an
unwritten and unstated prescription as to what can and can't be
done with a wine label. In the course of designing a new label, in
order to generate new ideas, the designer quite naturally refers to
wine labelling history and examines what has gone before. Using
this unthinking, instinctive approach is appropriate as far as it goes.
Should such instincts fail us however, we need some solid social
and scientific grounding on which to found such practices. Wine
label design is constrained by its own history but mare than mere
history should prevent straying from the central styles of these
labels. There are sound reasons not to move too far from the
classical or post-modemist styles prevalent in this niche of the
design discipline. These reasons will be examined here, first,
sociologically and second, psychologically.

Wine label design: Sociological Reasons

Tradgitionally food is bought at market from the produce on display.
Fresh foods must be assessed visually, as much as through touch
and smell, before purchase: an apple may feel firm and crisp but if
it is blue in appearance it will likely not be purchased. This practice
of buying fresh, unprocessed food from an open-air market is
somewhat diminished in the West by the overwhelming presence of
processed foods. Packaged foods and fresh foods are now
separated out from each other in the supermarkets of the world.
Those foads, which are more strongly associated with fresh foods
and fresh food markets essentially, have good historical reasons to
limit their packaging to sllow for this visual assessment. If the food
is not grestly processed, or if that processing is essentially a
traditional one, as in wine-making or olive-pressing, these are also
good reasons not to over-process the packaging. Wine and olive oil
both look appetising in their final forms and their packaging will do
well to reflect this fact through large transparent spaces (the glass
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of the bottle) that reveal the produce to the best effect (Figure 2).
The corollary of this is a small label. So the surface area with which
to impress needs to be limited. The area for a photograph then is
limited. In wine imagery, the most impressive photographs are those
which give an impression of a region through a particular
landscape. There may be good arguments for such images when
they can be reproduced at a large scale for conferences or
expositions, but confining landscape photography to a tiny surface
such as a wine label is self-defeating. This then, is the first
argument for a distilled, simplified image. Space is at a premium, so
the typography of the label cannot afford to merely overlay
illustration where it exists but must meld seamlessly with it (Figure

— - —

Figure 2. Label by Origin Design1, reveals Figure 3. label by Tucker Des'lgn1,
the contents of the bottle to remarkable seemlessly and elegantly unites
effect. typography with illustration.

The visual stylings of wine [abels have gone from classic to post-
modern; by-passing the whole modernist movement. Modernism is
design for the masses and wine is not for the masses. Even when
wine is mass-produced it should not give that impression. Wine
drinkers do not wish io drink wine that looks like it was made for the
masses.

And yet, of course, it would be every wine manager's dream to shift
masses of the stuff, and the realities of the business are that it
benefits from economies of scale just like any other industry. [n the
market of which | have some experience (Australia and New
Zealand) a mould for a new bottle shape costs in the vicinity of
$80,000. This has heen beyond the budget of my own clients.
Another approach to distinguish a client's bottle from its competitors
is the frosted look. To achieve this through sand-blasting in my
couniry the client must be prepared to treat three semi-trailer truck-
loads of bottles, again elevating the budget and bettling run beyond
the reach of my clients. it is precisely the mass-producers of wine
who can afford these means of product differentiation, and yet,
visually, conceptually, ideologically, wine belongs with exclusive,
fuxurious products created in the hand-crafted, time-honoured,
individually tailored tradition.

As with all facets of communication design, if a pragmatic approach
to visual problem solving is taken, the composition of a wine label
should best communicate visually those aspects of the vintage that
the client and designer have agreed upon to promote.

In this equation there exists a utilitarian angle with regards to the
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promotion of the wine: the designer is attempting to provoke the
consumer into buying the bottle. However, the design itseli can
never appear expedient. This is not information or instructional
design but more like experiential design since the very
circumstances of wine's consumption are indulgent or exultant,
celebratory or contemplative.

With regard to the fabel the designer needs to be mindful of the
consumer's viewing situation. The label may be viewed while
browsing at the bottle-shop, the cellar-door or the 'off-licence’,
where it must compete visually with other Iabels. Later, of course, it
can be more leisurely perused at the table. It is the only product
whose commercial graphics may be seen ‘st table’ in the finest
restaurants. it is the duty of the designer to help seli the wine
through differentiation, but also to enhance and harmonise with,
through type and image, this fine dining experience.

Wine is not primarily sbout sight but about taste and smell. Even
sound, the wine going into the glass, and feel, the body of the wine
in the mouth and in the stomach, the heft and cool of the bottle in
the hand (Figure 4), should be on a par with the visual aspects of
the wine-drinking experience. Wine is an experiential reslm where
vision can and should take a back seat. Type and image on the label
must be in sympathy with their particular wine and do their utmost
to enhance the experience but by no means overshadow it.

Figure 4. Llabel by Cowan & Assoc.t, says much about the physical experience of
the wine and the bottle through graphic device.

Photography, associsted as it is with modernism and not classicism
has no place in this equation. Photography is a grest democratiser:
every image to some extent shares s similar surface through
photography. Every colour photograph reproduced through printing
will always contain percentages of the same four colours. This
democratising force was one of the reasons the modernist
designers of the Swiss School endorsed photography.
Democratisstion is anathema to wine.

The most mechanical problem of photography is its limitations in
print. A lsbel that is largely photographic has no texture but is flat
and featureless. Photography, reproduced using four-colour
process printing, can never begin to match the luxurious textures,
the complex layering of paper stocks and vaemishes, nuance of
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specialist spot and metallic inks and embaossing of the a typocentric
or illustrated label.

In the end, photography is just a surface. A kind of sheen put on
things that indicates a certain amount of the same thing regardless
of subject. Rick Poynor, writer and editor of design magazine 'Eye’,
has observed of particular xinds of photographs that 'Most consist
of a single prominent subject and a depthless pictorial space that
the eye can absorb at a glance?. In other words the use of
photography can severely limit product differentiation through label
design.

Design for wine should be like poetry (Figure 5). Poetry refrains
from spelling out the meaning of words but leaves something of this
work to the reader. The reader brings to poetry or design his own
meanings and associations. This gap in communication in poetry or
design is actually what allows it to resonate with each reader.
Design theorist Beryl McAlhone tells us "It is as if the designer
throws a ball which then has to be caught"3 The stereotypical poet
is a wine drinker precisely because the romance of wine and poetry
go hand in hand. Photography, compared with typography and
illustration has a far reduced capacity to be evocative in this way.

Figure 5. Label by Lewis Kahn1 includes poetically worded copy prominently on the
label.

Wine Lakel Design: Psychological Reasons

| discussed above the problems of photographs on wine labels,
firstly because photography sits uneasily in small spaces and
secandly because it sits uneasily with the rich visual history of wine
labels. | alluded to photographs perhaps having a place in wine
promotion where they can be output at large sizes in order to
convey something about wine regions at an impressive scale. But
even in such circumstances there are problems to overcome
(Figure 6).
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Figure 6. lllustration in this olive oil label, using a litle artistic license allows for a
condensed version of the landscape to include those aspects that make Riva unique.
Note that the photograph of the town cannot be so inclusive.

As discussed, photography is @ madernist surface; completely part
and parceal of Modernist visuality. It can be seen as the prime means
of image making in the work from the Bauhaus, in the
photomantages of the Russisn Avant Garde, and through the
gridded. layauts of the Swiss Typagraphers. The Swiss Schoal tell
us through design education textbocks that there is na place in
design for any kind of image cther than phatagraphy. Nations of
tradition, exclusivity, luxury, privilege, which precede the invention of
phatography -nations essential in the marketing and perceptian of
wine- were anathema to these designers.

Josaph Muller-Brockmann, Swiss designer and author said,
'phatography provides an objective picture of matertal reality and
thus canveys an impression of authenticity. It requires no effort ta
understand its message. Where photography is concarmed, the
madern publicity expert need nat hesitste ta exploit all its different
modes of expression in arder to influence opinian. When the
camera recards a situation, it furnishas objective informatian an an
avent, whether it shaws a fatal picture ar anly a detail’®. Miller-
Brockmann went an to warn agsinst the use of illustration in design
stating that it reflected anly the subjective viewpaint of the illustrator.
Most tartisry trained graphic designers have been taught from such
textbaoks ar similar, accepted valumes on design education written
by like-minded modernists such as Donis Dondis and Erik
Spiekermann.

Ta examine the prablem of photagraphy in cammunication from a
psychaological angle, let us assume that photography is the visual
analogue of reality; what Susan Santsg in On Photagraphy®
describes as being ‘directly stenciled off the real, like a footprint ar
5 death-mask’. What, in theory, could possibly be wrong with using
photography for communicatian purposes? Let us entartain for a
moment the notion that reality might nat be the viéual ideal with
which ta communicate to the human visual system. What aspects
then of the visual world might bae unnecessary far the recognition
and understanding of it?

Nature, as far as the aeye and brain are cancemed is nat samething
that can be taken on face value. As far as recagnition is cancerned
there are twa problems ta be salved by the visual system in arder fo
recagnise aspects of the world around it. Firstly, the abject

81

Il ' . !

MG T T



constancy problem, or how the eye and brain know what constitutes
& particular object from many visual angles, and what separates or
connects that same object from or to its suiroundings. Secondly, the
homogeneity problem, or how the visual system helps determine
the difference between similar things such as chardonnay grape or
a chenin, or an even more subtle problem, the difference between
John and Peter or Achmed and Reza.

Through a study of caricature and its paradoxical ability to render a
person more recognisable than the person himself, Australian
psychologist Gillian Rhodes has found a key to unlock the way in
which the human visual system works€. Rhodes explains how the
visual system in concert with cognitive apparatus allows the brain to
map new visual input against stored 'norms’. These norms exist for
whole ranges of visual information and are expanded upon with
experience of the visual world. Where the new visual information
differs from the norm, the mind tends to store these differences in a
form exaggerated beyond their actual appearance. Rhodes
explains that extreme signals -those that do not occur in the natural
world, and are therefore not reproducible through photography- are
more noticeable, more discernable, and/or more memorable than
tess distinctive ones. (p. 61) She explains '...that these distorted
images could evoke "equivalent" or even heightened responses
without resembing the original in any straightforward way." (p. 25)

'[Visual] stimuli that exaggerate some critical property of the natural
stimulus, such as its size, contrast or number, often produce an
enhanced response ... This preference for extremes seems to be a
fundamental feature of recognition systems, and one that imposes
important constraints on the design of signsls. (p. 82)

Similarly, a 1956 study by American Psychologists Ryan and
Scwartz showed that drawings were in some situations more
effective than photographs with regard to time taken to recognise
features and positions of particular objects?.

According to Rhodes, the ability of the human mind to interpret and
understand exaggerated drawings better than photography 'raises
an even more intriguing possibility. If drawings can be interpreted as
externalisations of mental representations, then ... those
representations might themselves be caricatured. If so, then
caricatures would be effective because they match the memory
representstions better than undistorted images!' (p. 91)

Conclusion

Photography ¢an only show us the world as it is. To some extent, all
vineyards look the same. What separates one place from another
might not be the outer appearance of that place but its rich history.
The lsbel for Pefalolen, a Chilesn wine (Figure 7) uses
photography to & very memorable effect. Here the exception proves
the rules | have argued for, because in this instance photography
has been used to capture an artifact that has already been visually
distilled for us.
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Figure 7. Pefialolen 2002 Sauvignon Blanc label from Chile shows an artifact unigue
to this wine region.

Any well trained photographer or draftsman ¢an show us the world
as it appears on the surface. It takes an artist of singular skill fo
discover his own most powerful mode of expression and distill his
work to this point (Figure 8}.

Figure 8. Through the work of Lowry (top) and Picasso (boltom) we can see that a
pragression from conservative representation to a more distilled and powerful mode
of expression is a natural one for skilled visual artists as they begin to understand the
limitations of realism.

If we consider communication an efiective triumph of signsl over

noise, designers must amplify the signals their audience is watching

for. Designers need to partially solve the problem of the perception

of the world on behslf of their sudience: to filter out from reslity

those aspects, which are unnecessary for the understanding of a

message, or those aspects of reslity that do worse: that actuslly
- obscure the message. Photography has few such filters.

So it is to wine's benefit that photography has not become the !fdgua

franca of its imagery as it has elsewhere in visual design. Wine.

Isbels have a rich history which is written largely in typography.
Their avoidance of photography lends more importance to the
written word and the drawn image. Linguistic experts have long
. recognised that written and spoken language does not reflect reality
but structures it. Most words describe relationships between things
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or completely invisible abstractions; few words exist merely to name
‘things'. Photography can only show us 'things'. It merely poinis at
subjects in order to communicate and anyone who has tried to
communicate io someone who doesn't speak their own language
will know that pointing at things is no way to communicate at all.
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ABSTRACT

" The food being a core element of life culture provides an aesthetics of living through
variocus means of representation from the environment that it has been consumed to
the package in which it has been stared and presented. The need fo beautify and to
promote the heslthy faad connects it more closely to the fashicn world; There are
fashions of consuming and presenting the food; 'refurn to nature’ tendency brought
forth the ecolagical gourmet culture which is followed by the global circuit of local
food, end ended up with the organic food trend. The Vogue magazine is publishing
the food supplement bisnnuslly to represent the new and trendy focds from the eye
of food photographer in a similar manner that of the fashion photographer interprets
the season's new looks. In the case of perfume bottles the link between the fashion
is even more visible; the crucisl need to store and package the perfume, the
solidification and morphing the natural product to a tangible object is achieved
through the design of it's bottle. Having a role of recslling iis sctusl smell, the bottle
creates a desire fo consume the nstursl product.

Shaping the liquid components of the food culture like ¢live oil or wine draws 3 similar
case. In that case the bottle funciions to recall the actual taste of the product and
craates an appetite to consume it. Moreover the ritual of consuming wine becomes
more evident than the actual product itself. It is @ component of taste, tasting, the
gless used, service and appropriate gesture of holding the gless ect. We activate our
five senses {o perceive and consume the food. The feelings crested through the
senses are not only sought for the end product, but alsa could provide s valuable
insight to understand the feelings of designer in the design process. The emotional
response of these senses could improve the creativity and observation skilis of a
designer for different design experiences.

Based on the relstion between food and design culiure s practice based resesrch
has been done for fashion design experience .In the first siage a group of fashion
design students sre asked to use their five senses to creste their individus| texiures,
forms, colors and compositions based on thelr personal feelings. In the following
stage they are asked to use their senses to perceive, feel and interpret certain types
of foods fo experience different kind of colors, texiures and lines to translaie in fo
fashion design experience. It is clear that not only the end product of design, but also
the process of designing could activate senses stimulating slternstive design
experiences.

Keywords: Fashion, Food Culture, Five Senses, Design Research, Creativily.

The food being a core element of life culture provides an aesthetics
of living through various means of representation from the
environment that it has been consumed to the package in which it
‘has been stored and presented. The need to beautify and to
promote the healthy food connects it more closely to the fashion
world; there are fashions of consuming and presenting the food;
return to nature' tendency brought forth the ecological gourmet
culture which is followed by the global circuit of local food, and
ended up with the organic food trend. The Vogue magazine is
publishing the food supplement biannualiy to represent the new and
trendy foods fraom the eye of a food photographer in & similar
manner that of the fashion photographer interprets. the sesson's
new looks. Food becomes almaost a piece of art work with its visusl
configuration.. :

In case of shaping the liquid components of the food culture like
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olive oil or wine, the question arises as "how to solidify the food to
present it?". In that respect, perfume, wine and olive oil could live
the same destiny. Needless to say that the link between perfume
and the fashion is more visible due to the crucial need to store and
package the perfume, the solidification and morphing the natural
product to a tangible object is achieved through the design of it's
bottle.

Having a role of recalling its actual smell or tsste, the botile as
design entity creates a desire to consume the natural product.
Moreover the ritual of consuming wine or olive oil becomes more
evident than the actual product itself. It is @ component of taste,
tasting, the glass used, service and appropriate gesture of holding
the glass. We activate our five senses to perceive and consume the
food. The feelings created through the senses are not only sought
for the end product, but also could provide a valuable insight to
undersiand the feelings of designer in the design process. The
emotional response of these senses could improve the creativity
and observation skills of a designer for different design experiences.

Based on the relation between foeod, fashion and design culture, a
practice based research has been done with fashion design
students. The project has been run with 2nd and 3rd year Fashion
Design students of lzmir University of Economics, Faculty of Fine
Arts and Design. In the first stage, the students are asked 1o use
their five senses on wine or olive oil to create their individual
textures, forms, colors and compositions based on their personal
feelings.

The food is one of the essential elements to experiment our senses.
Therefore in the first part of the project, the sensorial experience
has helped to express designer's feelings, emotions and reactions
against the source of inspiration. By choosing an element, object or
form of food related to wine or clive oil, the students are asked io
express and visualize their sensorial experience through
association of words with images.

Within this sensorial experience, the first contact with the choosen
element had become the starting point for the design process; in
other words the feature which attracts or motivates one of the
senses of the experiencer/designer; its shape & colot/seeing ; iis
texture & skin/ iouch; its voice or sound/hearing; its odor,
smell/lsmelling; its tasteftasting. Through that experiment the
assocation of the choosen element of the food, with a certain
culinary experience has been built.

Workshop on senses

To suppori the sensorial experience, the students are asked to bring
materials and objects that have colors, textures, smell or sound that
they can associate with the food they have selected. Through the
use of their senses to perceive, feel and interpret certain types of
foods to experience different kind of colors, textures and lines, the
students created analogies to be transformed in to_design practice.
It has been clear that not only the end product of design, but also
the process of designing could activate senses to stimulate
alternative design experiences. At the end of the workshop each
student came with a certain approach being more focused to certain
senses they activated io perceive and experience wine or olive oil.

As a means of presentation of the ideas and feelings throughout the

sensorial research the mood boards were used to visualize the
concept. The images produced by first hand observations and
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sensorial experiments on the food are combined with other
conceptual images and some textures and fabrics. 'Mood boards
represent a visual and multi-sensorial (texture, movement, sound)
means of communication, which may have value in assisting
communication and inspiration during the design process.’
(McDonagh and Denton 2005).

“Deformation” by
Ersel Orge:

he texture of
rinkled olive is
associated with
exture of aged skin
f olive preducers
mainly through the
un expose and
abric’s texture,
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“Transformation” by Duygu Atalay: Ontological experiment by touching and
tasting liquid wine, solidified and crytallized wine, and mixture of these with cork.
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“Re-Vintage” by
Ekin Erez:

extures and colors

f barrels which

erve as the main
instruments of wine
making is taken as
inspiration.

87

i ! [TETH R 1



Thesely e eve gy o e o i, . Life Elixir” by |
opuigten e} sl ‘ imge Yulselen:

Purity of alive oil is
translated into the
idea of "purificaiion”
of body and soul.

Through the visual records of multi-sensorial and oniological
experiences, the mood hoards that students created, gave clues
about their inspiration from a certain aspect or feature of clive oil
and wine such as raw product's texture through its touch,
instruments used in wine making and preserving, the taste of olive
oil and wine, eniological experiments on physical features and the
ways of solidification for a possible design experience.

Cultural Identity of Wine and Olive Qil

The connection between food and culture is clear. In a broadcasting
advertisement of an ltalian kitchenware company it says: "The
ltalian flag takes its colors from mozzarella, tomato and sweet basil/
bazilico". "The culinary culture is a producer of national identities in
representation of shared symbols."(Actis 2003: 54)

The association of cultural value with the physical features and
aesthetical elements of food could be exemplified through the
relation of wine and bleod. Scientific siudies on benefits of wine to
health, state that wine may function as the blood of life, by lowering
the healih risks asseociated with high blood pressure
{http://www.webmd.com/content/article/94/102702.htm).

Association of wine and blood has it roots in the history of ancient
civilizations, related to wine making and viticulture. For example the
connection between wine and bloed in early yptian culture has been
represented by Shesmu, ancient Egyptian demon-god of the
underworld. Being known as a slaughtering demen, ged of precious
oils for beauty and embalming and @ god of the wine press, he was
thought to be a helper of the justified dead, offering them alcoheolic
red wine {fo drink. Yet he was also seen to be 8 demon who would
tear off the head of a wrongdoer, throwing the head into the wine
press to squeeze out the blood as if it was grape juice
{bttp:/mww.crystalinks.com/shesmu.html).

The most common relation of wine and blood comes from the
Eucharist theology of Christianity in which Blood of Jesus is
accepted as the wine. The importance of this association was not
only coming from the theological belief, but also from socio-
economical reasons. At @ ime making and selling wine had been
declined slong with the decline of Roman Empire by AD400,
viticulture could have recovered that crisis thanks o that sacred
identity of wine promoted by Christian church. Especially the
monasteries around the Burdungy region in France, and Benedician
and Cisterian region in Germany became the main centers of
making and selling wine. {Doger 2004: 35)

Probably taking iis roots from that symbolism, today wine is
associated with blood in the expression of closeness of body and
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soul:

"I got rad bload, d@nd | got blood red wine Which | bring you,
when the snow is heavy on the ground If you say where go
' just, wrap my cloak around.."

from the lyrics of "Biood Red Wina" by Rolling Stones

Apart from the spiritual meaning, wine has become a means of
social gathering. Grape harvesting has not anly been a sign of
taking the first fruits of wine making and commaerce through its all
manual instruments within the local and traditional ways of wine
making, but has alsc heacome a means of celebratian of the fertility
of the land, thus one of the fundamental social aranas of wine
serving and drinking. The scenes of harvesting and pressing wine
have always bean subject to wall paintings and carvings of Egyptian
culture, and amphoras of Anatclian, Greek and Roman culture.

Thea mast meaningful contribution made by Greek cultura to wine
was the devotion of a God , Dicnysos as the God of wine and
entertainment world in Greek mythology. Apart from his mythical
character, Dionysos's gift to today's culinary culture has been the
custom of tasting wine when the botfle is opaned by the ownar of
the dinner, due to the "share of Dioynsos" which had been known
as a symbol of tasted wine during the wine drinking session-
symposion by the guests of a typical Greek dinner ,which was
cpened even with a pray for Dioynsos by raising the glasses in a
toast (Glrsay 2003: 22).

In transition from authentic local production of wine to its industrial
praduction and globalization, its cultural value and associations has
also been subject to change. A critical change addrasses the fact
that "the family origins and its authenticity are forgotten with an
emphasis of quick satisfaction and standardized tastes'. As
Jonathan Nossiter puts it clearly with his documentary film
"Mondovino" (2004) through his main characters such as Franch
vintner Aimé Guibert saying "Wine is dead". in developing an
attitude towards globalization Nossiter is not alone. Slow Food
Movement which is foundad in 1986 in the foothills of Italian Alps, in
an area known for its rad winas and white trufflas, cancentrating on
dedicating to preserve and support traditional ways of growing,
preducing and preparing food had declared its manifesto in direct
responsea to the opening of McDonald's restaurant in Piazza di
Spagna of Rome; "A firm defanse of quiet material pleasure is the
ornly way to oppose the universal folfy of fast life". In tha mid 90s the
slow food movement, developed a new political dimension called
aco-gastronomy (Stile2001) being a dynamic layer of agro-food
systems, became & sign of @ social experimantation as a creative
community (Manzini 2005: 4).

On the other hand global circuit and cross-cultural consumption of
local and authentic food, creatad ancther kind of "otharnass” coping
with the logic and practicas of Oriantalism.” The prasance of 'Cther’
in the global food market exposes new ‘exotic experiences', leading
to an adaptation of process of distinction as ovarexposed
experiences and especially culinary expeariences that are viable in
most classes bacome uninteresting in bourgeois taste" (Actis 2003:
62).

Angcther critical transfarmation in socio-cultural dynamics of culinary
culture has been gender roles and regulation of the female body in
consumer scciety. It is ironical to remind that it was forbidden to

drink wine for women in the Ancient Greek and Raman culture

whereas today wine drinking and tasting became a shared activity
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between men and women having @ more unisex and democratic
character rather than being male dominated activity. In other words
the contemporary image of metropolitan women eating outside and
raising their glasses in @ toast with men beceme a sign of "mobile
liberation of the body from the female domestic space” (Actis 2003:
286).

On the other hand freedom of female body has been subject to
regulation and disciplination by patriarchal norms of femininity in the
capitalist society. 'Fashion has been become an important means of
the objectification of the female, at an extent that feminization was
required to designate the aesthetics of fashion.' (Lehmann 2000} In
a similar way culinery culture related to wine and olive oil
designating new fashionable modes of consumption, through
popular mesns of regulation of the body supported by the discourse
on benefits of a fit body.

Especially in the case of olive oil which is known as "golden oil"
throughout the history, not only because it was & remedy for the
physical body, being a miracle oil for beauty of the skin, but also the
symbolic value and spiritual power of the olive branch believed to
bring victory, peace, happiness, sacredness, prosperity and
generosity. Therefore the new image of olive oil in the capitalist
society ¢an be easily supported by the historical knowledge and its
cultural heritage as @ representation of Mediterranean culinary
culture and by produced legends on the benefits of olive oil for
bodily experiences.

The relation of olive oil with bodity experiences for ornamentation of
the body was much more evident than its use in culinery culture
through its historical evolution. It was known as the oil of goddesses
and divine with its sweet smell, special taste'and mirsculous power
of seducing, used to rub the body. The cil's fiuid shiny character was
always represented in an analogy with the rhythmic movements of
the dancing bodies and, touch and lock of s fluid, shiny fabric in
Greek mythology. Homeros was even taking this metaphor further
and makes us think that dencers’ and young gitls’ dresses are made
up from oiled yarns, by telling us the oil was dripping in the fioor
from the hems of the skirts of the girls. (Hehn 2003: 75)

The poetical and aesthetical character of the olive oil, as
represented and seen was coming from the metophors relsted to
visual senses rather than its smell; thus the relation of oil with
anything as the beauty of the body or skin was much more related
to its visual texture with the definitions as oily, shining, brightly and
gleaming.

The traditional use of olive oil in relation to body within the traditional
fight, oil-wrestling presents another character of the miracle oil. The
custom of pouring olive oil to the body by wrestlers has more
functional purposes rather then decorsting the body. Besides
helping to prevent rival's easy attacks and making the fight more
struggling and more longer with the slippery bodies, the use of a
thick layer of olive oif on the body was helpful for warming-up and
softening the wrestler's body, thus protecting the skin from possible
harms and injuries caused by falling on the ground. (Unsal 2003:
62)
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"Dancing
Emotions” by Nimet
Erkam:

he metaphor
between the clive oil,
| [bodily movements of
dancers and shiny
and fiuid texture of
he oil is used.

Cultural Research for Dasign Concept

Acknowledging cultural value of wine and alive ail, the sacond stage
of the praject is formulated to make a research on culture, lifestyle
and culinary habits with an understanding of olive oil and wine in
tarms of cultural heritage, life culture, contemporary art and visual
culture considering the issues belaw;

1.Cultural Heritage: Food cultura, traditional and cantemparary
understanding of health and beauty related to Aegean and
Meditarranaan culture, traditional use and meaning of wina
and olive oil in Anatolian culture; national and cultural culinary
identities through the ways of growing, preparing and eating
and drinking food

2.Culinary Culture as a part of Life Culture: Lifestyle and
culinary habits with reterences to matérial cultura, tha
differences and similarities batween authentic agro-systems
and "Fashionable” ways of prepari) and social experimeantation
and palitical character of culinary culture (as in the case at
Slaw Food Movament, which accelerated its rhythm aspecially
aftar 11th of September) aor cross-cultural consumption of
diffarant cuisines, creation of the new 'exatic’ tood in the global
systam. '

3.Art &Visual Culture: Analysis of a visual art wark, painting,
sculpture, photagraphy or fim or and artist and iconic
charactar that could be associated with the wina and oliva ail
cultura and contemporary culinary scenarios

Concerning these issuas, each studant came with a unique design
concapt that they can associate the 'sensual approach’ with the
‘cultural’ concept based on a particular scanario of aating, drinking,
production and cooking experiences and rituals of wine and olive
oil, culinary habits ar considerations on health and beauity.
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"Toste of Leof” by
Melis Gence:

Cocking process of
Sarma as 2
Mediterrenean dish is
lanalyzed

"Touch of Oil” by
Salim Ciftgi:

[Through the
movements and
interaction of bodies
with oil in traditional
Turkish sport
oilwrestling, the
relation with oil and
skin is taken as
inspiration.

Through locking to popular culiure, artistic influences and
contemporary means of making and drinking wine, different cultural
connections are discovered for different design scenarios. Some of
the movies like Sideways (2005) by Alexander Payne, which is
about an celebratory trip of two friends to the vineyards of South
California, over viewing contemporary wine culiure through wine-
savvy characiers who are impersonalized by some wines, or like
Gegen die Wand (2004) by Fatih Akin which gives references to
post-punk street culiure, through differentiation of cultural identities,
and the notion of 'otherness’ in cosmopglitan cities are taken as
inspiration.

o)
e

. |
With 2 r % B
Leondyy grow 4 ,‘ii}z
& SR AL

raveal ohe olood. .o

""Pure Blood” by Merve Condag: Relotion between wine and blood is sought
through sensual and ontological experiment on fabric’'s texture; References to
Fubculture represented by the film Gegen Die Wand are used to conceptualize the

ashion aftitude
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From Concept to Fashion: Daconstructing Fashion

One of tha raasons of associating the wina and olive oil cultura with
fashion in a projact was to develop a research methodology for
design practice which staris with multi-sansorial exparience and
ontological research and improvad by socio-culturai research to end
up with an original design concept. In other words, the food became
a good instrument for being a design source, in spite of the fact it
was irrelevant to tha language and system of fashion, to start with
an experimental designing process, rather than looking at directly to
the world of fashion for designing a garment.

On the other hand as it has already baan mantioned in the
introduction part, contemporary culinary cultura and fashion culture
are both feeding from and serving for the same culfural atmosphare.
As Coco Chanel said, "Fashion is not only in the garments, it is in
the sir". That was the view point of Chanel to understand her time
and to breath in the cultursl climate that surrounds her. If Chanel
was the mother of modernism in fashion, Charles Bsudelaire was
tha fathar of modernism, believing that fashion has played a vital
role to understand the dynamics and mechanism of modern lifa.

In the modern sociaty, new ways of "culinarization of the self" (Actis

2003) is no more different than shaping and regulating of tha salf. In
fashion the notion of 'time' draws the character of tha new, as
modernity does to underline the difference of the new from the old
and, the present from the past. "Fashion and modernity, as the
expressions of elementary prograss need tha past as {ra)source,
only to plunder and transform it with an insatisble appetite for
advance". {Lehman 2000: 9)

Therefore within this study understanding past was important. But,
instaad of historical research of costumes, the traditional, authentic
or mythological charactar and historical evolution and cultural
heritage of wine and olive oil have been mora referential, to coma
up with a new, experimental and modern ides of dasign.

Another concern of this study was redefining and reshaping the
body, through deconstructing ‘tha fashionablg'. This has bean
achieved through the critical anslysis of the issues of a dasign
process explained below;

1.Rathaer than translsting tha visual Ia'nguage in to & 'trendy’
look that could be visbla and commercialized within the global
fashion system new expressions and attitudas of fashion has

been sought; developing a fashion philosophy by questioning .

the meaning of fashion; such as fashion for pleasure, fashion
for taste, fashion for a social concern, fashion for
axperimenting the matarial, fashion for memorizing the cultural
haritsge fashion for spiritual satisfaction, fashion for utility,
fashion for sesthetics, fashion for a dislogue, ect. by
questioning why and what to waar. '

2.Tha standards of beauty and femininity and the conventional
gender roles in the consumerist society which transforms the
femsle body to a mere object of dasira and ornamentsl display
through fashionable modes of imaga formation has been
questioned. The possibility of slternativa, yet aestheticsl
gestures, postures and shapes of femininity has bean sought
through association of wine and olive oil with the human body;
ontological study transformed in to anatomical one by
morphing the liquid elemant of food in to an anatomical form,
constructing the fabric as a metaphor of the shape of wina or
olive oil. '
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3.Rather than concentrating on visible modes and shapes
suggested by culinary culture and fashion, it has been
concentrated on the possible ways of contribution of wine and
olive oil to the kitchen of fashion design; focusing on their
ontological existence through activated senses; therefore the
process of designing become an accidental and evolutionary
process like metamorphosis by the use of analogies, rather
than a stylistic visual expression.

4.According to Simmel, two social tendencies are essential to
the establishment of fashion one being need for union and the
second is need for isolation. Fashion like all other socisl
agendas is fed from the conflict between "adaptation to society
and individua! departure from its demends". (Simmel in
Barnard (1996): 11) Following Simmel's statement, the need
for individual departure led alternative and counter movemenis
through subcultural affiliations throughout 20th century fashion
history especially between 1950s to 80s. By the 90s the
fashion system gradually started to loose it independence,
softening its sharp edges of counter-hegemonic attempts and
become indispensable mechanism of globalization.

The freedom of working and designing within a design
academy faciliiated to feed the mechanism of individuality
rather than conformism. Therefore rather than concentrating
on the sesthetics and values of global fashion system which
creates a dominant cultural paradigm through stendardized
shapes and tastes, authentic values, local traditions, creative
communities for counter-hegemonic responses and
subcultural affilistions has been sought. With an objection to
the way that the local, authentic or traditional has been
represented as 'exotic’, even regarded as the 'other’ within the
globalized fashion system or culinary culture, the original
social experience and the cultural value has been taken as a
source of depariure for designing.

5.Fashion has always been accused for being artificial or irivia
with an argument that all fashion and clothing can do is to
decorate or prettify the body. (Barnard 1896: 17) Obviously this
claim is exaggerated, but st the same time it is not far from
equating fashion with ephemeral rather than being
fundamental. Baudelaire had a more positive attitude defining
it as immediate, unpredictable and the charm of constant
change. The fashion system has to fed with the new ideas
which could live only for 2 season to be replaced by the other.
To overcome this ephemeral and artificial character (as a
sublime deformation of nature (Lehman 2000: 20) s more
experimental approach is adopted within this study ignoring
the logic of season and the trend. Therefore the experience of
designing @ new dress was not an output of a certain fashion
cycle, bui rather it was a natural output of a sensorial,
ontological and cultural experiment. The design language has
been developed in terms of defining the shape, line, cut,
construction details, volume of the garments; functional
elements, cutting and sewing details of siyle elements;
pockets, arms, collars ect; the color story, fabric choice,
accessories and trimmings through a maiching by creating
analogies with the elements of visuslized design concept.

The project is finalized by translating the design concepis and
fashion attiiudes in to language of fashion design to reaslize a
garment. Through the process of sketching and filtering designs;
completing the illustrations following the mood; designs are realized
through flat sketches, pattern development and cutting through the
use of draping and construction along with creative sewing and
finishing techniques.
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26 projects with prototypes has been reslized and exhibited in
Faculty Of Fine Arts and Design halls in izmir University of
Economics within the frame of the Agrindustrisl Design Syposium.
The outcomes of this project had slso been presented in a fashion
show organized by Turkish Embassy in Islamabad. 8
moods/themes that define different design philosophies &
approsches to wine and olive oil, not only reflectad in the -
choreography and musical scores of fashion show, but also in the
installations of exhibition ares. The definition of themes by their
projects is as follows; .

1. Local; Covers projects based on iocal identity of wine with
its production processes and cuitural indicstors. The concepts
are reflected to textures, materials and forms of garments in a
manner of recycling and reincarnating the traditional clothing

style.

"Re-vintage" hy
Ekin Erez:

Colliding the two
world in one; one
belonging to
wviticulture in America
with references to the
film “Sideways", and
the other heing
related to the
production and aging
processes of wine
with a local taste in
IAnatolia: Taste of
vintage wine has
been represented
through combination
lof authentic clething
lelements which come
up with a kind of
"glocal” look.

"Motorbike&
Village™

by Manelya
Incecgullar:

A love story between
la girl who brews and
isells wine living in
ISirince and
motorcyler visitor; the
lgarment reflects the
marriage of local &
metropolitan values
_through the use of
fabrics and structural
clements.

Wy mannlva theeadulbars

2. Pastoral; Covers projects that are treated with 5 romantic
sttitude towards natural besuty, poetical language through
flowing rhythm of colors, forms and sounds of natural
materials. Appeals to s kind of woman who is concerning about
besutifying herself with gifts of nature and heslthy lifestyle.
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1 [FGuess the Flavor”
by Deniz
Demirgiftgi:

Starting with the
experience of tasting
wine, created an
analogy between the
visual sense and
taste of wine, The
form of wine glass is
| transformed to
woman's figure to
taste the fluidity of
the form. Fruity wines
lare eftective on
colors

NPT ORI TR

3. Mediterranean; The projects based on life culture, culinary
habits and lifestyle of contemporary Aegean and
Mediterrenean culture are in this group. The colors, the joy of
life, the forms related to metaphors of foods and
Mediterrenean architecture are all representative of this mood.

Left; "Medi-terra-nea-nation™ by Cem Gliner: Inspired from Mediterrenean nature
nd environment which meditstes through its colors and sources.

Right; "Cooking and Living” by Hande Karabagli: Story based on a Turkish
oman who transforms her house to a Turkish restaurant in Greece, which includes

most tasteful dishes of Turkish cuisine made of olive oil.
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‘Taste of Leaf” by
Melis Gence:

IThe analogy of
preparation

of the Mediterrenean
i dish to the
construction of the
lgarment with a
wrapping action of
the: fabric around the
body.

4. Nostalgia; A cultural and historical approach with a
retrospective 100k to making and consuming of wine and olive
oil. The designs hava tha character of contemporary style of
decorum with a flashback to icons and idols of the past.

Left and top: “And God Created
Brigitte Bardot” by Miisliim Aksydin:
Inspired from Bardet's passion to wine.
Left, right; “Journey to Past” by
Seyhan Deniz Reis: Inspired from
Burdundy wines.

5. Expearimantal; Covers projects which ontological
experiments on olive oil and wine transformad in to garmant
construction and movement of fabrics. The mood represents
an underground youth culfture who has no expectancies about
fame, wealth or status except enjoying the danse minimal
pleasures of life with a rabeallion mood.

“Hopes in-a Bottle” by Nazlihan
Dikmeoglu: Takes inspiration from the
underground culture of street beggars.
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“Pura Blood” by Merve Candas:

IA madern outfit is dasigned in white
and red, red being a reprasantatian of
blood and wina splashed from the
static white body.

st
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“Transformation” by Duygu Atalay:

Grapa turns in to wine, wina turns in to
ice and crystal, and all af them twins in
to movament of tha fabric.

6. Spiritual; Spiritual and philosophical maod guestioning the
issues of reflection, purification and deformation of the body
and soul with a metaphysical attitude towards making and
using of wine and olive.

“Deaformation of
Skin” by Ersel
Orge:

rinkled texture and
ged skin of the olive
armer is represented
by a draping
anstruction of the
arments through the
Lse of crinkle fabrics.
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“Life Elixir” by Simge
Yiikselen:

Spiritual purification
through olive oil is
represented by taking
references from sufism;

i |[body is reminding the

whirling movement of a

the two layered garment
symbalizes

the: ritual of whirling
dervishes,

including a long black
lcocat and

& narrow ecru dress in
which the circular
movement of draping of
the fabric around the

fluidity of the oil and

kervish.

7. Ethnic; Based on interaction between olive oil and skin, tha
notions of beauty, fluidity and rythtym is transformed in to the
movament of fabrics. The movement of the body in traditional

sports and dances is taken as inspiration.

5
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eft; “Touch of Qi by Salim Ciftgi: Slippery bodies of the wrestlers ar

represenied by shiny fabric in clive cil color, and fighting action is represented b

plaid like and knot like fastening details of the construction.

Right; “Dancing Emotions” by Nimet Erkam: The metaphor of shiny and glittering|
movements of dancers in Greek mythology through the use of oiled yarns of thei

dresses, is represented by fluid fabric and draped contruction.

99

LN ERE L



8. Orient Deluxe; The projects in this group are bridal wear
and wedding dresses.

An important part of a lifespan becomes a metsphor for the
olive tree. Through the iconic characters taken from Ottoman
culture and cross-cultural influences on grooming&beautifying
oneself the traditional elements are treated in an eloquent and
fuxurius way.

v»"‘"""“&,;

“Lifespan” by Emel
lAyal:

The olive and olive oil
which refers to birth
and death in Greek
mythology,
transformed in to a
wedding ritual and
wedding gown which
| lis @ symbal to bring
two different living to
gather.

{ #Refika” by ipek
Aygll:

Inspired from the
mystery of beauty by
he olive oil soap,
Refika from Adatepe

ilage like the Greek
girl Refika who found
it from olives in the
past.

Conclusion

Wine and olive oil being the most ordinary and commaon eiements
of aur traditional food, contemporary culinary culture and our bodily
experiences hove been the source of an experimental design
practice, within the frame of fashion design education. The point of
departure acting as a resource of design, has not only been
instrumental for self-training of a designer to discover and utilize
his/her senses and emotions, but also provided an ontological
experiment with different modes of its physical entity. In addition to
this, wine and olive oil being the core elements of agro-industriai
saciety had a long history with variety of stories, mesnings and
myths in relation to human experience throughout their life span,
supplied @ body a knowledge for a socio-cultural research, thus
offered a rich source of inspirstion for an experimental and
conceptual design practice for fashion, incependent from the
fashian itself. The experimental nature of design process illustrated
that the process of designing could be important as the end product,
even being more expressive about the cognitive and intellectual
nature of designing. Developing a certain attitude to fashion and
translation of the design concept to a particular fashion concept
through matching the ontology of a dress with the visual elements
of the concept ended up with a critical view to fashion.

Rather than following and fiting to conventional and globalized
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means of representation of fashion or consulting to commercial
fashion trends, alternative and individual modes of expressions,
identities and aesthetics are sought. Therefore the accepted and
popular nature of the fashion has been deconstructed.

Projact Supervisors: Sdlan Kipéz, Ozge Dikkaya Goknur.
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ABSTRACT

This paper examines the impact of package preference on perceptions of the brand
image. It also investigates how package can be used as an extrinsic cue by
consumers in evaluating the product performance, and the impact of packaging on
brand value. An empirical study using olive oil packages was conducted to find out
the effects of package preference on perceptions of product performance, product
quality, product value and communication effectiveness, which in combination
constitutes a major part of the brand image.

Keywords: Package, Packaging, Brand Image, Product Value, Product Quality.

Introduction

In taday's understanding of marketing, brand and brand relatad
issuas canstitute an extremely highlighted area. The impariance
givan ta brand, and particularly to brand imaga can be easily traced
via the plethara of articles emerging in the field. It is ganarally
reparted that a favarable brand image enhancas choice of the
praduct, strengthens the relation with tha customers and halps ta
generate lang-term profits.

Brand Image

Brand imaga is a vital campanent of brand aquity. Alang with brand
awarenass, brand layalty (Keiler, 2000), parceivad image and other
assets that a brand may have -such as logo and slogans- (Aaker,
1996), it canstitutes the cansumer side of brand equity (Ailawadi,
Lehmann and Naslin, 2003), which is ane of the most valuable
assats af tha campany. Brand image is a sat of assaciations that are
farmed by the sida of tha cansumers. Dabni and Zinkhan (1990)
define brand image as the meaning cansumars associate with the
praduct. It is tha consumer’s tatal understanding of tha brand and
basad on the cansumers' exparieances, impressions and
perceptions af the functional, emational, and symbalic banefits the
brand pravidas. Other than experience; reputation of the producer,
the country of arigin, paint af distributian, packaging, the farmat and
cantent of tha advertising presantation and the infarmatian flawing
from various saurcas -such as reference groups- ¢an influence the
image af a brand. As noted, these associations play an impartant
rale in consumers' praduct evaluations and choices. Brand
associations are fundamental tao our understanding af infaranca
making (Alba, Hutchinsan, and Lynch, 1991), catagarizatian and
summarizatian (Sujan, 1985), product avaluatian {(Braniarczyk and
Alba, 1994), parsuasion (Greenwald and Leavitt, 1984), and brand
equity (Keller, 1933, 2000). Studias have confirmed that cansumers
raly haavily an brand image to assist in thair purchase decisian,
50% of shappars were found ta purchase with a brand image in
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mind (Wilson, 1997). Furthermore, other researchers found that a
significant relationship exists between a brand's image and the
intention to purchase that brand.

The Importance of Packaging

Packaging, although stated as one of the elements playing role in
formation of the brand image, is unfortunately remains ane of the
least understood. Packaging is referred as the fith P of the
marketing mix (Nickels and Jolsan, 1976) and it is usually
suggested that that s well-designed package can create
convenience and promotional value for the product. Nevertheless,
package is still considered as a simple feature of the product,
whose aim is primarily to preserve it. This approach reveals itself in
considerable efforts of many firms, which try to reduce costs by
sacrificing packaging. However, mast of the time a package serves
to just mare than protection and preservation. Far many products,
especially relatively homogeneous caonsumer non-durables,
packaging is a critical strategic element for brand differentiation and
identity (Underwood and Kiein, 2002). In an environment where an
increasing number of products are sold on a seif-service basis, a
package may operate as a "five-second commercisl” and
differentiates it from the competition (Rosenfeld, 1987). With the
labels it carries on, a package gives intormation about ingredients,
quantities contained within, durability of the product, storage
information and the name and address of the manufacturer.
Moreaver, Garber {1995} indicated that a prestigious package
increases the consumer's willing ta buy, for its appearance and
associated image. Packages also contribute to instant recognition
of the company and the brand (Kotler, 2003, p.436) and it increases
the sttention and probability to buy (Underwood and Klein, 2001).

Despite the stated importance of packaging, the mechanisms
underlying this issue are ususlly taken as granted and scarcely
studied by schaolars. How, for example, packaging communicates
the consumer? What does it tell about the praduct, the quality, and
the brand? Does a consumer make inferences about the brand
image by just observing the package? May he or she assess any
informatian regarding the price or other product attributes? Does the
preference of a package have an impact on willingness to pay
more?

How packaging may affect brand image?

In this cantext, we propase that packages may play a key role an
brand image formatian. By abserving the package, consumers may
arrive at a conclusion about the soft attributes of the product, such
as quality, as well as hard attributes such.as perfarmance, durability,
serviceability of the praduct or reputstion of the producer. The
consumers may also use packages as a cue for price perceptions,
a higher priced product may be considered as acceptable if the
package is preterred and held favorable far the consumer. In ather
words, a favorable package may enhance the willingness to pay to
higher amaunts. Packaging may also help consumers to torm an
understanding of the quality level of the praduct. Besides, it
pravides valuable infarmation in assessing the effectiveness of
cammunication effarts.

These four elements, i.e. product stiributes, value, perceived quality
and communication effectiveness, are the mast important

. contributars of brand image. The information obtained from these .

elements is stored as a set of associations related ta the praduct
and in general, they form the brand image ot that particular product.
Therefare in this research, attributes, value, perceived quality and
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communicability of the product are taken as indicators of brand
image, and the impact of package preference on them are studied
accordingly. '

Preference of a package may be dependent on several facfors.
Firstly, it shall be suggested the package should be adequate for the
product. For example, a liquid cannot be packaged using a paper
box. Therefore, a package should be sufficient to preserve the
product. In addition, a package should be easy to carry, and perform
as expected. Nickels and Jolson {1976) state that consumers dislike
and avoid buying packages that leak, which are too heavy or too fat,
or uneasy to use. Aesthetics is another imporiant factor affecting the
package prefarance. Kotler (2003), states that consumers may buy
a product only because its package is elegant. Some consumers
even buy some products because they believe that they can use the
package for other purposes later. Shape and color are two
imporiant contributors to package sesthetics, which are studied in
this paper. Attractiveness and labeling can also influence attitude
towards package and hence, package preference.

In this research, olive oil packages are used as s medium to arrive
at inferences about the brand image. Olive oil, which is an important
element of Mediterranean diet, has a rapidly increasing share in the
overall oil market alt arcund the world. Turkey, although is one of the
most important producers of olive oil in the world, faces a chronic
problem in marketing its olive cil to world markets. This problem is
not due to the quality of the oil, but just arises from the lack of a
favorable brand image. On the other hand, Italy and Spain has a
great share in the clive oil market and a “fine, healthy clive oil" is
usually associated with "produced in Italy” or "produced in Spain”
labels. The interesting issue is that some of the olive oils packaged
in ltaly or Spain are exportad from Turkey in bulk form and are in
fact of Turkish origin.

The recognition of this problem led some major olive oil firms in
Turkey to focus on brand image. Along with other marketing tools,
these companies are trying to form a favorable brand image with the
use of elegant bottles and tin packages. The basic question of this
research is enrooted in these attempts: How and to what extent a
package c¢an influence the brand image? Should we perceive
packaging as a major confributor to costs, or look from the opposite
side, which proposes that packaging is an extremely important tool
to create a favorable brand image?

Research Methodology

A quantitetive research was conducted in lzmir University of
Economics. The primary purpose of the study was to develop a
comprehensive perspective concerning the relationship between
package preference and brand image formation.

Model!

Underwood and Klein (2002), in an article where they examined the
effect of product pictures on consumer responses to the brand,
proposed that package design gives rise to several decision
outcomes including attitude towards package, brand beliefs and
brand evaluation. Atfiftude foward package represents how
favorable subjects' evalustion of the package is. Beliefs about brand
attributes define the knowledge structure that the consumer has
about specific characteristics of a brand. Finally, brand evaluation is
the measure of & consumer's overall attitude toward a specific
brand.
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Following a similar approach, preference for a particular packaga is
an oversll measure of attitudes toward the package. We proposa
that package preference directly and pasitively influences the
assassment of brand image. In other words, the more favorable the
attitudes toward a package, the more favarable the inferences
regarding the product aftributes, praduct value, product quality and
communicability of tha product. These four variables then form the
overall brand image. This madel is depicted in Figure 1.

Tha overall measure of attitudes regarding the beauty,
attractiveness, elegance, usability, color and shape of the package
are taken as the indicator of package preference. Product attributes
such as flavor, lightness or scent; quality indicators such as
praducer's reputation or trust for the brand, advertisement
frequency and interestingness of ads indicating communication
effectivenaess and price as a sign of value are taken as dependent
variablaes.

Package Preference Inducements

Besuly Product Attributas

Wttractiveness Parceived Product

Elegance ,:> Quality :> Brand Image
Usability Product Value

Color Communication

Shepe Effectiveness

Figure 1. Model of the Study

Research Instruments

A survey questionnaire is employed ta solicit attitudinal and
demographic information from respondents. Respondents were first
shown six different packages having different sizes, shapes and
colors, and made of various materials including glass, tin and
plastic. Each package was labeled as A, B, C, D, E and F. Far brand
anonymity purposes, actual lsbels were nat used. Priar to
prasantation of questionnaires, respandents were asked to examine
thesa packages far a few minutes. The packages used in the
research ara presented in Figure 2.

The questionnaire was composad of mainly three sections, other
than the part that asks far demaographic informstian. In the first
phase, the respandents were asked to evaluate the beauty,
attractiveness, ealagance, usability, color, shapa and general
preference for each package on a five-point strongly agree (5)
strongly disagree (1) Likert scale. In arder to svoid canfusion and
baradom, a 6x7 (Number of Packages x Number of Statements)
matrix structure was used.

In the second phase, respondents were informed that these
packages wauld be used far olive oil and their evaluations regarding
the product afttributes, product value, product quality and
communication effectiveness were asked. The 16 statements used
in this part were then confirmed ta fit in the proposed headlines by
using factor analysis.

fn the third phase, raspondents were asked to rank packages in
order of preference, providad that all are priced the sama. This
questian alsa served as a crosscheck for the first phase. Later in
this part, respondents were asked ta state the maximum amount
that they are willing ta pay for packages, given the average price of
olive oil is 5 YTL/liter. Data were collected at lzmir University of
Economics fram a total of 51 raspondents.
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Figure 2. Packages Used in the Research
Results

Data were analyzed using One-Way ANOVA for repeated measures
and correlation coefficients. Reliability of the questions was
checked by factor analysis.

Package Preference

The seven statements designed to assess package preference
were incorporated into compound indices, indicating the package
preference for each package. One-way ANOVA test for repeated
measures was run to see whether the preference indices
significantly differ from each other and the order of preference.
Results showed that all packages except for D and F have a
significant difference in terms of preference where & = .05
(Preference of packages labeled F and D was not significantly
different as p= .491). The order of preference was found to be as
shown in Table 1.

Assessment of Brand Image

A total of 16 statements were presented in the questionnaire
proposed to indicate the product attributes, product value, product
quality and communication effectiveness. First, each statement was
tested to see whether o difference exists for each package. The
results revealed that C scored significantly the least for each
statement. 6% of the time, package E significantly scored the
highest, usuaily followed by package A. Packages F, B and D were
usually (32% of the time) couldn't be distinguished significantly for
proposed statements.

Table 1. Order of Package Preference

Most Preferred Least Preferred
E A B F D* C
Mean 4,3669 3,9561 3,4090 2,9589 2,8464 2,0882
Std. Dev. ,5200 7060 7446 7365 ,9828 6331

An asterisk (*) indicates that the mean scores for these packages do not significantly differ for
prefarence.

Subsequently, a factor analysis was run fo identify the major
components of brand image. A total of 4 factors -product attibutes,
product value, product quality and communication effectiveness-
were clearly identified through the analysis. A within group one-way
ANOVA test for these factors was run to find out if the means of
factors were significantly different from each other. Following
ANOVA, factors for each package were compared if they foliowed
the same rank order with preference. The results are shown in Table
2.
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The results of analysis for components show a similarity in order
with those of package preference. Especislly for packages labeled
A, C and E the similarity is perfect. Component scores for package
labeled B also are relatively consistent with preference order.
Insignificance of preference scores for packages labeled F and D,
are also reflected in component scores, which is consistent with the
proposition of this study.

In order to confirm these findings, correlations between package
preference and each component were also found using Spearman's
Rho. Results reveal that significant relationships exists between
package preference and brand image components. The correlation
table is depicted in Table 3.

Table 2. Order of Brand Image Compenents

Brand Image Component Rankings:

Best {Highest for Price) Worsi (Lowest for Price)

Product Attributes E A B* F* D C
Mean 4,2824 |1 3,9088 | 3,5843 | 34118 |2,9961 | 2,176
ICommunication " N N
Effectiveness E A B P F c
Mean 4,0147 | 3,8039 | 31569 | 3,1422 | 3,0049 | 1,8333
Price Level E A F* D* B* c .
Mean 44118 | 41176 | 3,2353 | 3,2157 | 3,1569 | 1,5098
Overall Quality E. A B* F* -D C
Mean 4,2582 | 3,8856 | 3,5163 | 3,5098 | 3,0458 | 2,2026

Package Preference Rankings:

Most Preferred Least Preferred

E A B F* D* C
Mean 4,3669 ] 3,9561 | 3,4090 | 2,9589 | 2,8464 | 2,0882
An asterigk (") indicates that the mean scores for these packages do not significantly differ for

respectiva component.

Table 3. Correlations between Package Preference and Brand Image Compenents

ATTRIEUTES QUALITY A| PRICE A COMI\A. EFF.
PREFERENCE [Spearman's % as
In Rho . 0,455 0476 0,266 0,277+
Sig. (2-tailed) 0,001 0 0,6 0,049
ATTR]BBUTES QUALITY B| PRICE B COMI\é. EFF.
EREFERENCE gﬁearman’s 0.603* 0562+ 0 578%* 0,403
o \ y ) \
Sig. (2-tailed) 0 0 Q 0
A'ITRIICBUTES QUALITY ClPRICE ¢ COMr\é. EFF.
EREFERENCE g%earman’s 0.404** 0.489*% 0.314* 0.472%
) o ) , : )
Sig. (2-tailed) 0,003 0 0,025 0
A'ITRIDBUTES QUALITY D|PRICE D COMI\S. EFF,
EREFERENCE grrzleannan's 0.678%* 0.611% 0.488* 0.435%*
o s \ ; ;s
Sig. (2-tailed) 0 0 0 0,01
ATI'RIEBUTES QUALITY E| PRICE E COMI\é. EFF.
EREFERENCE s?‘earman's 0.300* 0.488% 0.335* 0.14
: o , E , s
Sig. (2-tailed) 0,028 0,002 0,016 0,327
ATI'RIEUTES QUALITY F|PRICE E COMI\g. EFF.
;R':I"ERENCE gﬁearman's 0.205* 0.314* 0.328* 0,187
o : \ g \ )
Sig. (2-tailed) 0,036 0,025 0,019 0,188
** Correlation is significant at the .01 level (2-failed).
* Correlation is significant at the .05 level (2-tailed).
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In the final phase, the willingness to pay for each product was
analyzed and results were campared with previous findings. The
results shawad that willingness to pay for a preferred package was
significantly higher. In particular, respondents indicated that they
should pay "mare” an average 1.40 YTL for package A, .30 YTL for
. package B, .06 YTL far package D, 2.97 YTL for package E and .75
YTL for package F. The maximum amount to be paid for package C
was 2.26 YTL below the average sales price, which is danoted as 5
YTL. The ardered figures regarding willingness ta pay data are as
shawn in Table 4. It should be also nated that the arder of
willingnass is perfectly consistent with package preference
rankings.

Table 4. Willingness to Pay for Brands (in YTL}

E A B F D C
Mean 797,54 | 639,21 530,39 |575.49| 506,86 | 274,50
Std. Deviation 381,71 | 260,25 209,06 |491,97| 389,10 | 177,09
Difference Between
\Average Price Level | 59% 28% 6% 15% 1% -45%
(%)

To sum up, the impact of package prafarence on brand image
companeants were statistically proved by analysis rasults.

Conclusion

Despite the impartance aitached ta brand image, the impact of
packaging on farmation of brand image is scarcely studied. This
study aims to show that packaging is an important element for
consumars in forming an image for a particular brand.

The results show that, by abserving packages, consumars do make
strang inferences regarding the product attributes, product value
and praduct quality. There is also an associstion between the
perceived communication effectiveness of thea brand and its
package. These findings are interesting in sense that, even though
consumers know nothing about the product itself or extrinsic cues
such as price, promation and distribution points rather than the
package, they feel capable of making deductions about these
issues. The preference of a package is positively carralated with the
belief that the praduct contained in it will perfarm as expectad, has
superior quality and higher price. A product being higher priced
indicates that it has bettar quality, as price is usually regarded as an
extrinsic cue o quality (Dodds and Monroe, 1985; Dodds, Monroe
and Grewal, 1991). Therefare, for a package that is likad, the
willingnass to pay is higher as consumers value that product better
campared fo altarnatives.

It shauld be noted that this study is limited in terms of small sample
used in the research. Nevertheless, it provides valuable information
for increasing our understanding of tha importance af packaging
and the influence of packaging on brand image.

This research shauld be taken as a starting point to further research
fo examine the impact of packaging an brand image, brand
personality and finally, brand equity and also shauld be expanded ta
include ather products, especially far those siriving far a better
brand image.
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ABSTRACT

This paper offers a detailed analysis of practices in wine tourism and its
implementation to Turkey. Wine taurism is rapidly develaping in Turkey parallel to the
development of the sector around the world. in this paper, $irince is selected as a
case and a comparison analysis is presented with Messina Hof, a winery in Texas.
The comparisan includes a number of aspects along with the implemented marketing
strategies, such as design of battling, packaging and labeling. In addition, the effects
of wine tourism on improvement of sacial and ecanamic situation of Sirince are alsa
analyzed.

Keywords: Wine Tourism, Wine Marketing, Sirince, Messina Hof.

Introduction

In Turkey, tourism sector has wiinessed a rapid development
starting from early 80s and served as an important medium to
generata foreign exchange sources in times of economic turmail. It
also coniribuied extensively {o the efforts of closing trade deficit and
decreasing unemployment rates. The statistics show that the
number of incoming tourists rose by 800% and tourism revenues by
2,200% between 1980 and 2001. Revenue from tourism activities
has exceeded USD 10 billion in 2003, and increased a further 42 %
in 2004. Various tourism organizations project that Turkish tourism
revenues may increase by 5.4% each year until 2020, and arriving
at a total amount of 20 to 40 billion US dollars?.

Despite the favorable figures, it should be also notad that this rapid
davelopment in tourism industry in Turkey is now reaching to a
plateau. This is largely due to sustainability problems of tourism
activities in the country. For years, Turkey was marketed as a
tourism destination that positioned itself extansively on 3S -sea, sun
and sand- and the cultural aspects of tourism were mostly
overlooked. Therefore, tourism activiies become vulnerable to
seasonal demand fluctuations, as Turkey was usually seen as a
summer dastination. This approach is risky in terms of vast
competition in shore tourism. Moreover, instability of politics and
economics both in national and global sense turnad out to be major
obstacles in providing demand stability in tourism. When the fact
that a majority of tourists (58 %) come from EU States is
considered?, it should be easily seen how this instability affects

1 www.kuitur.govitr/bakanlik_tr.asp
http:/fwww.esiad.org.ir
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tourism activities. Yalcin (2002) states that 60 % of the European
tourists preter visiting a EU member state that they believe to be
secure and qualified. This means that attracting more tourists from
EU states -which form a major portion of Turkish tourism revenues-
is now o difficult task. In this context, projects regarding a 5.4 %
growth per year may prove to be unrealistic in the following years.
The only way to reslize this growth underlies in new marketing
strategies to position Turkey with its cultural and historical values. In
this sense, niche-marketing strategies along with mass morketed
share tourism may contribute immensely to Turkish tourism growth.

In achieving & sustainable tourism growth, small villages with
unique and suthentic characteristics may play a key role. Kerimoglu
and Dakmeci (1998), in an article which they studied the tourism
potentisl of Assos, indicate that small villages constitute an
important area for culture tourism as they continue to possess the
authentic fabric of culture and history, which tourists find deeply
attractive. The architecture, cuisine and traditional way of living that
are kept unspoiled in these villages are important elements to be
marketed for potential tourists. In this context, wine tourism should
be considered an important and unexplored niche to develop
tourism activities.

Wine Tourism

Wine tourism is defined as visitation to vineyards, wineries, wine
festivals and wine shows for which the grape-wine tasting and/or
experiencing the attributes of @ grape-wine region sre the prime
mativating factors for visitors (Hall, 1996). Getz ef a/ (1999) extend
the concept to include experience dimension of tourism activities;
‘and propose that wine tourism is a form of consumer behavior
based on the appeal of wine and wine regions, and a development
and marketing strategy for the wine industry and destinations in
which the wineries and wine-related experiences are the dominant
attractions. Wine tourism is today a promising sub-sector of tourism
and it has the potential to grow at a much faster rate than most of
the tourism industry {(Béames, 2003). Clearly, sole wine production
in a rural area is not sufficient for that region to become an attractive
wine tourism center. The infrastructure and event marketing
activities are vitally important in wine tourism. Beames (2003) states
that rapidly emerging destinations of wine tourism sre capable of
providing good facilities for wine, food, accommodations,
attractions, additional activities and history combined with a
beautitul scenery. '

Wine tourism has the capacity to play a significant role in national
and regional sustainable-tourism-development plans as it
contributes to sustain the economic and social bases of regions as
well as environmental dimensions (Hall and Mitchell, 2000). Other
than helping the sales of local production and creating new jobs,
wine tourism also contributes to establishment of new tourism
facilities such as specislized restaurants and hotels. When looked
overall, it may create a huge market compromising of all tourism
activities. :

* Beverland (1998) indicates the potential benefits of wine tourism as
providing an opportunity for customers to try new and unknown
products at little or no cost, building brand loyslty, increasing
margins, providing alternative distribution outlet, providing a source
of marketing intelligence for wineries, providing an educational
opportunity in a non-treating environment developing wine
appreciation and creating swareness and improving knawledge on
wines and the wine industry.
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Today, several countries and regions are experiencing an immense
growth and benefits flowing from wine marketing and tourism.
California and Pennsylvania in the United States, Bordeux,
Champagne and Burgundy in France, Tuscany in ltaly, and several
districts of Australia and New Zealand stand as significant centers
of wine tourism.

The economic contribution of wine tourism to stated regions is
remarkable. California wine industry, which generates an
approximate 45 billion US dollars annually, attracts 15 million
tourists to the region each year. Wineries in California are the
second most popular tourist destination after Disneyland3. In the
region, 1.3 billion US dollars of tourism revenue is generated by
wine tourism only4. In Pennsylvania, 84 wineries produced visitor
expenditures of $153 million, total sales for the economy of $244
million, $82 million in employee compensation and plus over 4,000
jobs in 2000. A typical Pennsylvania farm winery attracts about
10,000 visitors per year. More importantly, research showed that
"wine tourists” on average spend twice the amount that other
tourists spend, stay longer in the region and visit more attractions®.
The situation is similar in other countries. ACIL Consulting (2001)
reported that the overall value of wine tourism has been assessed
at nearly $1 billion annually in Australia, of which over $400 million
is spent at wineries and another $550 million spent elsewhere by
winery visitors,

Given these figures, it is obvious that concentrating efforts on
creating wine tourism centers in Turkey will be vitally beneficial to
national tourism industry. In this paper, we propose that Sirince, a
small village in Aydin, possesses quite a number of characteristics
that should be sufficient to initialize such a tourism marketing
approach. :

The Situation of Sirince

Sirince is a small village located on the west coast of Turkey, about
5 miles from Ephesus. The history of the village goes back to the
early years of Ephesus although most of the historical houses date
back only 200 years (Ozzengi, 2000; cited in Var and Yiksel, 2003).
A century ago, Jirince was an important Greek settlement with
about 4 to 5 thousand habitants. Following the Greek-Turkish War
between 1919-1922, Turkish farmers from Kavala and Thessalonica
exchanged the Greek population in Sirince. Until 1936, Sirince was
governed as a subdistrict with an approximate population of 2000.
However, because of the economic distress, a majority of citizens
migrated to urban areas causing a sharp decrease in the
population. In 2005, there are 185 households in the village, totaling
to a population of 575. This situation is in contrast with Hall and
Mitchell (2000), as they stated wine tourism has a great importance
in sustainable rural development by creating new job opportunities.
This contrasting effect is largely due to improper application of wine
marketing strategies in the village and lack of expected outcomes in
the meantime.

Yet, Sirince still offers & remarkable opportunity for becoming a
tourism center. The reasons to this are numerous. First, Sirince
possesses a unique architecture dating back to two centuries.
These historical houses in Sirince are currently attracting quite a
number of local and foreign tourists. In addition, the authenticity of

3 www.eresonant.com ’
www.prnewswire.co.uk/cgimews/release?id=125436
media.pennsylvaniawine.com,
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the village charms many people who seek to enjoy cultural tourism.
Moreover, the village today is well known with its wineries and local
tourists visit Sirince regularly to buy local produced wines. Currently,
an average 20.000 tourists visit Sirince each month, and the tourism
sesson lasts for 8 months.

Because of the growing interest in the village, tourism facilities sre
increasing in number. There are many hotels in Sirince and majority
of the owners of these hotels are villagers. In addition, there are 24
wine-shops, 23 restaurants and 65 souvenir-shops, which serve to
baoth local and foreign tourists. Also there is 3 biological purification
facility and a health center, with one doctor two nurses. 2 churches
and 40 monasteries existing in Sirince are the symbols of many
different cultures that flourished in the village during its history. The
oriental sport center in Sirince, is the one of six different oriental
sport centers in Turkey. A number of photos of $irince are available
in Appendix 1.

Therefore, Sirince has a great potential of being transformed into 8
wine tourism center. Nevertheless, the road to success is paved
with a number of problems. First, wine production capacity in the
village is quite below the anticipated level. Artemis Winery, which
was established in 1995, is the only one central winery in Sirince
with a production capacity of 3 million liters. The winery sold 2.5
million liters of wine in 2004. Low sales figures are especially due to
lack of sales to foreign tourists. Although quite a number of foreign
tourists visit Sirince, their consumption of wine is limited with funch
and dinner they have in the village, but only a small portion of them
make wine purchases. However, with adequate marketing
strategies, the demand for Sirince wine may be expected to exceed
4 million years per annum. Second, Sirince Wines suffer deeply
from image problems. The central winery markets its wines under
three different brands, namely Akberg, Keyserkaya and Vincent.
Kayserkaya serves to premium market and in productlon grapes
from the region are used. The quality of Akberg brand is slightly
above average and produced from Denizli region grapes. Vincent is
the most famous brand of the winery offering various kinds of fruit
aromas. However, none of these brands possess an adequate level
of brand image, nor awareness nationwide. Third, the distribution of
the wines is at best, problematic. Finally, and most imporiantly, the
promotion and its accompanying communications strategies are still
at their infancy.

As the chsllenging areas are identified, it is of sense to examine a
successtul example, which possesses similar characteristics with
Sirince: Messina Hof in Texas. It should be noted that the success
of Messina Hof is an astonishing one, as a single winery it-creates
more tourism revenues than Sirince can achieve as a village.

The Situation of Messina Hof

Messina Hot is a well-known winery in Bryan, Texas. It is located
close to Houston, Austin and Waco. In addition to the winery, it is
available to tourists with a resort.

The winery and resort was estasblished in 1977. A young
entrepreneur, Paul Bonarrigo and his wife, who relied on the
research findings carried by Texas A&M University suggesting that
most of Texas would be capable of growing the vinetera grapes for
European-style winemaking, founded the winery as one of the only
3 Texas wineries. The name of the winery tollows from the origins of
its founders, Bonarrigo coming from Messina, Sicily; and his wife
from Hot, Germany. From its initial production of 1,500 gallons of
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wine in 1983, Messina Hof has continued to serve the community
and ranks as the fastest growing and most award-winning winery in
the state. During this period, Texas alsc turned out to be the fastest
growing wine producing state in America, and boasted over 50
wineries.

Messina Hof Winery and Resort was founded on a positioning
strategy that emphasizes family values, romance and tradition. It
was probably this favorable image that carried the winery to
success. Today, Messina Hof is one of the largest tourist aftractions
in Brazos County second only to Texas A&M University®.

Messina-Hof Winery is more full-service resort and event center
than a modest winery. Currently the Messina Hof grounds include
40 acres of vineyards (plus another 500 in High Plain Lubbock), a
wedding venue, tasting room-gift shop, the Vintage House
Restaurant, and The Villa-an antique filled guesthouse with ten
beds. Around 150000 visitors yearly flock to the estate for winery
tours, gourmet meals, cooking seminars, B&B theme weekends and
dozens of special events held in all four seasons. Today, the
production of the winery is over 200000 gallons annually. In
Appendix |, some photos of Messina Hof are presented.

The success of the winery and resort is the result of well-
implemented marketing strategies accompanied with quality wines
produced in the region. First, Messina Hof has large product
diversity. There are dry, semi-dry, blush and dry white and red wines
as well as Muscat Conelli, which is unique to Messina Hof. Also
there are some specislty wines and gift baskets offered to tourists.
However, the quality and diversity of products are not the only
ground to success. It is the basic fact that Messina Hof does not sell
wines, but it sells an outstanding experience.

Secondly, Messina Hof largely relies on an approach that may be
called event marketing. A number of events organized around the
winery aftract many tourists. Wine and Roses Festival, cooking
parties for different target groups, Mother's and Father's Day
celebrations, various wine receptions and wine seminars are
available throughout the year. Messina Hof also welcomes
volunteer tourists who desire fo work during harvest. What more
interesting is that these tourists are not paid for their work, but only
provided with accommodation and still there is an intensive demand
from tourists to work voluntarily in the vineyards. A jezz festival is
held in the region annuaily to enjoy these tourists. Brown, Var and
Lee (2002) estimated that only this single event generates $892,981
in total sales output, $324,942 in personal income and the
equivalent of 21.8 jobs. Each year, an art design contest is
organized with focus 1o label designs of the wine bottles. Obviously,
Messina Hof transforms each special day into a celebration event,
may it be Halloweens or harvest weeks. Therefore, any time tourists
visit the winery; they find themselves in an atmosphere of joy and
celebration. Moreover, tailored events such as wedding ceremonies
are offered 1o visitors.

Messina Hof successfully communicates sll these events io iis
potential customers through different media. In addition it has a
well-designed web site, wnich includes all the detsils about the
region, vineyard and coming events. The website also includes "gift
ideas", recipes, online reservations and educationsal information.

8 www.messinahof.com
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The success of Messina Hof clearly reflects that communication is
the vital priority for such a niche tourism activity. The message
delivered should distinctly emphasize the experience offered to the
potential customers rather than the winery products. In this context,
Sirince can benefit from a number of recommendations following
from Messina Hof experience.

Sirince: What may he done?

Getz et al (1999) indicate that there are ten critical factors, which
influence the success of wine tourism. These are natursl resources,
wineries and other tourist facilities such as wine museums or
information centers, production and consumption of wine, cultural
and historical factors, accessibility of the markets, quslity and
reputation, seasonality, legal issues, organization and marketing
efforts, and benefits sought by the visitors.

When these factors are analyzed, it may be proposed that natural
resources as well as cultural and historical factors are in favor of
Sirince. However, other factors, which critically depend on
marketing efforts, emerge as problematic areas for the village. In
this context, transforming S$irince into a wine tourism center is
basically a marketing case.

A successful marketing program undoubtedly relies on a successiul
product. Therefore, creating a favorable brand identity and brand
image are the key issues to Sirince Wines. This can be achieved
through well-designed brand image and identity projects. Hall
(1996) stated that successful wines have an existing regional
identity, based on climatic, topographical, geomorphologic and
hydrological characteristics that combine to produce wine grapes.
This means that brand image is closely linked with the regional
image especially for the shared name cases such as $irince. Many
factors such as rural ambiance, wine tourism facilities, climate, and
people of a region will affect the brand image (Carlson and Dowling,
1998). Williams (2001), citing from previous researches indicstes
that climate, physical environment, production and reception
facilities, people, sense of place, leisure activities and visitor
experience are the dimensions of wine region imagery as well as
the product itself.

Creating a brand image requires a long period and well-designed,
extensive projects. Especislly, the names of the brands should be
changed with the more meaningful and sttractive ones instead of
Akberg, Kayserkaya and Vincent. Packaging, logo and other design
concepts that are extremely important in perception of a wine's
image (Thomas, 2000) should be outsourced to specialized agents.

The quality standsrds of the wines should be incressed and
constantly sudited. Sirince Wines greatly suffer from an image of
being unhesithy and unstandardized. This is due to the home-
produced wines that have been available in the market prior to the
establishment of a modern factory. Because of the lack of control
and stsndsrdization, the reputstion of Sirince wines, especislly
about health aspect, was perceived not reliable enough. Therefore,
the modern wine production process should be declared in detsil
through some promotionsl activities.

Second, Sirince wines and the region as a whole need some
detsiled marketing projects. Beames (2003) stated that, generally
wine-makers are focusing on only product orientation, while they
are not deeply understanding of tourism marketing. Tourism is a
service industry, and marketing of services calls for focus on
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experiences on the side of the consumer, rather than performances.
With such an understanding, the target market for the wine tourism
should be revised. The markets of an any wine indusiry can be
summsarized as "consumer, the wine consumer or wine tourist;
intermediary; retailers, wholesalers of wine, restaurants, wine
tourist companies selling package tourism; suppliers; grape
growers, equipment sellers; alliances; hotel chains, food producers,
airlines, car rental companies and athers; internsl; employees-the
seller of the wine tourist experience; influencers, medis, pressure
groups, the financial community and government badies
(Beverland, 2000). The developed marketing program should be
clearly communicated to these groups.

When identifying the target consumers, the motives of the wine
tourist also should be pui forward. Macionis (1997, cited in Getz et
al, 1999) states that winery visitors have six main motives. These
are tasting wine, buying wine, having s day out, enjoying the rural
setiing, meeting the winemaker and learning sbout wine.
Understanding these motives is impartant in developing approprisie
marketing messages.

Fallowing, the promotion sirategies of the village and its wineries
are of vital importance. Currently, tourists are only being informed
about Sirince wines only through tourism agents and/or some
brachures delivered at the wineries. it is obvious that such an effart
is not sufficient. Sirince wines even lack national awareness and are
only known to local citizens. Therefore, national and internstional
exhibitions and events should be considered as great opportunities
for Sirince wine producers. Building and promoting websites
inciuding detailed information on wine and the region is also 8
promising strategy. A well designed website about Sirince wines and
Sirince village will be an important marketing tool for both locsl and
foreign tourists. Moreover, Sirince wines should be communicated
to the end consumer through paint of purchase advertising. On the
other hand, sslesperson is the mast important person during the
wine purchase process, because there is a frial period for the
product. In addition, the wine tourist usually seeks detailed
information about the product and production process (Charters and
Ali-Knight, 2000). Salespeople should be well informed about the
product and underlying processes, as well as serving requirements
and sales requirements.

At this point, event marketing as a promotion strategy requires
special attention. Today, the success of many wineries woridwide
arises from such evenis and arganizations. Wine festivals,
celebrations, special events and wine seminars are key aress for
event marketing. Wine educstion is an important promation tool, as
nearly a half of the wine tourists seek information about wines from
different sources and consider themselves as "wine lovers"
{(Charters and Ali-Knight, 200C). Lockshin and Spawton (2001) siate
that one third of the wine consumers are highly invoived in the
purchase process; they buy more wine and spend more dollars per
baottie, As the standard of living increases, there accurs a previously
inexistent group, which should like to be educsied sbout wine.

in addition, celiar doar tasting and sales; vineyard and cellar tours
may be the effective tactics o increase the sales (Hall and Mitchell,
2000). By these activities, Sirince wine producers' sales will be
increased, the customers will be educated and brand and product
loyalty will be created.

A portion of the answer to increase sales lies in the distribution
issue, Although there is only one central wine producer in $irince,
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wines may be purchased from different stares in Sirince as well as
in some nearby urban areas. Standardization of the wine selling
paints and the conditions of the wine keeping emerge as the main
problems. Becsuse wine is a special praduct, there are many
prablams about the sales and preservation processes, such as
staring canditions or praperties of the wine glass in which the wine
is being tested. In addition, direct marketing of wines especislly to
rastaurants in the tourism destinations nearby -i.e. Kusadasi ar
Selcuk- should be a seriqus cancarn.

The success of a marketing strategy depends on its adequate
maintenance. Therefare, continuous markeating and facility audit
should be implemented. Accarding ta Carlson and Dowling (1998)
the audit includes availability of promotional brachures, information
and travel guides, content and distribution of wine tourism aevant
calendars, wine and tourism related madia caverage of the region,
pramational activities of the regional tourism assaciation,
distribution channels for package taurs and other commissionable
praducts and services, accommodation, restaurant and guest
facility capabilities, and ability to cater for people with disabilities,
non-native speaking visitars and othear groups.

Lastly, it shauld ba understaad that Sirince could best benefit from
a collaborative marketing understanding. This is to say that synergy
in all marketing efforts is what Sirince seeks. Such an
understanding calls far every business in Sirincea act in line with the
general marketing plan and implement the appropriate measures
that are requested by that pragram. This collabarative activity must
be expanded ta include governmental bodies and civilian initiatives
as well. Individual efforts will at best generate individual results,
thase which are nat much anticipated in Sirince case.

Conclusion

Tourism is s critical sector for Turkay as it servas as a significant
saurce in closing trade deficits and creates thousands of jobs. The
tourism strategy of Turkey has long depended an shore tourism,
which today proved ta be unsustainable and risky. Therefore, once
overlaoked niches under tourism should be explored and expioited.
Wine taurism is one of thase nichas, as a part of culture taurism.

Wine tourism is briefly the visitation to vineyards, winerias, wine
festivals and wine shows in which the primary mative of the tourist
is to experianca thasa authentic activities. Wine tourism is an
important revenue generstor for many regions worldwide. In Turkey,
although there ara some regions that could be nominated for wine
tourism, the sectar is still in its infancy. Sirince is ane of thase
regions and with both advantages and disadvantages it possesses
and it can be a perfact candidste to be transformed inta a wine
center.

On the other hand, Messina Hof, when campared ta Sirince, is a
developad wine tourism center in Texas. Both regions, Sirince and
Messina Hof, share many similarities as well as diffarances. Briefly,
Messina Haf is an example of wine tourism center with successful
implementations and successful marketing strategias. However,
Sirince is still an the way to gain advantages of wine tourism. The
experience of Messina Hof may guide Sirince in this aspect.

Althaugh Sirince offers promising opportunity to be a wine tourism
center, it still has s far more way to go. Apprapriate ‘marketing
strategies accompanied with a strong will to maka the villaga an
important tourism ragion are the anly taals in achieving this aim. A
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success story in Sirince will create a strong desire from other
villages to focus on this profitable niche and lead to the
development of wine tourism in Turkey.
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APPENDIX I: Some Photos from Compared Villages

A Messina Hof Vineyard Tourists at & Celebration Event
(Messina Hof)
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ABSTRACT

Wine tourism has been with us over 5,000 years as grapes symbolized prosperity
and wine given the names of god and goddesses in Phoenicians, Hittites, Greeks
and Romans. Especially the Mediterranean countries have long been engaged with
wine production. In Judaism and Christianity wine has an important religious
significance. However, currently most of the wine producing regions have been
facing with new rural economic development strategies and more and more wine
producers are relying on product differentistion that would add to total revenue.
These new products involve vinegar, grape seed oil, specialty wines, and above all
wine tourism that provides additional resources for sustainability. This article gives a
review of concepis related to economic impact of wine tourism in regional
development. A member of cases like Sonoma County, wine production and tourism
in Pennsylvania, Texas Virginia, and Australia are given and their methodologies are
explained. Finally sn implication for Turkey which ranks fourth in terms of ares under
vineyard and 42nd in terms of wine production (1996) is explored. As Turkey
attempts to be a member of European Economic Union, wine tourism itself may be
an important addition to Turkish tourism product.

Keywords: Wine Tourism, Mediterranean Tourism, Economic Impacts, Multipliers,
Festivals.

IMPACT ANALYSIS OF WINE TOURISM

Economic impact computation of wine tourism has important
significance for the community on route to a winery as well as the
community around the winery. It has also importance for companies
and decision makers because it quantifies various policy decisions
for comparative purposes.

There are two basic methods that are used in calculating economic
impact of tourism:

1. Tourism Satellite Accounts,
2. Input/Qutpui Methods.

1. Satellite accounts

Several organizations have developed satellite accounis for
tourism. A satellite account re-organizes the national system of
accounts to identify the contribution of tourism to a state or national
economy. The advantage of satellite accouniing approach is it uses
existing economic data and embeds tourism in an accepted system
of accounts. The drawback is that the information necessary to
extract tourism activity from national economic accounts is often not
complete or consistently gathered. Also, satellite methods are much
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more difficult to apply below the national level or for subcategories
of tourism activity. National accounts are organized around & set of
indusiries or commodities. The problem is that tourism is more &
type of customer than either an industry or & type of commadity.
Restaurents serve both tourists and local residents end the system
of sccounts has no easy way to distinguish one from the other. The
basic procedure in satellife accounting is to claim & "share” of sales
of each commeadity or indusiry to tourism. These shares, however
can vary widely for different regions. Information to estimate them
generally comes from verious sources including surveys of
households or tourists. Many of these surveys are not carried out on
a consistent basis and are subject to & variety of sampling end
measurement errors. Tourist shares #lso depend considerably on
how tourism is defined - usually @ll irips of 100 miles ar more or
avernight.

2. Input/Outpui Method:

This method relies on local surveys and determines expenditures of
visitors based on predetermined categories. And these
expenditures are used as @ basis for determination of economic
impact through IMPLAN. Currently most of the economic impact
studies utilize IMPLAN, an economic Input-Output model developed
by the U.S. Forest Service. An Input-Oufput model basically is a
table that shows the inter-relations among all the sectors in &
county’s economy. For example, in order io produce milk through
dairy farming sector that sector needs severa! inputs provided by
other seciors. Also, dairy farming sector provides inputs {milk} to
other sectors like ice-cresm manufacturers. These inter-industry
relations are determined through nationwide surveys and other
secondary data. The U.S. economy is divided in 528 sectors (these
are given SIC codes) ranging from dairy farm products to service
indusiries and government seciors.

The most recent version of IMPLAN uses 2003 dats on econamic
structure of the United Siates. ( IMPLAN Report, 2003} However
there is @ mechanism to adjust the county based data for later years
using price level deflotars for esach sector that are affected by
cansumer demand. There sre four types of impacts that are
commonly used. These are, Direct, Indirect, Induced, and Total
impacts.

Direct Impacts (or direct effects) are the changes in economic
activity within those economic sectors that directly receive
expenditures (i.e. incressed output or ssles, income, and
employment in various sectars). In the case of the tourist or visitor
expenditures, in case of wine tourism, hotels, campgrounds,
restaurants, gift shops, parks, and other retail establishments etc,
are impacted sectors. The Indirect Impacts (or indirect effects) are
changes in economic sectors that supply goods and services to
those businesses (or organizations) directly serving to tourist or
visitors. For example, suppliers of services and goads to parks and
other attractions for operation and capital development purposes.
Employees and owners of businesses impacted directly or indirecily
by tourists or visitors earn income that is then spent on a number of
household goods and services, ranging from groceries to barber
shop services. The changes in economic activity resuliing from
household spending of esrned income are called induced impacis.
Adding these three impacts, i.e. gives the fofaf impact.

Five different types of impact reports are generated by IMPLAN

Modeling. These are Ouiput Mullipliers, Personal Income
Multipliers, Total Income Multipliers, Value Added Multipliers, and
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finally Employment Multipliers. With the exception of the
Employment Multipliers, they are expressed in term of dollars due
to one dollar increase in expenditures. The Employment multipliers
are expressed in term of number of jobs created by one million
dollar expenditure in a particular sector. Multipiiers are commoniy
known as ripple effects. That is, the impact which follows the initial
expenditures due to the inter-relations of various sectors in the
input-output tables. it should be stressed that there is a difference
between first round of expenditures that occur in a particular county
and the direct impacts. Some of the expenditures, through
leakages, go to other counties and reduces the economic impact in
that particular county where the park is located. IMPLAN identifies
two types of multipliers, which are called ratio multipliers because
they are obtained through the already computed multiplier vaiues.
Type | muliipliers show the relationship between direct and indirect
impacts. On the other hand Type Il (or Type I} multipiiers, in
addition to direct impacts take into account the induced impacts.
These multipliers are computed as follows:

Type | Multiplier=(Direct+Indirect)/Direct

Type Il Multiplier=Direct+Indirect+Induced)/Direct
or Total Multiplier/Direct

Type | and Type Iil multipliers are commonly used to find a regional
economy's response to an external injection like visitor expenditures
in and on the rouie t0 a park. The size of multiplier shows the
economic interdependence within a region. The greater the
propensity of local businesses and households ioc buy locally
produced goods and services the higher the multipliers will be. in
short the larger the region and the more likely developed the
economy where the winery or park is located, the greater the
regional multipliers will be. For example the multipliers for Brazos
Valley region comprised of four counties will be larger than the
multipliers calculated for Brazos County.

IMPLAN Modeling has the flexibility to analyze a particular winery or
other attraction within a regional context. For example, in analyzing
the economic impact of Cooper Lake in north-east Texas, it was
possible to create an input-output table for the four-county region as
well as individual counties bordering the lake. Similarly, in analyzing
the economic impact of PaloDuro Park a regional input-output table
was created and the regional impacts and local impacts were
calculated for comparative analysis. Similar studies can be done for
winery related tourism activities.

Of course like any other economic impact models IMPLAN requires
carefully defined sectors that would be affected by winery related
expenditures including entrance fees. The expenditure figures that
are collected through surveys should fit the overall IMPLAN
classification. The better the data the better the results obtained
through IMPLAN modeling of the counties and regions.

The following graphs show the impact of vineyards and wineries in
Sonoma County California:
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ABSTRACT

Deployed with imagination and inteligence the design of 'place’ can bring about a
new era of brand-identity for the olive oil and wine industry of Turkey. The physical
enviranment of localized industry has numerous intemational precedents where
regions emplaoyed architecture and technology to create geographical identity. These
regions communicate through the design of 'place-making’ and 'narrative
environments’: its history, its people, 'how it happens', future directions, and the
importance of local knowledge to create superior products. Framed by a literature
review of "narrative enviranments’, best practice of 'place-making' and identification
of pioneering domestic projects, two action are suggested in order to generate
learning, cultural and retail nodes whose whole create a netwark of destinations for
Turkish agro-industry.

Keywords: Place-Making, Landscape Narratives, Place Brands, Regional Planning.

1. Introduction

With imagination and intelligence, the design of ‘place’ can help
create a new era of brand-identity for the olive oil and wine
industries of Turkey. There are numerous international precedents
where architecture and technology have helped regional industry
create an identity for the purpose of enhancing the value of specific
products. The physical design helps establish the "narrative
environment” - to communicaie the history, culture, "how it
happens", future directions, and the importance of local
characteristics in the creation of superior products. Framed by a
review of 'narrative environments', examples of successful "place-
making", and identification of pioneering domestic projects,
opportunities to develop a network of destinations to enhance the
marketing strategies of Turkish agro-indusiry are identified.

The findings of this endeavor contribute to an understanding of how
the physical environment can foster customer participation in the
industry processes - termed as "embedding the customer”. The
customer is broadly defined as any person or organization that can
impact the industry; and inciudes the end-user, distributors,
partners, regulators, market analysts, local residents or any person
who influences public opinion. The power of place to enhance the
customer experience and enrich regional identity demands going
beyond themed places or showrooms to creating a cohesive
network of places rich in content which reflect the contemporary
values, technologies and knowledge of the region. In conclusion,
"Being There" proposes specific short term and long-term steps
toward creating a network of clustered olive oil and wine visitor
sites.

The proposal for "Being There" builds on two methodologies that
have been shown to generate memorable and enduring brand
experiences. The first, Place Brand Ltd.'s Hexagon Model for
Regional Branding, sets six principles of a regional brand. The
second is the Location Hierarchy Model articulated in Customer
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Experience Places: The New Offering Frontier (Gilmore, J. and
Pine, 1l B.J.) and addresses new trends in corporste marketing
beyond sensory appeal. Both models highlight how the design of
physical places works with the other dimensions of brand identity
(image, value enhancer, affilistion) to engender enduring customer
relationship.

The proposed actions engenders progrems for the ragions'
stakeholders to work in concert on a shared vision for the future and
to stress the importance of individual organizations in crafting a
diverse collection of content driven 'places' whose sum creates a
compelling network of olive oil and wine destinations. Being There's
two action plans establishes the underpinning for an open network
of customer nodes to support and guide the visitor through the
region's unique assets and offers visitors opportunities io
personalize their narratives. The network is defined by three
substance places: Leamning Places, Culiural Places and Retsil
Places.

Where to Start

An assessment and inventory of existing places in the olive oil and
wine sector in Turkey is the first step. Meanwhile, the olive cil and
wine sector's greatest partner for regional branding and a network
of places is the Tourism sector. In 2003, almost 14 million tourists
visited Turkey making fourism Turkey's largest industry sector
(Republic of Turkey, Ministry of Culture snd Tourism). Recognizing
the importance of regional identity in tourism branding, Turkey's
Ministry of Culiure and Tourism has defined eight regions for
tourism of which five (Istanbul & the Marmars, lzmir & the Aegesn,
the Southern Aegean, Antalya & the Mediterrsnesn and Ankara &
The Central Anatolia) are regions of olive oil and wine cultivstion.
These five regions represeni 88% of the investment in tourism
establishments and 92% in tourism accommodsiions. Although
olive and graepe cultivation is significant in these regions, agro-
tourism - not olive oil and wine tourism - is among the seventeen
special interests promoted by Turkey's tourism “activity” campaigns.

As a starting point, building on the already robust tourism sector has
a tangible and direct value-added benefit to regionsl and
organizationsl brands. This presents numerous opportunities for
partnerships and investment. Although the olive oil sector currently
only exports 20% of its products, the valua added from exporting
tourism is unexplored. Turkey's wine sector is aggressively targeting
intemational markets - and foreign wine producers are trying to
penetrate Turkey's market. Basaed on this proposition, further
information was gathered from the point of view of s tourist - either
local or foreign. We surveyed the tourism opportunities in olive oil or
wine, retail opportunities for tourism, ease of access to olive oil and
wine places and tried to understand the brand's current use of
place.

Agricultural brands by definition have regional identity as they are
inter-dependent on climate, geography, political boundasries,
transportation networks, settlements, suppliers, knowiedge of
production and health. Yet, unlike many agricultural products, olive
oil and wine have s rich tradition to enhance the customer's
knowledge of the products benefits, quslity, culinsry srts and
craftsmanship. We observed that Turkish companies are developing
their aptitude in print media as they shift from wholesale markets to
retail markets. It is now time to support these efforts by taking action
in cultivating the brands in their physical and elecironic place
partfolios. During @ week of searching in electronic places, retail
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points, and places of consumption we identified minima
opportunities in Turkish organizations that employed place in their
brands. Meanwhile regional brands of olive cil and wine abroad
revealed an overwhelming and systematic use of place identity to
reinforce brand; many of which employed the narrative environment
methodologies parallel to the Place Brand's Hexagon Model and the
Customer Experience Place Model.

Il. Narrative Environments
A. Location Brands: Regional Brand's Hexagon Model

The brand is comprised of 3 mosaic of values and it is thought most
consumers respond to a brand as they wouid to @ person, asking:
"Are you interesting? Will you bring me things thst nobody else
gives me?" If the answer is yes, they will 'make friends' with it.
Beyond its functional use - building of a sense of familiarity and
recognition - a brand provides an emotional bond (Landor
Associgtes). Brands are associated with lifestyle preferences and in
many instances are setling the actual trends in leisure, aclivities
and human expression. Most importantly the interaction with a
brand happens in someplace and influences the customer's
relationships to the brand's organization or region.

1. Tourism

Tourism is often a driving force in regional brands built on leisure,
geography, history, special interests and recreation. Brands create
synergy; when used in conjunction with institutional and geographic
brands, regicnal identity is reinforced. Spain's Jaen Region, famous
for alive oil, hosts a wide range of destinations, snnual festivals and
local culture. An excellent example of the connection between
tourism and regional brand, the Jaen region features tours through
the historic olive cil grove landscape and the famous Paradores of
Spain, a unique state-owned accommodation network situated in
historic castles, fortresses, monasteries and other historic buildings.
Shared histories, values and expressions work together to take full
advantage of a unique geographic area.

2. Exports and Business

Many regions become famous for specific industries and this
influences consumer choices; for example, wine from the Bordeaux
region in France and architectural marble from ltaly. California's
Napa Valley built on the combination of wine cultivation, healtn
retreats and sport recreation to become a popular weekend 'get-a-
way' destination for San Francisco's urbanites. Their success has
spilled over to adjacent regions making the tourism sector important
export to micro-agricultural economies.

3. Policy

Regional strategies are often led or influenced by one or more major
cities. Strategies can cross political borders and include the
collaboration of mulliple stakeholders. A best practice example is
the trademarked WineCountry.com, a regicnal development
organization. Wine Country provides services for visitors, local
businesses (i.e. over 300 listed wineries), business-to-business
relationships, networking, government advocacy, transportation
networks, investment opportunities and information dissemination.

4. Investment and Infrastructure

tnvestment in major infrastructure projects can play an important

128


http://WineCountry.com

Agrindustrial Design Symposium and Exhibition: Olive Oll, Wine and Design
fzmir 2005

part in impraving physical links within a regian and enhancing the
sense af unity and purpose. A "region of arigin® brand is nurtured by
support sarvices, national brands, global companies, and
reputation. This synergy instills confidence and encaurages further
investment. In this context, cammunication infrastructure cannot be
underestimated far both supply-chain effectiveness and brand
experance. With the advent of the World Wide Web, many people
have their tirst encounter with a region directly from their homes or
offices giving rise ta a new era of location aware information.

5. Cultural and Heritage

Regions often have & distinct culture and heritage. A region's
heritage may be based on histerical significance, traditionsl
industries, geagraphical climste, advanced knowledge and/er its
agricultural preducts. Present-day culture also determines a
region's brand and supports the culture and heritage. Culture and
heritage is aften canfused with history, but Southern Australia's wine
country talks about a contemparary heritage and their unique muilti-
culturatism (Hunter Valley Wine Country).

6. People and Education

The people aof a regien have a shared past or, s is increasingly
cansidered important, a shared future. Equally important to the
development of its warktorce is the reputation of a region's industry
and commerce. Boutigue industrias grow based on the added value
af peaple in the creation of superior products and services. The
standard of education of & region's warkfarce is a key driver of its
ecanamic health, both in keeaping business in the area and in
increasing investment. Israel's agricultura sectar combined with its
energy sector demanstrates local industry exporting "knaw-how" to
adjscent regions and universities research pioneering pastants and
knowledge transfer to glabal research centers.

B. Customer Experience Places: Locstion Hierarchy Model

Strongly raated in corporate marketing thearies, Customer
Experience Places go beyond packaging, typeface, logos and
‘experiential marketing'. The aim is to engender emational
cannections far mare powerful than thase marketing messages
limited to imagery, tactile material, scents, sounds ar sensations.
Customer Experience Places acknowladge that expensive
shawrooms and baring customer tours often fail to engage
customers and do not sllow customers to influence future praducts
and services. The lacation hierarchy model assists companies in
msaking decisions on where and haw to creste an arrangement aof
custamear experiences in both the physical and electronic
environments.

1. Flagship Location / Site

Create a unique experience situated in a geagraphic location
associated with the company. The narrative is built on the
campany's heritage and expands the traditianal services and
praducts offered. The virtual flagship sites are most successful
~ when thay highlight place networks and pre/post experiences. A
common example is the wine tasting cultural centers within the
winery or Mehmiet Kahvecioglu's website offering a symbol library
tor Turkish coffee fortune telling adding idiosyncratic local
knowladge and imaginatian to existing products and services.
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2. Experience Hubs / Portals

These are siies located where customers naturally congregate. This
includes tourist destinations, like Istanbul, Cappadoccia or Antalya,
but z2lso international destinations. Decisions for situating the brand
should be in association with regional identity. Experience hubs can
be co-operaiive veniures between regional products supported by
policies for exports and trade and build upon existing relationships.
For example with culinary arts in Tuscany, a retail point for Turkish
olive oil could be situated highlighting products of excellence while
articulating Turkey's influence in the creation of lialy's internationally
reputable products.

3. Major Venues [ Plattorms

Local shops, sector focused events or lifesiyle activities to situate
primary outlets and services. Coupled with distinct virtual sites to
support recreation and hobbies, creative futures can be uncovered
in collaboration with customers. An excellent example is the annual
Festival of Thilisi, in Georgia. A traditional celebration of the
founding of the city, the annual festival coincides with the harvest
season and wine-making. Traditional music and dancing concerts
are given in the open air, and today international film festivals, rock
concerts and the Internationsl Jazz Festival bring visitors from
around the world.

4. Derivative Presence / Placement

Association with other destinations and experiences derive value
from the surrounding environment and can demensirate the multi-
dimensional nature of a product or service to a customer. This couid
include distinguished restaurants, hotels or other food and
beverage industries. Both in the physical and Internet, these can be
considered "places within places". The venues could include
creative competitions promoted by Turkey's olive oil and wine secior
in culinary arts, or new experiences in games like the virtual olive
tree for children {(and enthusiasts) - nurture, prune and harvest.

5. World-Wide Markets / Web

Last, siiuating the brand in every feasible place where cusiomers
might encounter a company offering; this includes the location the
customer is most likely going to use the product - in the case of olive
oil and wine, the dining-room fable. Nothing can replace the virtual
ubiquity of being available. You want your network of places to
appear on Google. An extreme example is an American active wear
shoe company "Vans shoes”, which yielded 59,300 web pages on
Google with those words on them.

lil. Being There: Design Were Place Takes the Lead

The design of architecture, landscape and technology has
historically expressed the values, aspirations and esthetics of the
communities who form them. Despite greal economic, maierial,
technological, cultural or climatic constrainis, expression remains
as a dominant force to determine design. Narrative is 2 fundamental
mechanism for humans in making sense of thetr world, their
personal experience and each other. From myths 1o gossip, place
sets the stage for how we describe events and memaories. Places
themselves have stories associated with them. Some of these are
commonly-known stories like Troy, while others are exireme
personalization of places through association with memory - when
the later are told our emotions are awakened. The intentional and
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creative design of place proposed for Turkey's olive cil and wine
secior offers the prospect of construciing unique experiences to
facilitate the customer's personalized memories the region's places.

A. Learning from Pioneering Domestic Projecis
Setting the Standard

The Little Hotel Boaok is a bi-lingual (English and Turkish) publication
that has set the standard for boutique accommeodations in Turkey.
lis evaluation process established international quality standards
and gave prestige {0 businesses associated with the book. In the
Aegean Region, the book highlights & mountain village, Yesilyurt,
and promotes its historic olive cultivation and alternatively priced
hotels encouraging visitors to day walks through the olive archids.
"The old sione houses of Yesilyurt have become popuiar not only
with the families from Istanbul, Izmir, etc. but from abroad too. The
fresh and unpolluted air of the village salong with the peace and
tranquility provides @ welcome escape from busy city life and
therefore attracts many visitors of all ages.... The air of this region
was proved to have the 2nd highest oxygen rate in the whole world
(as high as 26.5% at times)".

Extending Service in Technologies and Infrastruciure

Unexpecied experiences that demonstraie aptitude and innovation
construct distinctive identity as contemporary value structures
become maore sophisticated. Engineering and production processes
as well as environmental and social standards of businesses can
play a part in raising standards of quality, training and customer
service. An exciting example underway in Turkey is use of solid
waste from olive oil pressing compacted into logs for burning which
yield extremely intense burning and an aromatic scent. This fuel
source is environmentaily non-polluting and biodegradable.
Recenily, Selcuk Gida applied to the Energy Ministry for permission
to produce energy from the olive qil cake. The energy power station
will cost $20 million and be established in Aydin's Germencik
district. Sixty percent of the energy will be sold to Turkey Electric
Distributing Company, TEDAS (Alexander. C.).

Extended Presence

Tarig's electronic place in their choice of colors and exclusive retail
experience is pioneering the potential form of multiple places for
experience in electronic places. In Tarig's informative website you
learn of the acquisition of species, land, planting, growing, picking,
pressing, bottling, shipping, poini-of-purchase, application, product
synergy and consumption. You also learn about this unique farming
cooperative lead in knowledge dissemination and best practices for
their product. And you learn there are amazing and innovative
products in health, culinary arts and even complementary products,
yet if a visitor wanied to visit the region of olive oil and wine they
would find it difficult to make a connection beyond Tarig's TA ZE
retail stores in lzmir and Istanbul. Taris hes'tates to take full
advantage of the unique possibilities information technology-
physical place opportunities available - what if | could experience
the fields, mills, or any movement of the alive and its many forms
before my consumption - even through basic webcams.

B. About Here?
To anyone who has visited Turkey, "where are you from?" is an all

ton familiar question. And visitors are not unlike [ocals in their
curiosity as to regional origins. The value of Turkey's regional
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specialties is reinforced at 2 young age in the primary education of
the nation's geography. So why not apply the same expectation of
specificity to Turkey's clive oil and wine regarding the unigue
characteristics of services and products from micro-regions.

The proposed actions have two targets. The first, engenders
programs for the regions' stakeholders to work in concert on 2
shared vision for the future, while the second, siresses the
importance of individual organizations in crafting a diverse
collection of 'places’ whose sum creates a network of olive oil and
wine destinations. The first action targets long-term targets whereas
the second has immediste, mid-term and long-term planning
initiatives.

Being There's two action plans esiablishes the underpinning for an
open network of customer nodes to support and guide the visitor
through the region's unique assets and generate memorable
experiences. The network is defined by three content driven places:
Learning Places, Cultural Places and Retail Places.

Action A: Regional Brand, The Olive Oil and Wine Country of
Turkey

Clarity is essential quality of communicating a shared vision for the
region. This vision should have a steward to champion a series of
important initistives to ensure comprehensive and methodical
regional branding efforts. This steward, & defined non-government
organization or company, would represent the organization's that
directly or indirectly impact the tourism and trade infrastructure of
the olive oil and wine sector. The organization's primary role is to
increase awareness and raise the expectations visitors have of the
region's offerings. The organization would heold members
accountable to strengthen the quality of the regional brand and
establish standards for how to meet this quality pertormance
measure. These responsibilities go beyond a visitor bureau and into
ensuring 2 broad range of engagement opportunities in the region:

-Lobbying local and naticnal government (create a scenic
highway program)

-Representation at the Ministry of Culture and Tourism and
other critical government and non-government organizations
that influence the region.

-Promote the region brand and distribute information to target
audiences (i.e., a popular website to learn all the destinations
and accommodations for olive oil and wine connoisseurs or
novices or agriculture adventurers, links to other organization's
web places - maybe even hold awards for seasonal best web
places to visit)

-Regional activities, awards and competitions in food,
cultivetion, innovation, and arts.

-Promote existing annuel festivals and enhance them with
more activities/services {as well as create new festivals for the
region)

-Clear information {o access the network of places (user
friendly maps, trail maps, special interest maps, informative
tours, seasonal boutique fours and destination signage /
wayfinding).

-Do diligence: set quslity standards, design guidelings,
services and qualifications to be mei in order to join the
network.

-Assist in identifying business-to-business refationships
including financing, investment cpporfunities, exports and
workshops on futures.
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-Publish newsletters providing associste and member
information on visitors and future pariners ot knowledge,
people, infrastructure, aclivities and places established and
emaerging in the olive oil and wine region.

Action B: Wide Range of Touch Points

Every organization in the olive ail, wine, agro-industry and tourism
sector can contribute and assume the implementation of one or
many of the suggested "design of place" sctions outlined below. The
proposed actions are highlighting the existing potentials available to
create a sustainable and memcrable olive oil and wine destination
network. A variety of places demonstrate how projects can vary in
scale, investment costs, timelines and multi-partner collaborations
based on the resources and individual objectives of the regions
stakeholders. The three places of "being there" build on the six
dimensions of building a regional brand and experience places but
look at specific ways Turkish organizations can creste the regions
back-bone.

l.earning Places

They engage all ages, cultures and creative sensibilities as well as
innovative associates to the olive oil and wine sector. For example,
3 trail can be enjoyable for an hour, an aftemoon, a day or even a
month trekking tour. Along the ftrail critical vista points are
established, signs identify species, origins and composite of natural

terrain, cultural/political geography is marked with narratives of the -

events, and villages that create the beads of the trail's necklace
have visitor points/centers with local foods, wines and products
(included as a service in a reputable restaurant or hotel}. Facilities
along the way can be unique follies which include expressions and
stories. Facilities could include fountains, restrooms, picnic aress,
tea gardens or seasonal nodes. Each landowner would take
responsibility for contributing to the integrity and be encouraged to
implement follies as trail amenities of different proportions. Follies
could be anything from fun signs with location-aware content, a
vista point with a refreshing mist-fountain, or visitor centers with
seasonal accommodations st destination points slong the trail. As
each installation would be under the strictest regional guidelines,
the aesthetic of the experience would give coherence. Yet each
place would have 3 unique location, characteristic, intormation
content and expression from investor.

Cultursl Places

Turkey has thousands of culturs] destinations and needs to build a
reputation and connect places to the culture of dlive oil and wine.
This includes cultural places inside and outside the region and
inside and outside the sector - for example, many of the wine
group's cultural associate sponsorships. A more outward approach
is to associate with existing olive oil and wine destinations, like a
cultursl center of Turkey's olive oil and wine culture placed in the
heart of Tuscany, Itsly. The center could demonstrate s shared
botanical heritage’s, give workshops on Turkey's culinary arts and
become a resource point tor knowledge transter between the two
countries’ shared interests. These centers could be established in
all cultural nodes with centers ot excellence in clive cil or wine -
Australia, North and South America, South Africa. Coupled with
retail points with many of Turkey's boutique and mass manufactured
products, this place makes a powerful infroduction and establishes
3 relationship to Turkey's other cultural destinations, purchase of
other complementary products trom the region and investment
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opportunities.

Eco-Tourism, AgriTourism and Outdoor Tourism hold a significant
market share in Turkey’s tourism meanwhile Turkey's local laisure
culture is also growing, including foreign direct investmant in second
homas along the southern coast lines. New modals for retreats,
programmed activities (harvasting, pressing), centars of excellenca,
ecological explorations and outdeor living are all opportunities for
new searvices, new customers and new experiencas in ihe
agriculture industry. Lifestyle hubs could be located within a 2-hour
driva of Turkey's urban centers and offer different settings for
wellness, regional activities, resource centars and aven host
business reireats. Thesae centers could be traditional visitor centers
of corporations, resource centers of a small boutiqgue mill or even a
villaga looking to create a seasonal a destination. Tha hubs would
be easy o access, provide foundation information, illustrate the
region’s network, and give clarity to the regions unique
characteristics - the Adatepe Village and Museum is an example of
such a hub concapt.

Retail Places

The spill-over benefits of regional products are invaluable. The idea
of concept retail peints and activity centers allows the customar o
angage the preducts at multiple dimensions and continue to find
new paths to identify with the brand. Retail places should become
sarvice orientad and demonstrate the range of the brands. This
includes the sensory enhancement of materials, colors, smells,
sounds, but extands to give new connections of expariencea - views
of supply chain, associated products built on the same regional
characteristics {(as often seen with dried fruit or body products), but
more importantly to people: tours, storias and brands with a shared
vision.

IV, Conclusions and Customear

"Products are made in the factory; brands are created in the
mind", Walter Landor.

Turkey's wine indusiry is in the nascent stages of extending its
vision to compete in a global market. After extansive searching for
wine destinations in Turkey and journal articles, we discover that
unless you know specific Turkish brands, you will have a hard time
locating a single place in Turkey's wine region - beyond the broadly
defined Central Anatolia. The Ministry of Tourism and Culture even
goes as far as {o note that there isn't much to see as it is a Muslim
country and grapes are typically cultivated for raisins. Yet anyone
who has visited in Turkey is aware of the rich tradition of wine
cultivation and the local people are only too enthusiastic 1o share
this tradition with visitors. Even as a humble baginning, it would
create a compelling experience if visitors knew the complexity of
fauna and flora through local coloriul stories, information walls in the
transportation hubs or even through betanical signage along
organizad hiking trails.

To realize eithar action a foundation period is necessary to bring
awareness of a shared vision to the ragion's siakeholders and to
organize basic spatial information: scenic imagas, maps, trails,
identified landmarks (including lodging, faciories, historical sitas or
settlements), existing events, identify inherent colors and materiais,
flora and fauna, climate or evan explicit uniqua natural formations
and build upon existing businass-to-businass networks.
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Although this information may be perceived as widely available it
currently does not reference the 'place’ in the olive oil and wine
landscapes. This effort would be an opportunity to kick-off an
enduring relationship with the Ministry of Culture and Tourism.
Secondly, an inventory of existing places is critical to suggesting a
comprehensive strategy at all available place-making opportunities
in both physical places and electronic places. Values that constitute
the content-based places of Being There are suggested as the
basis for evaluation.

In conclusion, more compelling places are networked and coupled
with information about the origin, history and socio-cultural role of
the product. The starting point is identify imaginative approaches
establish enduring relationships with the multiplicity of customers.
This is critical to the decision making process in design. The tourism
customer has been the focus for suggested actions, but when
designing place, the broader definition of customer must always be
considered as the places are often recycled for multiple customer
engagements. Although measurable results in customer relations
due to investments in the design of places is hard to measure in the
short-term, immediste action by the sector's stakeholders and
regional policy makers is essential for the sustainable advance of
regional brands and corporate brands. importantly, every
organization, regional policy maker and investor can employ the
place as a powerful medium that when coupled with regional
identity can produce new industries, support existing industries and
create robust micro-economies.
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ABSTRACT

Considering its product properties, praduction techniques and history, it can be said
that raki is peculiar to Turkish geography. But, definitions such as "Scotch Whisky",
"French Wine" brings out the idea that Turkey cannot take advantage of this cultural
heritage. However, after liberalisation, entrepreneurial ideas began to take place in
the alcohclic beverages market in Turkey. For example, Efe Raki set its goal as to
make the whale warld taste lzmir's famaus raki. In this paper, the rale and impartance
of geagraphical identity is discussed with the case of Efe Raki.

Keywords: Geographical fdentity, Brand, Raki.

Introduction

Considering its product properties, produciion technigues and
history, it can be said that raki is peculiar to Turkish geography.
Statements such as "Scotch Whisky", "French Wine" brings out the
idea that Turkey can not turn its geographical and cultural
opportunities into advantage in this market as Scotland or France
do.

If we relate it with the monopolist policy of recent years,
entrepreneurial ideas have to take place after the privatization in the
alcoholic drinks market in Turkey.

As a matter of fact Turkey's first private rak: brand Efe Raki seems
to have a rising itend and is discussed in this paper.

Turkey, Turks And Raki

When one thinks of Turkey or Turks, rak: is neatly the first thing that
comes to mind. There are many reasons of thinking raki and Turks
together. '

One reason depends on socio-cultural issues. As the time wenti by,
"raki culture” has become into being without detaching from Turkish
culiure. Rakt has affected sociological behaviours of Turks and
taken a place in daily life.

Another reason depends on geographical issues of Turkey. Water
resources, soil structure, suitable climate caused raki to be born in
this region. In this case, it can be said that rakt is peculiar to Turkish
geography. For example, the best anise, which provides the
characteristics of Turkish rak:, grows in Cesme-lzmir.

As a result, rak: is assumed as the "national drink” of Turks and is
accepted as a Turkish drink by all encyclopedias (Zat, 2003:125).
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What Is Rakr?

It is an alcoholic drink obtained from the second distillation of suma
with aniseed. Raki is not a fermentation drink like wine and beer but
a distillstion drink, so more technical knowledge and equipment are
necessary for its production (Zat, 2003: 116).

In the Near Eastern countries there is a kind of drink known with
different names such as "Arak”, "Araki”, and "Ariki" which obviously
come from the same origin with raki. Some claim that it comes from
the word "Iragi” {from Iraq) because it was first made in this country
and spread to other regions. Others say it got its name from the
"Razaki" grapes used in producing it. Another theory says it comes
from the word "Arak™ which means, "sweat" in Arabic (Giirsoy, 2003:
15). One another theory says that raki got its name from "Arika"
which is defined as "Kimiz raki” in Laurousse des Alcools-Libraire
Laurousse (Zat, 2003: 122).

From Past To Present

The history of raki is as uncertain as its etymological origin. The
thing clear about its history is that it was first produced in Ottoman
domain in 17th century (Zat, 2003: 124). The raki produced then is
the ancestor of the raki today. Different herbs like mint, carnation,
cinnamon have been tried in raki production but anise was finally
decided to be used.

Raki was produced in the houses and bars till 18th century. The first
raki factory was opened in 1880 -Umurca Rski Factory- (Atills,
2003: 39). In the beginning of the 20th century, auditing started in
production places. By this date, raki’s characteristics had come into
being. A law, which passed in 1944, prohibited private sector from
alcoholic drink production (Zat, 2003: 161).

2002 was the beginning of 8 new period. A new law, which ended
govemment monopoly on alcohol production, has passed in 2002.
With this law it also would be possible to set standards in production
to protect the original Turkish Raki.

Many investors want to have a share at this market. Elds Drink And
Energy Services Ind. & Trade Inc. was the first privete company
permitted by this law to produce raki. In 2004, Elda's "Efe Raki" was
at the alcoholic drinks market, firstly in Germany and then in Turkey.
In 2005 Burgsz Rski entered the market. Another investor is Tarig-
Kog. Tarig had changed the understanding of the olive oil market by
its approach to geographical identity in recent years.

In 2005, Elda has produced “fresh grape raki" of Efe Raki and also
has presented two n.ore brands, which are in different price ranges
and have different tastes (Cilingir ve Sari Zeybek).

As seen, the excitement of the investors gives an idea about the
volume of the market. Rski market in Turkey is 60 million liter and
650 million dollar big. In long run it is believed that the market will
be 80 million liter when new tastes and brands will take place?. The
average alcoholic drinks consumption in Turkey is 13,6 liter annusl
adult per capits. Beer is in the first rank by 11,9 liter and raki is in
the second rank by 0, 77 liter2.

1 http:/iwww.gozlemgazetesi.com/20051118/haber.php?haberid=1372
2 http://hurarsiv.hurriyet.com.tr/gosterhaber.aspx?7id=282203
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Efe Raki
Product and Production Properties

As mentioned before, anise is the herb that flavours and
characterizes the Turkish Raki. Best anise comes up in [zmir-
Cesme (Zat, 2003; 135). As being lzmir-based brand, Efe Raki
emphasizes this point in its communication activities. Efe Raki
informs the consumer about the origin of the best anise, the anise it
uses. The other important materials for production are grape and
water. Efe Raki mentions these poinis as it does for anise. And also
Efe Raki informs the consumers about the best production
techniques and tells the consumers that it uses these technigues
with high technology.

Importance of the Brand Name

Efe Raki is Aegean based and highlights this geographical identity
in every opportunity. It states that it is from the land of "Efe"s. In this
case, the brand name is an important part of integraied marketing
communications and provides brand awareness.
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Figures 1 and 2.

Innovation in Bottle Design

The bottle of Efe Raki and iis tap is different than the common. This
tap provides the same taste in every bottle and because of this type
of tap; the bottle cannot be refilled or be copied.

Efe Raki uses four types of bottles: 20cl, 35cl, 70cf and 100cl. 20 cl.
is the baby size, and this size is first used by Efe Raki.

Figure of the "Efe" is used as the logo. Efe Raki identifies itself with
this figure. As the time goes by, this figure can become concrete as
in the example of Johnny Walker.

There are 2 groups of colors used in design:

1.White and its shades (Metallic, silver, ice)
2.Dark blue and its tones

These colors represent the ice and the whiteness of the raki as

cleanliness and confidence. These colors could also be picked to
set the harmony with porcelains and metals at the table.
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Figures 3 and 4.

Figure 5.

Sales and Distribution

Efe Raki started the exportation immediately. It was first sold in
Germany and Austria before Turkey. It atiracts significant demand
from both domestic and foreign markets so that the company wants
to export 20% of its production in 2005. The countries Efe Raki is
exported: Germany, Austris, Japan, South Korea, Azerbaijan, and
Cyprus3.

Advertising

The examples sre shown before. They depend on s long
informative text. The important thing is that they are not boring and
can easily be read.

Importance of the Fairs

Fairs are very important for Efe Raki as it has to be for every brand.

Efe Rak! interacts with the fair visitor in an unusual way by the help
of its original stand.

3 http:flwww.dunyagazetesi.corn.tr.'news_display.asp?upsaIehid=223669&depi_id=302
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Photegraphs 1 and 2.

Conclusion

The conclusion that the alcoholic drinks market will be empowered
by the new product types, tastes and brands can be drawn out from
the statistical data about the consumption of alcoholic drinks and
position of the raki in the market.

Rak! is a unique product. It cannot be produced everywhere. Within
these conditions, raki can be a critical matter of export for the
Turkish economy. Contemporary and international marketing
programs must immediately be worked out.

On the other hand, sbcio-cultural role of raki and its associations
with Turkey and Turks can be used as a tool in tourism. In this point,
raki will serve as a culturally valued objeci.

Changing market conditions modernize the raki. So, without
detaching from classical raki culture, new properties or new styles
of raki pleasure can be discovered.

Turkey's first private raki brand Efe Raki, changed the market and
its flow. Efe Raki's way will be a guide for the newly coming brands.
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THE FAMILY AGRO-INDUSTRY AND THE
DEVELOPMENT OF ITS VISUAL IDENTITY BASING
ON ITS SOURCE - BELEZA CASE
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ABSTRACT

The family agro-industry has been spreading in several markets, presenting products
of excellent quality with careful processes of manufacturing and production, but with
a problem that represenis one of the main factors of failure in its commercislization,
referring this item to its appearsnce that in the food products is trenslaied the
packaging and labeling. This deficiency was evidenced by & family agro-industry
placed on beauty line, on the region next to ltapiranga city in Sania Catarina State
countryside - Brazil. From this demand was developed the agro-indusiry
identification project, including the labels for its main products (Cachaga (Brazilisn
Drink), treacle and brown sugar). The main challenge was to masintsin the source
identification thai in this case was represenied by a German colonization, but that
should allow fo reach the producer objectives that at first moment planned to put their
products not only on ihe locsl market, targeting possibilities outside Santa Catarina
State and in a near future outside the country. It was verified with these producers a
very sharp view about the commercialization aspects and prosperous market that is
why the actions were centered on the development of @ source identification,
together with a special package for the main product that is Cachaga (Brazilian
Drink). The final results were realized by the producers as being what they would
need to reach their objectives and this was corroborated by the defined actions of the
group as the frademark register and the presentation of the new product sppearance
for the potential buyers with concrete business proposals. It is highlighted the
producers active participation with the project team, enabling in this way a very
successful management in the project development process.

Keywords: Design, Source Identification, Family Agriculture.

Presentation

The Beleza group - Sugar Cane Derived Industry Ltda / ltapiranga,
placed specifically at Beleza Line, next to Itapiranga city in Santa
Catarina State countryside / Brazil, produces Cachaca (Brazilian
Drink), treacle and brown sugar and commercializes them on the
markets, shops, bars and supermarkets in the region, having infra-
structure and capacity to produce in scale.

igures 1and 2. Bela pln'i alembic, and Beleza Producis: ireacle, Cachags
(Brazilian Drink} and brown sugar, situation before the project (2004).
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Ttapirarga

Figure 3. Santa Catarina State Map/Brazil. ltapiranga City Localization (Balaza
Line), 2004.

Information Survey

The information survey together with the farmer's families has
started with a meeting in Itapiranga/SC city, specifically at Rural
Warkers Union of Itapiranga, Tundpalis and S30 Jo5o do Oeste. At
that meeting attended producers, Capa/SC Institute and Design
managemeant Nucleus/UFSC representativas. Befare that meeting
CEPA Institute had already kept contact with the group ta verify the
interest in attending the prajact.

Initislly, it was presented a project and discussed its viability. The
opportunity was also for getting to know the praducars reslity. In this
way, it was possible to know that the group denominates itself
Beleza Line Producers {sugar cane derived), formed by a group of
12 farmer's families. The production plant (st its final stage) has got
installed capacity for: Cachaga (Brazilian Drink) {pure and aged
type, 1.200 liters/day); brawn sugar (1.000 k/day); treacle (2.000
k/month); and several types of liqueurs.

Nowadays, according to the information from the group members,
the plant uses only 50% of its capacity installed. It was launched
officially in June, 2003, but just in 16th of December, 2003 began
the praduction with Pronaf/FTE resources (governmental fund that

helps financially the family agricultural development) for its:

canstruction.

After 5 categary register verification st National Institute of Industrial
Property - NIIP - it was chosen for the praducts the name "Beleza".

2

Figura 4. Prasent label used - Cachaga (Brazilian Drink}), 2003. |

After the first meetings, it was possible to identify in a clear way the
needs af the group for the design. In this way, it was defined ta
develop a new visual identity for the group, considering that the
present one (Figure 4) did not present itself in an efficient way and
consequently would not be the most adequate for the future
abjactives that are the growth and expansion in the natianal and
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international market.

In the present visual identity (trademark) was used graphical
elements that represented German origin from the local inhabitants,
and illustrated the sugar cane itself {main row material}). The
illustration included a character that reinforces the population origin;
the green and yellow colors referring to Brazil; the white and red
reminding the municipality colors.

Nowadays, the products are commercialized in several localities in
Santa Catarina State (Jaragua do Sul, Barriado, Itapiranga) and
even outside the State (Caxias placed in Rio Grande do Sul).

After the meetings, the producers manifested their interest in
participating on the project, saying they could help in the process.
Some commenis were:

-"...we need the consumer to sell our products..."

-"...we didn't have this fype of orientation at the beginning
[referring to the project]; that is why we are grateful. We are
aware that we need to improve ... if we keep like that it will be
difficult to commercialize our products...”

-"...we guarantee the product ...if misses an adequate
presentation...”

-"...we must consider and highlight in our products the origin
and quality together with the way that the producer's families
produce..."

-"...we wouldn't like to fail; before it's attempted by other
producers and it hadn't worked...in our case we do not want
this...we would like to receive help from you to improve the
appearance of our products...we need fo aggregate value..."

From the coliected information was possible to define the fuiure
actions of the project team that together with the ones from the
group, were the following:

-Existing label study of Cachaga (Brazilian Drink), treacle and
sugar cane identification;

-New label development for these products;

-Pilot sample production;

-Final report, presentation for the group and new labels
research.

Finally, it was established that in a term about a month the team
would come back to represent the developed proposals.

Development

After knowing the producers and getting some necessary
information we came back to Floriandpolis, Santa Catarina State
Capital/Brazil where it is placed Federal University of Santa
Catarina (www.ufsc.br) and Design Management Nucleus (DMN). it
was kept on the research in other information sources (literature,
magazines, journals, industries, infernet, among others), as well as
market research as similar producers.

Together with this research, after the objective definitions to be
reached and observing the available time for the development it
was defined action chronograms that predicted the preliminary
proposal presentations.

In this way, the defined project parameters predicted the
development of a new visual identity, keeping the origin
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identification features, as from the region as from the producers
themselves. :

According to the chronogram was held in one month a new meeting
with the producers, at this time at the producer unit headquarters of
Beleza group, in ltapiranga. It was present most of the group
members, Institute Cepa/SC and DMN/UFSC representatives
{Figures 5 and 6).

-

Figures 5 and 8. Proposal presentations for tha producers, Itapiranga/SC, 2004.

The presentation was organized from the existing situation analysis
and used parametars on the proposal elaborations. It was also
remembered the project proposal, emphasizing that the proposals
must be chosen by the group members and that there was not
obligation of accepting them, but that it is fundamental the producer
participation on the choice and manifestation of opinions and
recommendations.

Altogether thera were thrae proposals and raspective applications
on the product lines, highlighting the specific details on the "origin
identification” and "family product”. it was also presented a
special/promotianal packaging proposai, baing finally exposed the
producer prototypes for the producer’s appreciations.

| Dl T s ARG e i)

Figures 7 and 8. Proposal for Label 1 for Cacﬁéga'(Bréziliaﬁ Drink) aged and pura,

2004.

The set of labels from the proposal 1 follows a standard that
highlights the product type and its name (BELEZA), and a chromatic
configuration with shades that remind the products, mainly the
sugar and treacle. The letters, (types) used on the group hame,

remind the local German origin and the meambers, and with the

golden color highlighted the quality and the product refining.

For Cachaca (Brazilian Drink) labels (Figuras 7 and 8), there were
two proposals according to the types. For this, it was used as
parameter the chromatic symbals of silver and golden color. For the
format was optad to tha front/front side type, with longed and thin
forms, in a way to give a diffarentiated appearance that reminded
Cachaga (Brazilian Drink), but with a finar touch, still allowing bettar
product visualization itself. 1t ‘'was proposed to use tha group
alembic image itself to reinforce the production and to show the
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reality, and to highlight the agriculture of ltapiranga what would
identify in a clear way the products origin.

Poviehey b .

MELADO DE ©

Figures 9 and 10. Proposal for label 1 for brown sugar and cane treacle, 2004.

The brown sugar and cane treacle (Figures 9 and 10) folfow the
same standard with the same specification above described,
highlighting the use of a higher stamp for better identifying the
product apglied on the product cap (cane treacle).

oy

fy R |

Figure 11. Proposal 2 for Cachaga (Brazilian Drink), 2004,

The set of labels from proposal 2 follows a labeling traditional
standard, keeping the chromatic aspects related to the products, as
well as the group name. According te the dimensions, it was opted
for a medium-sized for being possible to visualize the product in a
reasonable way.

For Cachaga (Brazilian Drink) label (Figure 11) was developed a
front/back side proposal, in a traditional format, highlighting for the
product and name type, using the barrel image (symbalizing the
product storage). On the second label was put the secondary
information related to composition, legislation, etc., following the
same standard.
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Figures 12 and 13. Proposal 2 for brown sugar and cane treacle, 2004,

On the brown sugar and treacle labels (Figures 12 and 13), the
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predominant color is maintained in the same way as the product
name and type. In the specific case of treacle was kept the
composition of proposal 1, with a front label and a higher
identification stamp, changing the forms and information
distributions.

Figure 14. Proposal 3 for Cachaga {Brazilian Drink), 2004.

The last proposal, number 3, maintains the previous concept,
searching a chromatic relation with final products (brown), as weil
as maintaining highlighted the group name and product type.

Cachaca (Brazilian Drink) label (Figure 14), as on the proposal 2,
presents front and back separated, maintsining highlighted the
product type identification and the producer names. The proposal is
to put an alembic, as on the proposal 1; if the alembic is accepted
it will be used by the group. About the label size, it was decided to
increase it, as on the front as on the back side. Finally, it was used
the "handmade" finishing recourse (torn paper), on the higher label,
as a way to create a differentiated element and more organic.

Figure 17. Proposal 3 for cane treacle, 2004.

On the brown sugar and cane treacle labels (Figures 15, 16, and
17) were maintained Cachaga (Brazilian Drink) label predominant
color; in the brown sugar case was created transparent areas for
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better visualizing the product, enabling a better integration between
the label and product. it was developed two alternatives, with
different dimensions. Treacle product followed the previous
proposal policies, using front and high label identification, with the
same chromatic specification and organic appeal.

Another important item, applied to all products, was a
recommendation of using standard-bottle for Cachaga (Brazilian
Drink) (glass), already industrialized, that is being adopted by
producers, mainly by the differentiated format and prominence
spelling on the glass itself in Portuguese and English of the product
type, besides Braille (for carriers of special visual needs).

After the proposal presentations, with visual resources (projection),
it was presented the product prototypes to facilitate the choice. With
the prototypes were presenied the enterprise versions for better
analysis.

Figures 18 and 19. Proposal chosen by the producers, 2004.

The group member's reaction was very positive, and received very
well the proposals (Figures 18 and 19). in this way, the choice was
much discussed, but, in general way, the answer was unanimous for
both proposal and prototype quality presented (Figures 20, 21 and
22).

K R CRRAT “i : i ¥ il 3 ;
Figures 20, 21 and 22. Cachaga (Brazilian Drink}, brown sugar and cane treacle
prototype, 2004.

In the producer's opinion: "...it'" be difficulf fo choose one...! fiked
everyone...actually, as it's it'd be difficult to get into the market...,"
referring to the label used before.

At the end, it was chosen the proposai 1. Such choice was justified
by the group members, due to the great differential mainly of
Cachaga (Brazilian Drink) labeling (front/front side) and the
lightness that it presents. It was evidenced as an important point,
ihe label size that allows better visualization of the product.
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Figures 23, 24 and 25. Chosen proposal (1), 2004.

The following stage, after the choice, was to finalize the chosen
proposal and the elaboration of new profotypes, to be finally
validated by the group.

Final Proposal

The final proposal of Beleza group, with its technical specification
and construction grade to facilitate and standardize its application,
concludes the results exposition. In this final stage was observed a
great evolution on the labels used and the new project presented.

Flgure 26. Vlsual Identlty Spemﬁcatlon {tradamark), 2004.

The labels were developed for the three group products: Cachaca
(Brazilian Drink), cane treacle and brown sugar. The front label
choice gives, in relation to the product perception, some important
advantages; among them.can be emphasized the frontaily grouped
information and the labels length (thin), sllowing the product
significant visualization.

From brown sugar label is possible to obtain a greater refining and
care with the information distribution, as well as with the border
details that accompany the central curwng, which is the project
remarkable element.

The [abel applied on Cachaca (Brazilian Drink) packaging presents
itself effactive to its purpose, sllowing to differentiate Cachaga
(Brazilian Drink} type, as on a large packaging as on a small one. It
is important to mention that the project team recommendation as
the glass type to be used was accepted. It is highfighted, however,
that the choice is from the producers, being evident, once again, the
decision participatory processes, which is an elément very
important on the proposal.

The brown sugar, with its label applied on the flexible packaging
presented a good performance on the predicted items. The
information centralized on the product and a great area of
transparency enables the great product wsuahzatlon fact that |s
very appreciated by the consumers.

Finally, it is presented an image with all products (Figure 27),
allowing to reslize a new Beleza group identity. It is important to
mention that as the previous group products, the labels passed by
an analysis and evaluation of food area specialist to verify its
conformity and to hold the necessary adjustments.
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Figura 27. Final products. BELEZA |, 2004.

As it has been mentioned before, it was also developed a special
packaging for adding Cachaga (Brazilian Drink) bottle, having as
principles the ecological aspect and material utilization. In this way,
it was developed the packaging presented on Figures 28 and 29,
using cardboard and aluminum cap. It is highlighted at this point the
partnership with the enterprises, in this case this packaging was
developed by Schimpack.

Figuras 28 and 29. Special packaging for Cachaga {Brazilian Drink), 2004.

Conclusions

The family agriculture, in the case of Brazil, presents more than
50% of domestic food production. This data reinforce the
importance of investing in this segment that besides being an
important economical role has a fundamental role on the social
inclusion of agricultural sector.

In this way, the incentives through the partnership between the
government (Agricultural and Rural Policies Secretariat / CEPA
Institute of Santa Catarina) and with teaching and research
institutions (Federal University of Santa Catarina) have been
allowing that small family farmers to improve their competitiveness,
adapting themselves to legal and commercialization issues, as well
as the improvement of quality of life in a general way.

Besides, the labels and packaging development, having as
ptinciples the origin identification, the project predicted the delivery
of a label and packaging pilot lot to start the production, as well as
orieniations such as commercialization and especially trademarks
registered.

It is important to highlight that this type of projects aim an approach
between the design and areas less explored, as the case of family
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agriculture, enhancing positive results for both parts. Finally, it is
highlighted the producers participstory process that was
fundamental. With the diversity of opinions, tastes and preferences,
it was possible to reach results technically corrects and at the same
time "the taste" of the producers.
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ABSTRACT

The valorization of family agro-industry products nowadays is very highlighted,
mainly by the consumer demands that are clearer and clearer about the benefits that
we can have with food products that are produced in a responsible way, giving
attention to ecological cares. In this way, this paper presents a case of an agro-
industry (one-family) placed in Palma Sala region next ta Jose dos Cedros city in
Santa Catarina State countryside - Brazil that produces Cachaca (Brazilian Drink).
This agro-industry was identified through the Agricultural Planning and Ecenomics
Institute of Santa Catarina, as being a potential client for the development of a visual
identity that assisted also the geographical source of the agro-industry localization.
Aiming also the producer reality that distant physically from design centers, with no
knowledge about the importance that could have for the future of the
entrepreneurship, encouraged the project. It was developed in a way together with
the producer and the family. With visits to the property in searching information that
allowed the development of an identity that represented faithfully the producer and
its source. The resulf was a personalized package with a label for the product,
considering commercialization legal aspects, as well as relative guestions of labe!
and package production costs, respecting the limitations and enfrepreneurship
frame. Graphically, the result was accepted by the producer that verified on the label
the source identification, as well as their opinions and information present in the
project. Finally, it is concluded that it is possible to develop projects with smali
producers through partnership between governmental organizations and research
and teaching institutions.

Kaeywords: Family Agro-industry; Daesign; Differentiation; Compaefitiveness.

Introduction

The design applied to packaging and |abeling development has
been taking place among the traditional activities. This can be
verified on the great quantity of the projects developed last years
and the enterprise acknowledgment as the importance and
effectiveness of the design work in this area.

At the same time, it is observed that there are numerous society
sectors that have not identified yet the importance and benefits that
the design can bring to their business. In this way, it is cited the
Family Agriculture case in Santa Catarina State / Brazil, which is the
object of this work.

The Family Agriculture represents a significant food production
percentage in Brazil, as well as an important number of families that
subsist through this activity. According to the data from Cepa/SC
Institute, it is estimated the existence of approximately five
thousand small rural agro-industries linked in s direct way to family
agriculture, this only in Santa Catarina State. The total amount can
be assured that there are more than fifteen thousand people
involved.
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It was verified also through the projects held before that in
Canoinhas, Porto Uni@o, Itapiranga and Mafra in Santa Catarina
State that the main difficulties on the products commercialization by
the small producers would be on the products presentation, as wéll
as the type of packaging used mast of the time do not attend the
obligatory legal issues, harming its commercialization. In
counterpart, it was verified that the quality of products, the process
production, ecalogical aspects, among others are largely valued by
the producers, meeting the present tendencies of the consumers
that more and more search for cultivated products without
agrochemicals, or rather, products with ecological appeal.

In this way, the producers assure their products, but it is missing an
adequate packaging and lsbeling that allow a correct identification,
as from the producers as from the products themselves, an
adequate packaging, a visual identity (trademark) that permits their
recognition and that search for an origin identification, or rather, a
greater and betfer differentiation.

Being that, this project searched far helping through the design the
family agriculture, in this specific case a one-family agro-industry,
located in Palma Sala (Figure 1), close to S3o José dos Cedros, in
Santa Catarina countryside. The product elaborated is Cachaga
(Brazilian Drink), typically Brazilian and derived from sugar cane.

Talma Sola

Figure 1. Santa Catarina State Map/Brazil. Localization of Palma Sola, 2004,
As it was mentioned before, it deals with a one-family agro-industry,
farmed predominantly by women, being the father the only man of
the family (Figure 2). This characteristic was a surprise for the team,
considering that the work in the agriculture is considered heavy.
Afterwards, it will be presented the project development searching
to show in practice how the design can contribute on the products
differentiation and competitiveness of the family agriculture.

Y (wife, 4 daughters and one granddaughter) and
technician from EpagrifSC (in the center), 2004.
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Initial considerations

The agro-industry identification was held by Cepa/SC Institute that
through its deep knowledge about Santa Catarina State agriculture
has enough information to follow a correct identification. After this,
together with Design Management Nucleus from Federal University
of Sania Catarina was chosen due to its characteristics and
poientialiiy.

In the specific case of Cachaga (Brazilian Drink), the producer
searched for help in a governmental enterprise that provides aids to
agriculture, called EPAGRI/SC that through courses, accompanying
skilled technigues, orientations, etc., participates in an effective way
in the State agriculture development. Historically, Mr. Hermes has
been producing Cachaga (Brazilian Drink) for a long time,
commercializing it near to his property, having encugh success with
the consumers that recognize as an excellent producer. This fact
has siimulated him to look for courses at EPAGRI/SC to improve the
production, seeking in this type of production the income
improvement and consequently quality of life.

Taking courses he searched for structuring his own agro-industry,
since the present moment his production was done in a rudimentai
way. In this way, with a specific credit for family agriculture he has
bought his alembic (Figure 3) and he has started the construction of
a production unit (Figure 4).

Figures 3 and 4. Alembic and production unit construction. Palma Sola, 2004,

It is important to mention that the producer does neot have adequate
label or even packaging. The production that he has been having
was packed in soft drink plastic bottles (PET) and the trademark
known of the product was "Cachaga {Brazilian Drink) of the Ridge”,
as a reference 1o ihe residence geographical localization that is
placed in a ridge.

This type of information is fundamental for the project, in a way that
allows knowing through the producer experience important
elements and in this case was the gecgraphical origin identification.

On the first meetings with the producers, it was possible to evidence
other information among them:

-Cachagca (Brazilian Drink) production with installed capacity of
approximately 30.000 liters/year predicted with the new agro-
indusiry;

-Alembic capacity of 500 liters, with possibility 10 produce 4
alembics a day;

-To produce wine and raise cattle, but the main activity will be
Cachaga (Brazilian Drink) that has already a great recagnition
in the region;

-Specifically the region where it is placed the property is
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characterized by s ridge, the reason why the first ides of the
producer was to denominate Cachaga (Brazilian Drink) as
"Cachaga (Brazilian Drink) of the Ridge”;

-It should be highlighted his production and handcraft/colonis!
bottling;

~ It is not registered, but it would have been being aranged at
EPAGRI/SC, being the first producer st S50 José dos Cedros
to have it;

-The region would absorb the 30.000 liters/year produced;
-The product elsborated by the producer is considered by the
technicians of EPAGRI to be good,;

-Palma Sols has approximately 34 communities with an
intensified sacial differentiation (many poor families and some
very rich) and having the border with Parand and being very
close to Argentlna

-There is much commercial exchange with: Pato Branco
Curitiba, Cascavel and with Mato Grosso (cities and locslities
of closed States);

-The commercislization happens in bars (poor houses) and in
properties of more sophisticated social classes (on the same
type of packaging - bottle or PET);

-Production with growth intension and prediction;

-Difficulty in row material (sugar cane), that is the reason of
production drop and farming intention;

~-Commercisalization of similar products nearby:

-EPAGRI/SC in S30 Miguel do Qeste: bottle of 2 liters
(PET) for R$ 3, 50 and big bottle of 4.8 liters for R$ 8, 00.
-Region producers (an average): big bottle of 4.8 liters -
R$ 5,00 to 6,00;

-Coming from S30 Paulo: big boftle of 4.8 liters - R$ 2,80,
re-packed for 1 liter and commercisalized for R$ 1,20
{doubtful quality);

With this information, the team defined some actions that among
them are;

-To think of the regional;

-Packaging for local commercialization: plastic and outside the
region in glass bottle {option to be analyzed by the technical
teem, considering the expenses, target public, etc.),
maintaining only one trademark (identification);

-To assaciate with the producer (name);

-To use as identification of origin the geographical localization
and recognition 8s being "Cachaga (Brazilian Drink) of the
Ridge";

-The use of raw material as identifi cat|0n element (sugsr
cane);

-To be adequate and supervised in relation to legsl aspects.

Development

The procedures used for the development of this project follow the
Design Management Nucleus propasal - DMN of Federal University
of Santa Catarina that has, as the main target the epproach
between the academies and the social reality, in this way, 8 team
formed by teaching professionals with under—graduate and post-
graduate students have been working on it. It also is Supported by
a participatory management of everybady involved, and in this way
the consideration of the producers, as well as the partnership
information is assacisted to researches and studies held by DMN
that with a multidisciplinary téam develops the project.
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In & general way, it is followed a systematic divided in three large
stages proposed by Giovanetti: Analytical, creative and executive.
In this way, the feam has started the aliernative development
process supporied by researches and studies as mentioned before.

It is highlighted in this way that the first ideas are always presented
on paper and pencil where they are discussed and analyzed by the
team. This stage is considered of great importance because it
allows the solution generation without the interference of other
means, as the case of computer that in the opinion of the team limiis
the creativity process. From this, it was chosen the alternatives that
better attend the criteria and parameters defined and prepared from
virfual and maiterial prototypes, as well as manual designs for nexi
step that would be the preliminary proposal presentation to the
producer and his family.

This happened in another visit to the properties by the team (Figure

‘ki_ [y
WL 3 7, i

Figures 5 and 8. Preliminary proposal presentation. Paima Sola, 2004.

In this opportunity was presented two proposals, being one of them
with two variations, intending to allow that the producer himself
manifested his ideas about them. In this way, it was presented the
material models that consisied in personalized glass bottles and
adequate for Cachaga (Brazilian Drink) product. Figures 7, 8
reinforce the origin geographical identification concept re-passed by
the producer about "Cachaca (Brazilian Drink) from the Ridge" and
Figure 9 presenis a convergence format formally similar to a valley.

Figures 7, 8 and 9. Preliminary proposal presentation (material prototype), 2004,

With the material prototypes were also presented virtual prototypes
in pressboards form and portable comput®r scream taken for the
presentation. The Figures 10, 11 and 12 show them.
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Figures 10, 11 and 12. Preliminary proposal presentation (virtual prototype), 2004.

After the presentation and discussion, the producer's family chose
the alternative presented on Figuras 7 and 10, considering that it
would be the one that most presented the defined concepts. The
Figure 13 presents the flatted label where it is possible to obsarve
that an it was highlighted the ridge format as a way to identify the
producer origin and to emphasize the acknowledgment of his
product as "Cachaga (Brazilian Drink) from the Ridge".

“...l liked the three of them...it's difficult to choose....but it got
foo beautiful..." told Mr. Hermes.

Figure 13. Chosan label (flatting), 2004.presantation (virtual prototype), 2004,

Still in the figura above is possible to verify the presence of the-

name that the producer himself adopted as visual .identification
(trademark) of the products. The label also has a raw material
illustration (sugar cane) and the "Colonial" Cachaga (Brazilian
Drink})" as a way to emphasize its origin. Finally, it was included all
the necessary legal information to be ready for commercialization.

The packaging and labeling chosen by the producer, according to
his opinion and his family surpassed their expectation, as the
following commaent: "...if's nof needed to be my idea..." referring to
the use of the ridge on the label. '
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Figures 14 and 15. Material prototype with the final label and individual packaging,
2004.

Conclusions

When it is finalized s study like that and verified the results reached
as in technical and practical terms, it is observed clearly that
initiatives like that are fundamental for the improvement and
optimization of products from family agriculture. [n this sense, it is
possible to corrobarate and more than that to prove the contribution
for the Design in this area.

The comments told during the project by the members’ family
themselves show what was mentioned abave: "...the problem is fo
produce Cachaga (Brazilian Drink) with quality to put there..." (Mr.
Hermes), "...that's beaufiful it is... who knows...” (Mrs. Hermes).

From the point of view of the design, the praduct identification and
fo differentiate from the others, informing sbout its content and
benefits that it can proportionate i, is one of the key elemenis.
Associated to this in a systemstized and conscious process,
congregsting knowledge and information of different areas with the
direct clients (producers), it is possible fo reach significant resulis,
having as the base the innovation and integration principles, bases
for management design, basic element on the proposal of this
project.

Finally, it must be highlighted as fundamental element of this type of
project the contribution that the design can have a differentiation
and competitiveness element. This applied to a small producer that
would hardly have access 1o design becsuse of the distance,
available financing resources, among others and that through
partnership between the government and teaching and research
institutions enable an improvement of quality of life and mainly an
increase in growth and development expeciation. The producer's
own wards confirm this:

*...it's said on the felephone that if's gof foo beautiful.. . we're
going to get a little more excifed.. .the boys have been working
hard fo keep on the work ...very goodit..”.
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ABSTRACT

Qlive ail is gaining importance and its consumption is increasing since more attention
is being paid to naturai products. It has been proved scientifically that olive ail has
various health benefits such as decreasing cholesterol level and blood pressure and
preventing the risk of cardiovascular diseases. A regulation was passed by EU in
1992 to encourage diverse agricultural production, to protect product names from
misuse and imitation and to help consumers by giving them information concerning
the specific character of the products (Protected designation of origin and
geographical indication, EC 2081/92 and 2082/92). This regulation includes olive oil
preduced in certain areas of Spain, lizly and Greece. Olive oil composition is affected
_by environmental (soil, climate, altitude), agronomic (irrigation and fertilization),
cultivation {harvesting and ripeness) and technological (processing) factors. The
variation in composition is reflected to the organoleptic properties of the product.
Quality and nutritional, organoleptic properties of olive oil are also sffected by the
storage conditions. Temperature and light sre the main factors playing role in the
stability and antioxidant activity of olive oil. Colored glass bottles are more suitable
for olive oii since it extends shelf-life by reducing oxidation. While package is
designed by taking the requirements of the product into sccount, it should also
appeal customers visually.

Keywords: Olive Oil, Geographical Classification, Packaging.

Introduction

Oilive oil has been produced mostly in the Mediterranean region for
sbout 6000 years. It remains predominantly Mediterranean oll in
terms of production and consumption since the tree has specific
climatic -requirements for successful growth. In 2002, the World
average consumption of olive oil per capita per year is 0.4 kg (FAO,
2004). Forty-two countries had an intake above the World average
in 2002 and eighteen of these were in the Mediterranean region,
which accounted for 86% of all consumption and 98% of all
production (FAQ, 2004; Grigg, 2001). The consumption of olive oil
in the three major olive ail producer countries within the
Mediterranean region, Greece, ltaly and Spain, exceed 10 kg per
capita per year. In contrast, consumption in other Mediterranean
countries such as Albania, Croatia, Slovenia and Turkey is less than
1 kg per capita per year (FAO, 2004). Olive oil plays a very limited
role in the diet and also in cooking in Turkey since diet relles upon
lipids derived from animals and vegetable oils other than olive oil,
especially sunflower seed oil. However, the narrow coastal region of
wesiern and southern Turkey, which possesses a Mediterranean
climate, has a considerable production of olive oil and the
consumption in these areas is higher than in the interior areas
{Baysal, 1991).
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The consumption of clive oil has been increased in the last thirty

years in areas outside the Mediterranean region, particularly in -

northern Europe, Australia (Australasia) and northern America. This
increase is partly due to an interest in the cooking of the
Mediterranean and also to the awareness ot its medical virtues.
Besides its superior taste and smell, consumption of olive oils has
some health benefits. Many researches suggest that consumption
of olive oil protects human beings against cardiovascular disease
and a number of cancers. Olive oil has a high content of
monounsaturated- fatly acids, as well as many other constituents
such as phenols, tocopherols, chlorophyll and pheophytin, sterols,
squalene, aroma and flavor compounds, which exhibits a significant
role on the health. It has an effect on the reduction of cardiovascular
disease and cancer cases (Gerber, 1994). Free radicals
accumulating in the body during lipid oxidation cause serious health
problems such as facilitating the aging process, causing a damage
to the liver and even formation of cancer by destroying the
polyunsaturated fatty acids ot the membranes and the DNA. The
body is protected from free radicals by free radical scavengers such
as phenols and tocopherols. Olive oil has signiticant amounts of
phenols and consumption of almost 25 g of olive cil per day is a
considerable amount for preventing oxidation (Kiritsakis, 2004).
Olive oil also has an effect on decreasing cholesterol. It decreases
the total blood cholesterol, LDL-cholesterol and triglycerides. HDL-
cholesterol level, which plays a protective role and prevents the
formation of fatty patches, may be raised or not be changed with the
consumption of olive oil.

. In 2004, Food and Drug Administration (FDA) of USA approved the
olive oil producers to say on their [abels: "Limited and not conclusive
scientific evidence suggests that eating about two tablespoons (23
g) of olive oil daily may reduce the risk of coronary heart disease
due to the monounsaturated fat in olive oil. To achieve this possible
benefit, olive oil is to replace a similar amount of saturated fat and
not increase the total number of calories you eat in a day." It is only
the third time that FDA has approved such a qualified health claim
for a food [abel (Burros, 2004).

Protected Designation of Origin and Protected Geographical
Indications

In 1992, European Union created systems known as Protacted
Designation of Origin (PDO) and Protected Geographical
Indications (PGI) to promote and protect foodstuffs. These systems
are needed since as a food product acquires a reputation extending
beyond national borders, there could be a competition with other
products which pass themselves off as the genuine article and have
the same name. This creates an unfair competition and at the same
time it discourages producers and misleads consumers. European
Union has developed these systems to encourage diverse
agricultural production, to protect product names from misuse and
imitation and to help consumers by giving them intormation
concarning the specific characteristics of the product (Anon.,
2005s). PDO means the product is produced, processad and
prepared within the specified geographical area and the quality or
characteristics of the product are "essentially due to that area”. On
the other hand, PGI means the product is produced, processed and
prepared in the.geographical ares, and the quality, reputation or
characteristics of the product are attributable to that area (EC,
2003). "Cilento" virgin olive ail is an example of a product whose
origin is guaranteed and is defined as "Protected Designation of
Origin" (PDQ, EC, 1998). Some of the cheeses such as Asiago,
Bitto, Mozzarella di bufsle: campana and Fontins, some meat
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products such as Parma ham, Varzi salami and Tuscan ham, some
olive oils produced in Greece, Spain, France, lialy and Portugsl,
and some other products have PDOs. Piedmont hazelnut,
Borgotaro mushrooms, Montella chestnut, Sicilian blood arange,
Sarconi bean, Senise pepper and Norcia ham are the examples of
products which have PGls (Anon., 2005b).

Factors Affecting Oil Composition and Quslity

Oiive Qil is a camplex compound made of triglycerides, glycerol,
pigments, sterols, phenols and small amounts of other compounds.
Primary fatty acids are oleic and linoleic acid with a small amount of
linolenic acid. Components such as fatty acids, sterols and some
alcohols influence the fluidity and maouth feel as well as stability and
health aspects related to the amount of saturated versus mono and
poly unsaturated fatty acid. Phenol content is an important
parameter that influences the quality of the oil not anly by affecting
the stability of the oil but also contributing to flavor, aroma and the
typical bitter taste of the alive oil. Ultimate flavor of olive oil is
determined by volstile aromatic compounds that add certain
characteristics to oil such as flower, ripe and fruity aroma. Extra-
virgin olive oil has a highly variable chemical compasition. This
variability mostly depends on four major factors: enviranment
(climate, soil, and sltitude), agronomic practices (irrigation,
fertilization), cultivation (harvesting, ripeness, and cultiver) and
technological (processing) factars.

Environmental factors include faciors such as soil and climate
variations due to altitude and amount of rainfall in alive grawing
regions. 10CC reports that there are approximately 2500 olive
varieties and 250 of these are classified as commercial cultivars,
Cultivar is one of the main determinants of the compgesition and
quslity of the olive oil. A list of important olive varieties and
characteristics of oils obtained from these olives are provided in
Table 1. Although certain cullivars have been associated with
certain growing regions, recently versatile varieties have been
started to be cultivated in regions where they were unknown before.
Since the effect of climate on chemical composition of olive oils has
been shown to be very significant, source of the olive oil also gained
more importance. According to a study performed with two Italian
alive cultivars grown in the first olive production zone, Andslusia of
Spsin, olive oils obtained from olives grown in higher altitude have
mote oleic acid and have higher stability, and monounsaturated to
polyunsaturated fatty acid ratio is higher for oils that come from
higher sltitudes (Paz Aguilera et al., 2005). However, tocopherol
and lincleic acid content of oils from low altitude were higher and the
effect of sltitude on the phenolic content of oils varied depending on
the olive cultivar. It was found that unsaturated to saturated fatty
acid ratio is higher in oils from higher altitude in another study
investigating the effect of altitude con il quality (Mousa et al., 1996).
While total phenol content was higher for low altitude oils some
phenalics disappeared with maturation as some appeared later. It
was reported that virgin olive oils produced from olives grown in
high altitude generailly are sweeter and have herbaceous fragrance
compared to oiis from low altitude olives (Aparicio and Luna, 2002).
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Table 1. Charactenstics of the olive oll producad from some important olive varieties.

Olive variety

Growing region

Characteristics of the oil

Arbequina

Catalonia, Spain

Recognizad for its aromatic
ripe fruitiness, low
bitterness, pungency, and
stability

Aglandau

France

Highly fruity, bittar, pungent,
land stable

Ayvallk

North Aegean, Turkey

Fruity

Bosana

Sardegna, Italy

Highly fruity, harbacaous,
medium pungency,
bitternass, and stability

Coratina

Puglia, Itsly

Strongly grean harbaceous,
bitter, pungent, and stable

Cornicabro

Toledo and Ciudad Real,
Spain

Very fruity and aromsti
with medium bitterness,
pungency, and stability

Frantoio

Tuscany, ltaly

\Very fruity, aromatic, and
herbaceous; madium
bitterness and stability;
strongly pungent

Hajiblanca

Andalusia, Spain

Fruity, aromatic, mildly
pungent, low bitterness and
Istability

Koroneiki

Greace

Fruity, aromatic, mildly
pungent, low bitterness and
stability

Leccine

Tuscany, italy

Medium fruitiness, and
stability; low bitlernass and
pungency

Memecik

South Aagean, Turkey

lAverage olive fruitiness,
with a hint of apple and
other ripe fruits, not very
bitter although s little
pungent, swaet with an
almond flavor

Manzanilla

Andslusis, Spain

Fruity, aromatic and
herbaceous; medium
bitterness and stability;
strongly pungent

Morailo

Tuscany, ltaly

Mery strongly fruity,
herbaceous, and stable;
medium bitterness and
pungency

Picual

Andalusia, Spain

Whan harvested early
nreduces a nicely sromatic
fruity oll that has medium
bitterness and very high
stability

Picholing

France

Mery fruity and aromatic;
medium fruitiness,
bittemess, and pungency

Although olive has been known as a tree grown in dry regions,
recent practices involve irrigation of olives to increase the
production. Monounsaturated and polyunsaturated fatty acid
content of olive oils of the dry farming olive orchard was higher while
oils of irrigated trees have more saturated fatty acid {Salas et al.,
1997). Polyphenol content was higher for oils ot non-irrigated olives
and these oils tasted more bitter. Several researchers determined
various maturation stages for olives according to color, texture and
content. While fatty acid accumulates with ripeness increasing the
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oil yield, chlorophyll, total phenol and aroma content of oils obtained
from mature olives decrease (Duran, 1990). Decrease and increase
in the specific fatty acids with maturation showed variations
depending on the olive cultivar.

Another factor affecting the olive oil composition and quality is
processing and storage conditions of the oil. Oil production starts
with grinding of the fruit to form the paste then malaxstion of the
paste, and finally extraction with various methods such as
centrifugation, pressure or percolation. Each of these steps has an
effect on especislly antioxidant capacity and oxidaiive stability,
thereby on the quality of the product. The intensity of bitterness and
pungency of olive oils produced using millstones is less compared
to oils of metallic crushers due to lower phenolic content. Duration
of malaxation is also a factor determining the oil vield and the
amount of phencls in the oil. While prolonged malaxation favors
increased oil yield it generally reduces phenols (Di Giovacchino et
al., 1994). Higher phenol content was obtained with pressure and
percolation sysiems relative to cenirifugation sysiems. Lower
pnenol contents of centrifuge systems are associated with dilution
of olive pasie with Jukewarm water used during extraction. For
Croatina type olive ail, oil obtained with cold press was significantly
bitter and has less grassy flavor in comparison to centrifuge
systems while more undesirable yeast aroma was also observed for
cold pressed oils (Aparicio and Luna, 2002).

Effects of Packaging on Quality and Stability of Olive Oil

Quality after processing and shelf life of olive oil changes with the
storage conditions and packaging. The basic factors that are proved
to alter the quality of packaged olive oil as listed in Tsimis and
Karakasides (2002) are storage conditions such as light,
temperature and humidity, packaging material properties as
dissolution of some compounds from the package into the product,
color of the material, also oxygen in oil and auiocatalytic reactions.
The applicability or suitability of materials for olive oil packaging is
discussed in literature by considering how the package avoids the
unwanted affects of above factors. The common packaging
materials of glive oil in retail are glass and plastic bottles and tin
containers in changing volumes between 0.5 Land 5 L.

Use of tinplate containers is traditional and very common. Tinplate
containers are molded sieel plaies both sides of which are covered
by pure tin (Cemeroglu, 2003, Blunden and Wallace, 2003). The
inside of the package is coated with a suitable lacquer for the
product. Cylindrical tin containers for 1- 2 L olive oil packaging and
5 L tin containers in rectangular shape can be seen on the shelves
in Turkey. They protect the product from light. No oxygen or water
transfer through the walls is possible. The hole with a plastic closure
has to be sealed properly to avoid any kind of foreign material
passage to the product. This could be adulteration of the oil or air
diffusion into the cil. However, the main problems with tin containers
are the dissolution of lead in the welded side seams into the product
and dissolution of tin or reaction of steel or tin with the oil through
corroded inner surface of the container. The reaction of oily food
products with the corroded tin coating or steel base not only
deteriorates the guality but also more importantly may cause toxic
effects on consumers.

Plastic containers, too, are used extensively for olive oil packaging.
Polyethylene teiraphthalate (PET) and polyvinylchloride (PVC) are
the most common plastic materials although use of PVC is very
limited nowadays. The problems encountered with plastic packages
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are the permeability of walls fo gases (oxygen, carbon dioxide and
humidity) and migration of unwanted substances from the package
to the product.

Giass contsiners sre inert and preferred for olive oil packaging.
Transparent glass is widely used in packaging. However, photo
oxidation of the oil and as a result the reduced shelf life is the
problem. The colored glass bottles are an slternative becsuse they
prevent or slow down the oxidation process.

Packaging conditions affect the loss of flavor compounds and lead
the photo-oxidation. Use of colored glass battles or containers is
recommended far storage since they can prevent light and oxygen
exposure. Transparent PVC and PET plastic bottles were proved to
accelerate the oxidation of the product. Also, light was found to be
one of the major influences in increasing the degree of oxidation
even the products were stored in different colored glass contsiners
(Kilig, 2002). In the same study, tempersture was found to be less
effective in oxidation.

In a study sbout the shelf life of olive oil, a group of flavor
compounds were used as markers due to their high correlstion fo
the storage conditions (Kanavouras et al., 2004). Extra virgin olive
oil samples were packaged in PET/PVC/glass bottles and stored
under different temperature (15, 30 and 40 °C) and light {40 W
fluorescent light bulb and dark) conditions. According to the
concentrafions of different off-flavor compounds, light is the most
significant factor in the deterioration of the quality during storage for
all three types of packaging materials. For some of the off-flavor
compounds, type of packaging materisl was found to be an
important factor fo increase the concentration becsuse of oxygen
transfer through the msterisl. At elevated storage temperstures,
cancentrafion of off-flavor compounds increases. Extrs virgin olive
oils packed in PET or PVC bottles under high temperature and light
conditions are definitely much more susceptible fo quality losses
and eventually low shelf life is unavoidable. Therefore, the type of
packaging material and environmentsl conditions that olive oil
product is exposed have to be adjusted to be sble to keep quality
and stability. In another study, it was claimed that under ideal
storage condifions, most of the antioxidanfs did not significantly
change over one or two years (Garcis et. al. 2002).

Other packaging materials for clive oil are tetra brick cartons and
ceramic bottles even fhough they are not extensively used. Tetrs
brick containers are inexpensive and considered very suitable for
the packaging of olive oil (Kiritsakis et al., 2002). In Turkey, some
olive .oil producing brands sell the product in cersmic bottles.
However, this type of packaging is very rare since it incresses the
retail price of the product.

The cost of package and ease of transportation seems to be the
main concern for the choice of the material. Companies sell some
of their clive oil products in colored glass bottles while majority of
other products are sold in tinplate, plastic and glass bottles. Olive ail
produced from more acceptable olive varieties or olives of preferred
regions are packaged in colored glass or ceramic bottles and sold
at high prices. As summarized in this section, these packaging
materisls prevent exposure to light, consequently slow down the
oxidstion and also are very esthetic. The same care may be
exercised for the packaging of all olive oil products to be sble to
preserve the initial nutritional quality and stability and finally extend
the shelf life. Possibility of migration from plastic materials or
tinplate has to be cslculated carefully for quality, stability and safety
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of the preduct.
Conclusion

Olive oil composition and quality show significant variability
depending especially on the olive cultivation region. Importance of
this variability was reflected in PDO and PGI regulations approved
by EU, which protect the consumer rights and also producers.
Turkey as one of the major olive oil producer needs to identify the
main characteristics of olive cultivars and classify olive cil according
to geographical origin. Stability and quality are also affected both by
processing and storage conditions. Therefore, suitable packaging
material has to be chosen and temperature of the environment and
degree of exposure to light of the packaged product has to be
adjusted for maxtmum quality and stability.
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ABSTRACT

Wine and olive-oil gourmet boutiques are rapidly increasing in parailel 1o the
developing consumption pattern and enabling the cultural and objective values
meeting the conscious consumers. Interior design of the above mentioned boutiques
plays a complementary role in reflecting important values such as; corporate, brand
and product identity on to the consumption perspective.

The primary focus of this study is to examine the wine and olive oil gourmet
boutiques located in the European coast of Istanbul and to creale & profile by
distinguishing the similarities or the differences between them. We specifically seek
to understand how the concept of gourmet boutigue interior design manifests with the
regular retail sector and in general, the influence of design impacts on the consumer
habits.

During the research; gourmet boutiques having various different types of interior
design have been examined and interviews have been reslized. The relation
between gourmet industry and interior design was scrutinized by considering the
results obtained from detailing the company and customer profiles, brand and
product identities and interior design values.

Keywords: Gourmet Boutique, Interior Design, Brand ldentity, Design and
Consumption.

1. INTRODUCTION
1.1. Affect of Store Atmosphere on Consumers

Physical aspects of retail stores have gained particular interest
among the academic researchers far several decades. Past
research has pointed out that specific characteristics of siores (most
notably: location, store atmosphere, product assoriment and
service quality) affect consumers' store evaluations and store
choices (Louviere and Johnson 1990, Steenkamp and Wedel
1991). The relationship between physical environment and human
perception was presented with a theoretical model (Mehrabian and
Russell, 1974) in which the effecis of environmental stimuli on
human behavior was scrutinized. Applying the Mehrabian - Russell
model to a retail environment, Donovan and Rossiter (1982)
showed that two dimensions of affect: 'pleasure and arousal' could
predict customer behavior in retail settings. Furthermore, Donovan
et al. (1994) proved that store characteristics had significant effects
on store atiributes and emotions experienced in the store
environment can shape outcome variables of interest to retailers.
Lighting, brightness, caolors and height were cansidered as to be
impartant features creating a store atmosphere (Buckley, 1987) and
the research of Donovan et al. (1994) extended the idea of
components of store atmosphere: including new variables such as
design, layout, music and air quality features. One of the important
conclusions which the cited research distributed was that pleasure
resulting from exposure to store atmosphere influenced such in-
store behaviors as spending levels, amount of time spent in the
store and willingness to visit again (See: Chart 1).
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STORE ATMOSPHERE

IN STORE BEHAVIORS
- Dasign )
- Layout - Spending levels
- Lighting . |:> - Amount of time spent in
- Color stare .
- Music - Willingness to visit again
- Air Quality affects

Chart 1. Store Atmosphere Affects on In-Store Behaviors (Oonavan et al., 1994)

As the previausly mentioned abave researches proved that the
emational reaction triggered by the physical surrounding directly
influenced the shopping behaviar at customers, several other
studies begun to peoint out to the relation of consumer perceptian
and stare attributes. The comman base of the studies was to
demonstrate the importance of the store stmosphere, wheress the
term 'store atmaosphere’ refers to the enviranment that is braught by
a caardinated visual display of merchandise and the ease of
mobility within the store (Ghosh, 1994). It is possible to express a
well planned store atmosphere as & space which provides 'a
favorable environment that blends layout with music, colar,
decarative features and lighting' (Thang and Tan, 2003). In additian,
the results from Wakefield and Baker's (1998) field study of
shopping malls indicate that enviranmental factors (i.e. design,
music, layaut and furnishings) are positively related to excitement
and/or desire to stay at the retail stare. Accarding ta Berlyne (1971)
the attractiveness of environmental stimuli is & function of their
complexity and stimuli that are characterized by an optimal level of
complexity are assumed to gain maximum interest. Thus, a racent
article published in the Journal of Retailing and Cansumer
Services?! acclaims the fallawing:

"In accordance with the canception of experienca-oriented
marketing a store's goad condition, careful layout and relstively high
infarmation rate, all helping to bring about s pleasant stare
stmosphere, facilitate gosl-attainment. Moreover, a pleasant stare
atmasphere also improves the customers' moad state.”

Clearly, the effect of store atmosphere is abvious and it is a majar
factar in retail services. If statad separately, the subtitle "layaut” can
be considered as ane of the farward stepping featura ot store
atmasphere. It can be considered as the foremost aspect, whereas
the design pracess starts with "conceptual design”, but the first
cancrete touch comes up within the arganization of the layaut.
Caretul layaut of an enviranment helps people to orientate, ta find
the way and learn to understand signs, to get the feeling of personal
cantral and mastery (Bitner, 1992).

Other components of stare atmosphere, particularly music, air
quality and lighting, have gained predominant interest and a vast
number of studies have been made upon the subjects. Baker et al.'s
(1992) study found that consumers stay longer in stores, which are
high in arousing qualities probably as they are perceived as mare
intaresting. In their study, music and lighting were cambined as a
single ambient factor, thus inhibiting an examination of the
interaction effects batwaen two ambient stimuli. Furthermare, a

1 Thang, Doreen and Tan, Benjamin, 2003.Linking Consumer Perception fo
Preference of Retail Stores: an Empirical Assesment of the Multi-Aftribufes of Store
Image. Journal of Retailing and Consumer Services 10 (2003) 193-200.
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research study held by Mattila and Wirtz (2001) provided evidence
that improving a store's ambient conditions enhanced customers'
evaluations of and behaviors in the shopping experience. The
results of the study noticeably showed that when the arousal [evels
of ambient scent and background music matched, consumers'
evaluations of the shopping expetience were enhanced. As in the
conclusion part of the study, they notify the following indication?:

"In sum, our findings provide further empirical support for the
infuitive belief that when the stimuli in the environment act together
to provide a coherent store atmosphere, the individual in the
environment will react more positively. When ambient scent and
music are congruent with each other in terms of their arousing
qualities, consumers rate the environment significantly more
positive, exhibit higher levels of approach and impulse buying
behaviors and experience enhanced satisfaction.”

Similarly, Spies et al. {1997) used a basic diagram 1o put on view the
relation between store atmosphere and consumer actions, whereas
it was explained that consumers' behavior improved more
frequently in stores which were kept in good condition. Their
research goes after the idea wherein positive mood changes could
be shown o cause a favorable evaluation of the store and to make
the customers buy more and make spentaneous purchases. (See:
Chart 2)

Satisfaction

Store Atmosphere Mood

Purchasing Behavior

Chart 2. Relations between Store Atmosphere, customers' Mood, Satisfaction and
Purchasing behavior. {Spies et al., 1987}

Observably, although the positive experience was the principle aim
io be attained through store atmosphere, studies depici the
negative characteristics of shopping experiences by which store
atmosphere harmfully contributes as well. For example, a very
recent research study (Amold, Reynolds et al., 2005) held on 13
depth interviews, which revealed several factors associated with
delightful or terrible shopping experiences for retsil shoppers and
the resulting consequences from these experiences. The following
statement allocates the influence of the negative condition of store
atmosphere on consumer behaviorss:

" ..the actual atmosphere of the retail setting contribuied in the
creation of some terrible experiences. Dirty surroundings, crowded
fixtures and aisles, and unreasonably loud music were reasons
mentioned by informants."

2 Mattila, Anna S. and Wirtz, Jochen, 2001. Congruency of Scent and Music as a
driver of In-Store Evaluations and Behavior. Journal of Retailing 77 {2001) 273-289.
3 Amnold, Mark J., Reynclds, Kristy E. et al., 2005. Cusfomer Deiight in a Refail
Confext: Investigating Delightful and Terrible Shopping Experiences. Joumal of
Business Research 58 (2003) 1132-1145.
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Overall, the following sistements are achievable by the previous
studies:

a)Store stmosphere includes the harmonized togetherness of
features such as:

-Design

-Layout

-Lighting

-Color

-Music

-Air Quality
b)Positive (in terms of pleasanti) store atmosphere confributes
in store behaviors by affecting the consumers’ mood in an
affirmative way.
c)Customers in a positive mood buy more items and spend
more money than was originally planned.
d)Customers spend more iime in the pleasant compared fo the
less pleasant siore.
e}The more favorable the consumer perception of the store
atmosphere, the higher will be the consumer preference for the
sfore.

1.2. Gourmeis' Choice on Food Consumpfion

The studies have shown that food choice deferminants range in
scope from praciical (i.e. price and convenience) and temporary
reasons (i.e. mood) to sensory preferences (i.e. tasfe and pleasure)
and personal ideals (i.e. heslth, weight control and ethical
concerns). However, relatively less is known about the natural
combinations of food choice motives among normal adults
(Lindeman and Stark, 1999). '

The term "gourmet" can be described as 'those who are conscious
in both of their own heslth and in ecological means snd also linking
the enjoyment of delicious food with heslth io constifute distinctive
food choice subtypes.' Evidently, the positive relstionship between
experiences of pleasure, positive emotions and the quality of life are
the key motivations of gourmets' consumption habits (Warburton
and Sherwood, 1996).

A research study* to analyze the relationship between personality
and the food choice motives included two surveys iotally held on
288 informants. According to the results of the survey, five clusters
were labeled as the following: Gourmets, heaslth fosterers,
ideological eaters, health dieters and distressed eaters. The biggest
group comprises 'gourmets’ in a fotal sum of 30%. The gourmet
cluster portrayed itself as omnivores who were mainly motivated by
the good taste of food and pleasure of eating.

1.3. The Call for 'Delight’ in Consuming

According fo the knowledge mentioned above, it is possible fo say
that the consumption patterns of consumers are increasing in the
majority of the cluster 'gourmet' and consequently, consumption
habits will fake change consistent with the rising level of
consciousness and positive affects of interest, joy and satisfaction.
Oliver and Westbrook (1993) reported that the highest intensities of
joy and surprise were labeled as ‘delighted'®, whereas this

4 lindeman, M. And Starck, K. 1999. Pleasure, Pursuit of Health or Negotiation of
Identity? Personality Correlates of Food Choice Motives Among Young and Middle-
aged Women. Appetite 33 (1999) 141-161,
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statement might take us to structure the view of the gourmet
consumer. "To be delighted’ among the other aspects, can be
considered as a festure of gourmet consumption. In the previous
chapter, the relation of the quslity of store atmosphere on
consumers' mood was analyzed; the results demonstrated the
parallelism between them. Likewise, based on the theory suggested
about the connection between gourmets and delightfulness, it is
possible to state that stores which are particularly designed to
service gourmets have to articulate more than 'pleasant’ effects on
their customers, they have to suggest 'delight' in order to attract and
service the gourmet consumers.

To abtain a high emoiion such as 'delight’ in a retsil gourmet store
could also be related into the change in customers' demands in
shopping. Today's shopping experience is increasingly defined by
customers as including elements of exclusivity (unique product
assortment), identification (customer's desire to identify with certain
stores), interactivity (i.e. hands-on shopping or in-store services)
and entertsinment {Lisanti, 2000).

Additionally, it should be taken under consideration that consumer
patronage of retail stores often extends beyond the purpose of
acquiring merchandise. Consumers' visit to retail stores often takes
the form of a recreational activity whose worthiness is reinforced by
the level of service provision with the store (Bitner, 1992). Hence,
the quality of in-store services is likely to have a strong impact on
consumers’ purchasing behavior (Shycon, 1992). The aim of the in-
store service is to strengthen store - consumer relstionship,
increase consumers' pleasure of shopping in the store and
encourage their repeat visits (Reynolds and Beatty, 1999).

In sum, the positive harmony of store atmosphere, in-store services,
unique product quslifications and interactivity form up as a single
element to obtain the emotion so-called 'delight’ in consumer, which
can be considered as a fundamental effect in gourmets' perspective
of consumption.

2. METHOD
2.1. Agricultural Msrketing Strstegies

To realize a research demonstrating relations involving interior
design and gourmet consumption, Kohls and Uhl's report (1990)
upon marketing strategies frequently followed by food firms were
taken under consideration as an initial point:

3)Product differentistion, seeking to find a product's unique
features which set it spart from its competiiors; increased
brand loyalty,

bYMarket segmentation, concerning the development of
unique product varistions that will be better perceived by
different consumer classes.

Gourmet consumption is maostly relevant in agricultural marketing;
3s identified in an increase in consumer preference which has been
created for netural foods without ingredients that can affect the
organoleptic properties of the product or harm heslth (Petroni,
1991). A research for EU (European Union) held in 20018 clearly

5 The term ‘delight’ is used by means of 'combination of arousal and pleasentnass’
%Russell, 1980} and 'highly activated positive affect’ (Watson and Tellegen, 1985}.

Siskos, Y. et al., 2001. Multicriteria Analysis in Agricuifural Marketing: The Case of
French Olive Qi Market. European Journal of Operational Research 130 (2001) 315-
331.
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exposed that agricultural marketing differentiates from the general
marketing with respect to the product's sttributes and natural
characteristics.

2.2. Process of Research Study

Derived from the information above, initislly two valuable
agricultursl products, wine and clive oil were selected regarding to
their distinct features and market segments.

The research was narrowed in the European coast of Istanbul
metropolitan area. Gourmet houtiques were listed from varicus
shopping guides and were classified in due to their product
segment. Subsequently, five out of eight gourmet boutiques were
selected which specislized on wine or olive oil. These agricultural
products were particularly selected in order to reveal the relation
between diversifying product stiributes and their reflection on
interior design of the selected gourmet boutique.

2.3. Survey
In order to perform a descriptive research, @ survey was held

through an interview questionnaire involving the five gourmet
boutigues. Each boutique's owner or menager answered the

questionnaire under confidential protocol. The questionnaire was

divided into four subdivisions as regards to the information on
company, product, customer profile and finally, interior design.
Sample questions from the survey included the followings:

-Description of the display and storage requirements of the
gourmet products,

-Explanation of the color and meterial scheme used in the
store,

-Porirayal of special necessities in terms of lighting and air
quality (i.e. temperature and humidity),

-The opportunity of consumers to test the gourmet products
befare buying them, and if so, what kind of space arrangement
is provided for this facility.

3. SELECTED GOURMET BOUTIQUES
3.1. La Cave Wine Boutique

URp—— ]
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L.a Cave Wine Boutigue is one of the prime wine boutiques in
Istanbul, regarding the scoale of the shop and alsc in the variety of
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the product assortment. Located in the heart of the city, Taksim, it is
surrounded by an intense traffic of people and vehicles. The original
date of establishment started in 1979 as a food supply supermarket,
whereas the company decided to focus only in marketing wine in
1991. Since then, La Cave has built up a wide range of products
including the major Turkish brands of wine {i.e. Kavaklidere, Doluca,
Pamukkale) as well as the Australian, Chilean, New Zealander,
Californian, Italian, French, South African and Bulgarian brands.

The boutigue is composed of two stories: the entrance floor and the
upper floor. As the customer enters the boutique, diverse forms of
stands are in sight and all walls are covered with displays of wines
from ground to ceiling. An alleged ‘warm' atmosphere is attained
through the intense usage of dark colored wood as a major
consiruction and display material. The lighting also supports this
warm atmosphere whereas the boutique is generally held dim and
heat-controlled light bulbs gsre used in order to protect wine from
over exposed light. The air quality is controlled by a HVAC system
{Heating, Ventilating and Air Conditioning). Due to save wines from
harm, the temperature and the humidity levels are controlled with
this system 24 hours daily. For the valuable and storable wines,
special wine closeis with temperature, humidity and light controls
{i.e. "Euro Cave”} are sel. These closets biend in the interior as
displays. Some decorative features, such as bunch of grapes, vine
stocks and old barrels are used in the interior. The ferreforge
balustrades provide a nuance to the overall "classical" atmosphere.
There is a wooden table in front of the cashier, providing the
customers the facility to try the product and take a rest. In the upper
floor, two bergeré styled armchairs upholstered with baroque styled
crimson red fabric and an end table made of old wine bottles are
located. Customers have the benefit 1o have conversations in
intimate groups while tasting wine. The knowledgeable personnel
supply satisfactory information upon wines and wine culiure.

Besides the harmonized classical and prosperous aimosphere
achieved through the immense usage of warm maierials, the unique
touch of 'delight’ comes particularty with music. It is known that
music is capable of evoking complex affective and behavioral
responses in consumers (Mattila et al., 2001). The buili-in stereo
system in La Cave Wine Boutique enables customers to listen io
well-known. composers (i.e. Vivaldi and Bach) at the background
during shopping and comprise a 'delightful experience'. Prior
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research has shown that music can sffect consumer behavior in
retail environments and their desire to sffiliste in buyer-seller
interactions. Shoppers spent more time and money in a slow tempo
retail environment (Milliman, 1982).

3.2. Kav Wine Boutique

Kav Wine Boutique has opened in 2002 and has two branches in
other cities. It is located in the trendy and stylish quarter of the city,
Nigantast. It is a relstively medium to large scele boutique snd the
total area includes divisions for exhibition, management, bar and an
in-house wine celiar. Kav Wine Boutique is regarded as the 'concept
boutique' of Kavaklidere Wines, a leading Turkish wine brand, and
slso supplies 250 wine and wine-related items (books, glasses,
botile stands, domestic mini-cellars) from 15 countries.

A comparatively more contemporary stmosphere is dominated
through the general usage of materials, layout, facilities (happy hour
activities and parties) and different exhibition techniques of wine.
The colorful mossic tiles used as floor covering presents a feeling
of energy and movement, slong with the light colored wooden
displays and contemporary armchairs. To exhibit and store wine, a
couple of diverse displays are noticesble: Mobile decorstive boxes,
fixed shelving made from wood veneering, @ system made to
display wine horizontally by clasping the bottle through its neck, and
some accessories (which are also on sale) for domestic usage. An
intense attention to the architectural details is visible: The skirting is
curvature, the lighting fixtures are hand made fusion glass and/or
laminated glass with real vine lesfs embedded ss an ornamental
nuance, the table is acting like a building block with its 5 meter
measurement lengthwise. Similar to Ls Cave Wine Boutique, HVAC
system is also used in Kav Boutique for maintaining temperature
and humidity levels, but besides this there is an in-house celler
where costly and storeble wine is situsted. The cellar is relstively
dark and consists of "Euro Caves”.

The distinguishing factor of Kav Wine Boutique can be interpreted
as addition of art in interior design in the main, as in an ‘art gasllery’
concept, whereas the vivid colors are acting to seize the view by
their intensity. Starting from the fagade of the boutique, which was
painted by a contemporary Turkish artist’; colors of wine, grapes

7 Yigit Yazict
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and vines are used in the interior. Past researches have inevitably
cited that color is one of the most dominant aspects in store
atmosphere (Donovan, 1982, Donovan and Rossiter, 1994). It can
be assumed that the touch of 'delight' is captured by the usage of
color in Kav Wine Boutique.

3.3. Kirsat Olive QOil Boutique

Held by a family company which has been dealing with olive and its
sub-products for almost a century, Kiirsat Olive Qil Boutiqgue was
recently opened in Istanbul (2004). The company has three other
branches in different cities all in the agricultural trade area of olive,
olive oil, dried tomato, capari and green pepper grown in their own
farms.

Kirgat Olive Qil Boutique is located in Nisantas, the fashionable
area of the city. Though it is relatively small by means of scale, a
“luminous and spacious atmosphere has been created with the
professional help of an inierior design company. There is a big
singular piece of display unit (shelving system} where ail the various
types of olive oils with atiractive packaging are exhibited. Natural
soaps (made from olive oil), domestic toois made from olive wood
{soap holders, trays and mats), other kinds of gourmet products
such as dried tomatoes and capari are secondarily put on view on
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tha extansion of this big display unit. The diffusad lighting fixtures
installed in the boutique enhance the clarity and purity of the olive
ils, while ravaaling a spacious and contemporary sensation.

The distinctive quality of Kirgat Olive Oil Boutique is the reference
it gives to the Maditarranaan disposition: All intarior dasign is
composed of curves and there is no straight lines viewed. This
aspeact diractly ralatas to the Maditarranaan wavas and the ides of
hospitality. Traces of olive form communicate through the display,
lighting, seating units and the counter-table, together generating a
pleasant and familiar atmosphere. The pictures of the family
mambers of the company who held the business for decades are in
sight of the customars, as a raminiscanca of traditional valuas and
family ties. Past studias have indicatad that in order to induce
pleasure, store characteristics should remind customars of other
positive experiencas (Spias at al., 1997). Kirgat Olive Oil Boutique
reminds local and cultural qualities in this sense. In sum, it can be
supposad that Kdrgat Olive Oii Boutique adds 'delight' in its
atmosphere by the quslity of design character.

3.4. Laleli Olive Qil Boutique

Built up as a branch of a family company who has baen in service
on biological sciences, Laleli Olive and Oliva Oil astablishmant is
developed under the Research Lab of the company. The boutique
was opened in 2001 and located in Babek, the residential quarter of
the high income inhabitants in Istanbul. There is anothar shop of the
company in Ankars.

Due to the flawlessly circular formed intarior layout of Laleli Olive Oil
Boutigue, it has a welcoming and an embracing affect st first sight.
Customers enter in the symmatrical axis of the boutique, and
racaiva certain sense of significance given to them st once. Though
small in size, this circular effect strengthans the coziness snd
intimacy provided. Display units are symmetrically located, shalving
and mobile boxes are provided. At the back of the counter table
thara is a small partition wall made from pumice, with an olive trea
engraved on it. The color scheme is selected from tonas of white in
order to express the natural color of dlive oils, which is greenish
yellow. .In the middle of the boutique there is s lascquer painted
woaoden table were customers can try the products, and above this
table there is a fixture made of several small glass bottles filled with
olive oil. This remarkably decorative fixture was criginated from the
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idea of oil-lamps in mosques, and it could be said that it has become
the center of atiention in the boutigue.

The scent of clive is most likely to be the unique festure of Laleli
Olive Qil Boutique. As customers enter in the circular plan of the
boutique, they have o pass closely to the displays were varicus
preducts derived from olive are placed. This close encounter
enables to feel the pleasant scent as much as possible. Relaticns
between scenis and shopping have been an interesting subject for
researchers, i.e. @ previous study developed a conceptusl model
portraying ambient scent as en environmental cue thai influences
emoticnal respenses and ultimately shopping behavicrs (Gulas and
Bloch, 1995). In this sense, the air quslity provided by the natural
scent of olive qils is the 'delight’ feature of Laleli Olive Git Boutique.

3.5. Alagati Wine and Olive Oil Boutique

Alacaty Wine Boutique was opened in 2001, in a high prafit district:
Macgks. Recently, by esiablishing the company's cwn clive oil brand
(as well as their two wine brands) they have increased the diversity
of the agricultural prcduct range in their boutique. Differing from
other boutiqgues mentioned above, they also cffer a large ares so-
called "café” in the boutique, where customers can relax and have
hot cr cold beverages cr eat salads during their shepping.

Althcugh there is both wirle and dlive cil, twe precicus agricultural
preducts avsilable in the boutique, the wine cellar lccated in the
boutique surpssses the siiention. Large in scale and made of
entirely natural wocd, controlled with sensitive HVAC sysiems, the
wine cellar provides a classy experience for the customers {o {aste
and purchase their wines. The laycut cf the boutique is crganized
as separste areas for the café, the wine cellar and the retail displays
are all adjacent to each other. In this matter the custcmer has the
full controf of the layout. As mentioned before, careful layout of an
envircnment helps pecple to crientate, fo find the way and learn to
understand signs, ic get the feeling of personal control and mastery
{Bitner, 1992). Besides than this positive verity aboui the
aimosphere, a rather debatable fact can also be noted: If two
agriculiural products, wine and clive cil, with diversifying stcrage
and exhibition qualiies as well as product identities come together
in the same retail ares, sc-called boutique, do they intensify each
others unique quslities reflected on the store atmosphere or do they
tend to diminish them? In the case of Alagatl Wine and Olive Qil
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Boutique, we can possibly comment that in order to reflect both
products’ outstanding influences on the store stmosphere, they
need separate storing and displaying areas. The identities related to
each product have s tendency to clash (i.e. well diffused light
needed to reveal the clarity of olive oil and in contrary, dim lighting
necessary to protect wine) and therefore it can be advised to store
and exhibit them individually. '

4. CONCLUSIONS AND LIMITATIONS

Depending on the research described in this paper, it is possible to
declare that agricultural gourmet boutiques tend to create a more
diversifying quality than regulesr retail shops. Store stmosphere in
terms of harmonizing design character, layout, lighting, color, sir
quslity and music have an effect on the in-store behavior of the
customer, and therefore present a 'delightful’ shopping experience.
'‘Delight’ factor can be considered as a prerequisite in order to
sttract and service the gourmet consumers.

This study points out.fo the case of wine and olive oil gourmet
boutiques, and partly demonstrates the influence of distinctive
qualities of each agricultural product on the interior design of the
boutique. As previously discussed, one of the major festures of
creating a pleasant store atmosphere is the layout of the boutique,
which is mostly formed with display and storage units. Both olive il
and wine have certain requirements for proper storage and
exhibition facilities (i.e. some of the red and white wines such as
Chardonnay, Pinot Noir, Shiraz, Merlot, Cabinet Sauvignon,
Riesling and Sauvignon Blanc have to be stored between 15°C and
20°C temperature and 70-80% relative humidity) which affect the
design limitations of display units and storage aress. Besides, in
order to protect the product from harm, wine is mostly stored and
exhibited horizontally whereas olive oil does not need such s
constraint. Both products are sensitive to excess light, for that
reason indirect lighting is s necessity in the gourmet boutique. But,
considering that one of the preduct qualities of olive oil is 'clarity’,
the level of luminosity is higher in an olive oil boutique than in s wine
boutique.

Regarding the selected boutiques portrayed in this study, it could
also be said that products have an affect on the color scheme used
in the interiors: Pale colors and light tones in the olive oil boutiques
are dominant, whereas rich and darker colors in the wine boutiques
are preferred. The relation between cultural values of each product
and the store atmosphere can also be sensed through the store

atmosphere: Wine boutiques express their interior layout with the

terms such as 'sophisticated, elite, serene,’ while olive oil boutiques
tend to use 'contemporary, energetic, vivacious', to depict their
environment.

In sum, it could be said that gourmet boutiques tend to offer the
customer a meditstion effect on emotions, whereas the interior
features of the boutique (so-called 'store atmosphere’) acis
reminiscent of a providing & scene for this 5-10-15-30 minutes
durational 'delightful shopping experience’ action. Each feature of
the interior, such as the layout or the lighting, ought to be evalusted
under the limitations of the product itself; Horizontal display units for
wine or indirect lighting for clive oil, etc. Finaslly, it should be taken
under consideration that the limitstions of this study is it has
investigated only the specific two agricultural products {wine and
olive oil) in & specific region (European coast of Istanbul) and
therefore cannot act as & global guide for gourmet boutique interior
design.
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SYNCHRONAL DEVELOPMENT OF THAI WINE'S
DESIGN, BRANDING AND AGRO-TOURISM
CASE STUDY:

NAKORNRATCHASIMA WINE REGION
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King Mangkut's Institute of Technalagy - Thailand
pwinn19@yahaa.com

ABSTRACT

This paper proposes the comparative study of implementation of design of agra-
industries, praduct and service of small and medium enterprises in the promated
area for agro-tourism of Nakornratchasima pravince.

The case study is an investigation of geagraphic, agriculture cluster management,
viticulture dedicated to Design and its service fram (1)Granmante Family Vineyard
(2)Khao Yai Winery (3)Village Farm, and was launched in 2001. The methods of
research and study were field survey, interview, Herature review and printed media
fram the Enterprises.

Analysis of diagram for illustrated synchranal development of design and wines,
Branding and Corparate Identity that contribute totheir product & services within the
development of Agro-tourism that may suggest ta other region.

Keywords: Branding, Wine Label Design, Product & Services, Agro-tourism.

1. Introduction

Nakonratchasima wine region is located at the edge of Khao Yai-
national park (Great Mountain), The largest of its kind in Thailand,
which is located approximately 160 Km. from Bangkok, the capital
city. Although Thailand wine industry is in incubation period, some
winery employ design to take the oppoRtunity to play the great role
to support and promote Nakornratchasima wine region's product
and service at preliminary. In case of explore the Development of
brand identity, visual communication, graphic design of wine in the
region. This paper presents the wine label development of individual
brand from this wine region as the tool to investigate the synchronal
development of each winery brand identity of the released products
from 2000-2004.

2. NAKORNRATCHASIMA WINE REGION

Stuat pigott discovers evidence to dispel the conventional theory
that quality wine can only be produced between 30° and 50° latitude
at North and South. From blind iasting with his colleague,
"Syrah.....Must be old world," But the bottle that placed on the table
on whose lakel was written:

PB Valley

Khao Yai Reserve
Shiraz

Red Wine 2000
Produce of Thailand

In the year 2004, the member of wine cluster of Nakornratchasima
wine region consisted of winery as PB Valley, Granmonte, Village
Farm and will be including other winery in the future. The region
located at a new wine latitude of 13° and an altitude of 300 metres
above the sea level. There were selected best palatable grape
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varieties from approximately 50 different varieties planted here
since 1992,

2.1 PB Vslley, the first and the biggest winery in this region, covered
a total of 200 scres with full equipment and tempersture control
fermentation room. Since then, the winery use the name "Khao yai
winery" as the brand for their 1999's vintage which named Khaso Yai
Reserve 1999, The winery is also making wine for another vineyard
under contract by each vineyard's grapes, instead of their idle
capadity. On the second release, PB Vslley Khao Yai Reserve 2000
with the logo of Hornbill sitting in the cluster of grapes by the
inspiration of Khao Yai national park also uses the logo that show
fertility of land, follow by third vintage of PB Khso Yai Reserve 2003.
Hence, the latest release is Pirom Khao Yai Reserve 2004,

2.2 Granmonte is located adjacent to PB Valley with 40 acres, the
first vineyard that employed designer to design it's corporate identity
program. It starts to produce grape juice before their grape in
mature condition in contract with PB valley for making its own wine
and bottled in its own brand. Whilst, Design program for Cl included
information graphic on signage system that stir the wine region with
great sttention. The contemporary design motif gets the great
respond from customer and this may call the initial point of
synchronal development. Within two vintages, that include
GranMonte Premier 2001 and GranMonte Celebration 2002 were
introduced.

2.3 Village Farm, the vineyard that is located on the eastern side of
the wine region, covered approximately 80 acres in the French style
winery. The Brand identity is Chateau des Brumes, which means 'a
castle in the mist', because every morning & fine mist can be
noticed. The first wine released were Chateau des Brumes 2002
and 2003, and at the following vintage, Village Farm Shiraz, Village
Farm 2003 Reserve and Village Farm Chenin Blance were the
young wine series.

3. MECHANISMS OF SYNCHRONAL DEVELOPMENT

GRARMONTE

k| Pop—
——

PBVALLEY

VRLAGE FARM .

Figure 1. Wine label of Nakornratchasima wine region

To explore the synchronal development of the winery's brand from
Figure 1, timeline of label design illustrates the development of each
design branding and how to keep. the consistency of brand
persanality.

From the design, each winery label can describe their brand
character as, Gran Monte, the first winery was suggested by design
consultant that, for the corporate marketing and reasonable
production cost of all print media. Corporate identity should show
the bold image, not the conventional style wine label. Whilst without
their facility to produce wine, GranMonte has to send their grapes
directly to PB Valley for wine making under contract of their own
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wine-making method. Through, they commit to use PB Valley
bottles, cork with Granmonte logo that can be an advantage for both
at competitive purchasing.

Development of PB Valley, the brand for 1999's vintage which
named Khao Yai Reserve 1999, PB Valley Khao Yai Reserve 2000,
and from the success of design of Granmonte, PB Valley's develop
the slternative design through PB Khao Yai Reserve 2003. Hence,
the latest release is Pirom Khao Yai Reserve 2004.

French style of Village Farm alters the wine label into contemporary
design like the counterpart. As the newest release, Village Farm
Shiraz, Village Farm 2003 Reserve and Village Farm Chenin Blance
were the young wine series.

From the author's notion of Synchronal Development in
Nakornratchasima wine region as:

-Good collaboration between winery that has its own wine
making facility to produce for member on the contract basis.
-Brand differentistion can communicate to consumer through
label design & branding to provide altemative product.
-Synchronal Development of wine branding may reduce the
risk or value added each member's new product.

-By design, the wine region was strengthened through their
brand identity, product and service.

Thus, Synchronal Design Development in Thai winery with Design
program apply from one winery. Granmonte, the first winery that
used contemporary design to make their wine different from others
can demonstrate that success. Since the year 2002, most of the
winery has to regenerate individual characteristics and positioning.
They develop their identity as we can see PB searching so far for
their image of Great Hornbill and great success of Pirom's 2004
brand image, from the good example from its contractor,
Granmonte, so that PB Valley is developing on their brand design
and re-imaging brand in synchronization with other product and
services. Whiist the French look of Village Farm has to turn into its
own name for appropriate brand identity and younger character.

4. IMPROVING WINE CLUSTER'S PRODUCT AND SERVICE

Suggestions for the wine region -to develop overall product and
service can be strengthened through design and be supported from
government, private sector and academia- such as:

-Establishing wine association of Thailand

-Design management and strategic of individus! brand for the
consistency

-Promoting new latitude wine region through Thai restaurant
abroad

-Wine and design experience program

5. CONCLUSIONS

Synchronal Development in Design Strategy for winery not only in
Nakornratchasima wine region need to be further developed in
broader area but also other wine regions can be applied for their
appropriate direction. There is highly & need of support from the
government body and private sectors through design management
strategy, which ¢an strengthen agriculture, product and service.
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ABSTRACT

This proposal has the premise that current modes of representation do not reflect the
cultural and historical vistas and winescapes of contemporary Aotearoa/New
Zealand.

Through the study and application of branding programmes i have uncovered a
dichotomy between the visual elements of branding programmes and the decoded
written messages.

The essential problem under scrutiny is that currently fashionable representations at
times conflict with the need for distinctive working brand identities which honour and
reflect the values culiural landscapes and lifeways of indigenous cultures whilst
catering to the commercial imperatives of the marketplace.

l'intend to show by the depiction of precedents that it may be possible to identify a
number of visual and textual motifs and to put in place processes which may
anticipate technological developments and which may more truthfully reflect
contemporary vistas and cultural landscapes in the wine industry of the 'new world'.

We move steadily fowards an entirely mediated virtual world.

In the globalised economy, space, time and difference are
compressed, and as the homogenisation of [ocation gathers
momentum the 'culture of experience’ fragments. Messages read
from commonly accepted representations of cultures and
landscapes become less certain and unstable meanings
commonplace. This fluidity focuses attention on existing notions of
representation in the wine industry and asks more questions than
slavish technology-led image making is equipped, or might be
expected to answer.

The questions | would like to pose in this paper are: "In an entirely
mediated and branded environment, what currency might be left in
location; and, given the impacts of technology, how might these
locations best be represented?”

Picturing the Pacific

Representations of the culture of wine in the 'New World' draw
largely on imagined archetypal landscapes in which vines march
over the once untouched land. Ancient Mediterranean landscapes
dedicated to the production of wine present a metaphor of western
civilisation, a culture of plenitude.

Clearly there is power in narratives of symbolic landscapes, which
seek to link a relatively new winemaking nation such as Aotearoa-
New Zealand with thousands of years of wine culture.

‘Every mature nation has its symbolic landscapes. They are

part of the iconography of nationhood, part of the shared ideas
and memories and feelings which bind people together”. [1]
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Early representations of the people and places of the South Seas
were the work of Dutch, French and British sesfarers and
cartographers in the employ of commerce. The peak of European
exploration in the Pacific - the three voyages of the English seafarer
and mapmaker Captain James Cook and in porticular his
Endeavour voyage (1768-71) - provided the first opportunities for
naturslists and botanists fo describe the numerous curiosities to be
found in these new exatic climes. The individusls involved, coming
as they did largely from privileged backgrounds and education,
brought fraditional European pictorial notions to bear on their work.

Early imperial illustration, with ifs emphasis on mapping and
fopography, was traditionally 8 means of recording sites for possible
future military adventure and commercial exploitation. When read
from this perspective 'maps anticipated empire". [2]

This fradition, based largely in attempts to depict sites and
specimens as accurately as possible, was irrevocably altered when
the artists and scientists involved confronted the ‘'empty page’ of the
Pacific with its plethora of new and frightening phenomena. These
visions included unpredictable weather, immense space,
waterspouts, and a frozen subcontinent, all experienced in the
course of military, scientific and sexual adventuring amongst exotic
peopie.

European patrons and public alike hungered for salacious defails of
fabulous landscapes, human sacrifice and a sparsely populated
playground peopled by childlike savages ripe for unfettered trade
and commerce along Europesn lines. 'Primitivism’, a pariicularly
popular theme with its associations of indolence and eroticism,
found an eager reception af 'home’.

Somewhat inconveniently, the Pacific as o discrefe entity existed
long before this grest age of European exploration. The Pacific's
human dimension involved caonsidersble populstions of traders,
hunters and navigators utilizing established networks based on
linkages of genealogy, shared interests and sophisticated spirituality
and fradition.

It suited colonial aspirations to picture this great-unknown viste as a
‘tabuls rasa’ or blank page. The imagined emptiness might first be
possessed and then conveniently inscribed with muliiple
fashionable meanings.

Early imperial image-making appears fo be an earnest attempt to
capture what was quite literslly confronting the botanist/ariist.
However, given the lack of substantial fraining in drawing from the
human figure, early renderings by Europeans present Pacific flors
and fauna as 'uncommon' and her peoples as hybridised
human/botanical specimens. [3]

The Nature of Narrative

As if o reflect traditional Eurocenfric viewpoints, tropes of exotic
Otherness remain largely in place in contemporary 'story telling'.
The nature of narrative demands that, in order for a story fo be
retained in memory the storyieller must first establish a consistent
series of elements, as fixed points for constant reference.

A brand carries s multiplicity of meanings and associsted values,
and the stories attached to brands are vehicles for the transfer of
fthese meanings and values. As a 'capsule’ of anficipated
expeciations and benefits, the brand itself relies on an omnipresent
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set of signs or markers, which complement a pre-existing set of
images within the mind of the consumer. In so doing they represent
what Ssrup calls 'the promise of use value'. [4]

In this contemporary example Aotearoa-New Zeslsend and her
indigenous peoples are yet agsin presented as;

"Remote and suthantic

An exclusive New Zealand opportunity to meet the most
remote Maori tribe members in the world (the Tuhoe iribe) is
available through Long fsland Tours. The tribe will introduce
visitors to the beautifuf Te Urewera National Park and
picturesque Lake Waikaremoana. This is a memorsble
experiance never to be forgotten”. [5]

The essentis] threads, which sustain such a tale, are in this case the
visual and textusl representations of landscape, history and culture.
But where might any essential ‘cultural truth’ reside in the conditions
of flux engendered by virtual worlds and mass travel?

Invisible Dialogues

The consumer-traveler searches for authentic experiance, which
matches one or more of these visual and textual signs and,
confronted with the unusual or exofic, enters inic a process of
mediation and interpretation. In the culiure of wine this occurs
between the physical landscape in which the consumer-travelers
find themselves and the mental image carried of that landscape,
place or experience.

The exact meanings formed by the interaction between viewer and
sites are elusive and yet unfold episodically with essential markers
and symbols acting to maintain the integrity of the story. The
individual alements of meaning are assembled episodicslly and
compared with the imagined site to make up s compelling or
seemingly truthful whole, and it is the negatiation between these
consistent elements which sustain a story's 'truthfulness' in the mind
of the consumer-traveler.

'Shifter’

Acting as @ meaning-maker, the designer may respond to a series
of cues and consistent elements contained in texts and language.
As the real potentialities lie in the 'what is not said’, one role of
design is to manipulate the conjunctions and silences active in
these 'language games' as catalysts for some form of desired action
on the part of the consumer.

At this peint | would like to intraduce a term from linguistics into the
discussion. We usually assume that there are two parties involved
in any act of communication:

First person=speaaket/sender
Second person=listener, receiver, addressee

However, this schema fails to describe more than fragments of a
larger picture, and crucially ignores 'what is not ssid’. The linguistic
term 'shifter' applies to objects "whose common referant carn only be
determined with respect fo the refationship between the parties
engaged in a specific 'speech situation” (Roman Jskobson). [6]

The level of comprehension gained depends entirely on the context
of the 'speach situation’ and the subject of the dislogue. Crucislly
the accepted model fails to ask three essentisl questions:
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Who is 'spesking' to whom and to what does each party refer?
How can the parties be expected to respond?

With contemporary products, the invisible dislogue engineered by
the interplay of text and image revolves around the relationships
between objects that- are "hand made” and chjects made by
machine; in our case between what we may assume to be the
intensely localised craft of the estote winemaker, and the endless
replication of mass-produced identical commodities.

The first partner in the dislogue, the concept of 'hand made’, calls
for an active engagement - this object of desire, this seductive wine,
is an elemental irreducible thing and the essence of a particular
place and time, unmediated by industrial processes. This is wine
made not by man but by the hand of God.

"l am drinking the voice of the sun”. [7]

The second element is less demanding and familier to any
cansumer-traveler confronted with infinite choice. The perties are
asked to detach themselves, and do litle mare than simply relax in
the "surface” or pure form of the message.

Secondary Worlds

'Geing traveling' elevates the individual bath in @ personsl sense
and in the perceptions of others. However, while people travel for
numerous reasons, the notion of traveling solely to experience the
romance of the grape’ is a refatively recent phenomenon and firmly
linked with status.

The tension inherent in the demands for engagement or
detachment is related to the dichotomy of 'home' and 'abroad’. For
the consumer-traveler the specific location 'sbroad’ at which the
negotistion occurs, and the saocial and political conditions, which
apply "at hame', are critical to the nature and comprehension of any
narrative. :

"Tourists are motivated to travel less by specific destination
altribufes, than by the desire fo fulfill various psychologice!

_needs such as self-actuslisation, social interaction, sexual
arcusel and excitement”. [8]

The consumer-traveler is engaged in an essential but temporary
. suspension of the demands of 'real life'. In & series of
choreographed rituals revolving around nostalgia for past
experience, we seek some secondary world at varience with our
own, but which can only be clesrly understood by unceasing
reference to our own experience and life ways.

"On the one hand, if is inferesting to leave one’s homeland in
order to enfer the culture of others; buf on the other hand, this
mave fs undertaken anly fo refurn to oneself and one's home,
fo judge or laugh at one's peculiarities and limitations”. [9]

The ever-increasing fascination with 'suthenticated scarcity' [10}-
and for the consumer-traveler from the West in particuler, this
includes observation of the activity and necessity of work itself and
of those engaged in it -makes even the act of physical labour and
its participants objects of novelty, theatre and spectacle.
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A Taste of the Land

The contemparary cansumer-traveler, utterly removed fram the
actual means af praduction and accepting of a culture af 'surface’,
experiences 'the local' as a quaint and curiaus place well suited ta
rituals of nastalgia and the assaciated suspensian of disbelief.

The physical tail of grape growing and wina praductian hawever,
often takes place invisibly, at all hours of the day and night, in
remate lacatians, and na discussion of wine culture is complete
without reference to these activities and lacations.

The much-abused French term terrair (for which thera is na literal
English translatian) and meaning 'soil' refers to the particular
character of a given vineyard, ar a part of it, that is ultimately
expressad in the wine. Terrair signifies a complex series of factars
which include sail, gealogy, weather and day-to-day conditions,
rainfall and humidity, the climate (which describes avaralf trends
and patterns related to rainfall, sunshine and haurs of darkness)
and the topagraphy aof the lacation. However, these bare facts have
little meaning withaut cansideration aof the social and cultural
aspects of a lacality, which might be sa small and particular as ta
appear insignificant. The term terrair can also be used to describe
the ‘taste' or tang' of a lacation and even extended to describe
‘paetry af the land'.

The lacatians and landscapes of wine praduction lie at the heart of
branding programmes such as thase of Aatearoa - New Zealand's
Gimblett Gravels, a collective wine branding strategy fram tha
Hawke's Bay:

"What makes the Gimblett Gravels so special?

The Gimblett Gravels were farmed by the cantinual flaading of
the Ngarurara River over a period of up to 10,000 years. Each
flaad laid dawn mare gravel and the locality now has a gravel
bed aver 50m deep.

In 1876 the river permanently changed course fo expose this
gravel bed.

Recent research in Hawke’s Bay shaws that the 'sail factar’,
the interaction between sail temperature, soil maisture, sofl
texture and raating depth, has a significant effect an vine
perfarmance. Sites with high sail factars showed earliar
flawering, veraisan and harvest dates, higher sugars and
phenalics, and lawer acidity. Soils with the lowast sail
moistures and highest sail factor scares produced the best
wines.

The sites with the cansistently highest soil factor in this
research were located in the Gimbleft Gravels”. [11]

A profound conundrum becomes apparent. Brands colonise
the globe so effectively that they can na langer be said ta
represent any particular lacation and forms impased by
contemporary technologies negate any naotion of fixity.
Representations of locations simply present and reinforce
some illusion of difference, in effact the place that is no place.

In Vino Veritas?
Representations of winescapes serve to embady each lacation aof

wine praductian as intensely colaurful, sun-blessed, timeless and
seductive.
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As the act of sttraction is often figuratively one of seduction, and the
advertiser's selection of pictorial and textusl messages is centred
upon gearing these prompts to capture the sensuslity of the
individual or group, such images conspire to form part of the patinz
of cultural and historical experience which surrounds the 'real’,

The associated classical images and typographic styles of the
advertiser serve to reinforce these imaginary meanings. It is this
'patina’, which is increasingly accepted as the truthful resonance of
wine and the culture that surrounds it.

Images represent sites in which the imagination of the reader
‘receives or renders meaning’. [12]

While the constant reconfiguring of classical imagery including sun-
blessed landscapes is by no means exhsusted as 2 source of
symbols, the search for representation built on familiar historical
precedent may no longer prove adequste in 8 new visusl
environment. Technologies change and relentlessly reconfigure the
form of the message. The multiple methods used to form snd
transmit images (what some term the 'New Hybridity') drewn from
contemporary processes may simply mirror contemparary
conditions in that the kind of essential immediacy built into the
processes of image-making is likely also to be reflected in the
eclectic tastes of members of a virtual marketplace.

Essential Paradox

Each visual or textuzl representation of location acts as a container
of values and meanings. A label for instance can be read as an
assembly in ministure of trophies and relics "encrusted around
some real or imagined past event” [13]. However, fo describe a
wine-related image as both 'readable’ and memorable presupposes
a storyline composed of "intelligible allegory, express:ve symbol and
coherent narrative” [14]. )

In the Surrealist Rene Magritte's 1926 work 'This is not a pipe' we
are presented with 2 puzzle. We see an image of a reproduction,
the griginal of which is made of paint on a prepsred surface and set
within 5 frame. The individual letters are themselves represented by
a series of handwritten daubs. In total it is merely a sign devoid of
meaning. The frame that contains the sign 'isolates for attention’
[15], but to what exactly does it draw attention?

The sense of what the reader receives and comprehends is
contained within 2 paradox that operates between what is seen and
what is 'read’. The reader's interpretation of the meaning is revesled
in the picture space somewhere between the image and the
attached letterforms. This process might be likened to the individusl
frames of an old film in which the individual images or cells are in
themselves meaningless but whose meaning the mechsnical
movement of the film itself establishes. We are all familiar with the
movie cliché where one frame shows a bank robber fleeing from the
forces of law. We hear the crack of 2 pistol shot and in the next
frame see the offender collapse to his knees in the street. That is
sufficient information for us to comprehend that the two events are
connected.

Deciphering wine-related images takes considerably more work.
This 'reading' is not entirely a one-way process of interpretation and
description, but 3 mavement "from apparent order fo a Isbyrinth of
knots, unsolved problems, conundrums and disagreesble
absences". [16]

191

I ! : ' T

T Il



The Grand lllusion

It is far from certain that mass travel and virtual worlds allow time for
any degree of engagement. We have embraced a state ot hyper-
reality in which a fog of contradictions makes it impossible io
separale the original trom the simulation. In the sesrch for
suthenticated scarcity' the consumer-traveler is thereby outfoxed.

This 'miasma’ now also surrounds collective and personal identities
in which the blurring of geographical boundaries by mass travel with
its compression of contemporary space and time hes led to a
degree ot disengagement trom experience and location suggesting
that in a virtual world all experience, including that ot the world's
geographical and cultural diversity, might just as happily be
experienced vicariously. Given the overwhelming power of the
image-makers in a culture of seemingly infinite choice and
overproduction, it is for from certain that an 'authentic experience' is
possible at all.

Yet wine by its very nature is @ culture of sight, sound, smell and
taste, and the promise implicit in each related image is that the
product will deliver the entire genesis and experience ot the wine to
the consumer.

"Do not trust the teller. Trust the tale”. [17]

However, as we have seen, the consumer-traveler is naturally
uneasy when dislocated trom the ‘deep truth’ of the tale by the
overwhelming power of mediated images and by the act of traveling
itselt. As it to compound this sense of unease, everything
associated with travel has become commaodity.

It all is now commodity, then wine and the locations of winemaking
are themselves merely tetish objects, and the images built on these
illusory places are mere tools of a seduction in which buyers and
sellers, senders and receivers are complicit.

Conclusion

One of the critical factors in establishing a2 wine’s point of difference
in @ branded world, and consequently the brand's equity in the
marketplace, is the establishment and relentless reinforcement of
the winemaker's location. However, image making which merely
attempts to ‘truthfully’ depict locations simply re-presents and
_reintorces some illusion ot difference, in effect presenting the place
that is no place.

Nevertheless, along with official regulstions, the historical
conventions and rules attached to the international culture ot wine
largely dictate the torm of representation in the wine industry in
Aotearos New Zesland.

In the process ot representing the wine industry of the 'New World',
the future may no longer lie in a search for imagery built on
conventional historical precedent as contemporary hybrid
technologies involve both the torm and content of the messages in
constant change and reconfiguration. Attempts to sell an individual
wine as a premiére product using historical precedents, generic
images, large promises and broad appeals to ‘taste’ are no longer
sufficient. The demand for immediacy built into the processes of
image making is likely also to extend to the individual and ever-
changing tastes of consumer-travelers in the networked tuture.

192



Agrindustrial Design Symposium and Exhibition: Olive Oll, Wine and Design
Izmir 2005

While hybrid technologies continue to inform and alter the process
of designing, new and significant themes are ravealing themselvas
over time as individual culturat elements which play upon an 'image
bank of the mind' drawn from our collective experience begin to
crystalise into a coherent tale.

In the meantime, we experience a blank page or flickering screen,
which parasllels that of the redundant eighteenth-century European
imagination.

An appropriste image, given the questions | pose here, is that of
each contemporary wine-related textimage as Wunderkammear or
casement (a window opening from one side) which is seen and
experienced as a threshold, or aperture for [ooking through and
looking back.

At the same moment we may reslise that, in the contemparary
virtual environment, the 'New World' is no longer a fixed
geographical place but continues to expand at speed - and the
designer as meaning-maker and the one who holds the mirror, for
better or worse, has unprecedented powers.
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Akdeniz kiiltlriinin gok eski bir varlid olan zeytin agaci, yetigligi iklim Hibariyle,
tiiketildidi toplumlarda farkli bir yagam tarzina zemin hazirlar ve dzellikle zeytinyadi
saghkl bir beslenmenin simgesi gibidir. Tarih éncesi davirlerde zaytin agac), yetigtigi
bdlga, yetistiricitarin yagamlarindan kesitler, ajacin meyve vermesi ila baglayan
zaytin hasatl, toplanan zeytinlerin seleler ya da gaddag yardimci dananim olan
kasalarla fabrikaya taginmasi, fabrikada bir bant iglevi ile tanelerin bayutlarina gére
ayrilmasi, bdylace kahvaltihk zeytinin kalite gruplamasi, bu arada yad gikarilacak
zeytinin ayrilabilmesi vb. sofralara gelene kadar gegen zeytin ve zeytinyad siirecteri,
ayrica zeytinyadlilar, mutfak kiiltiirl dahilindeki dananimlar kanu kapsamindadir.

Cafdag fabrikalarda zeytinyag Gretimi "kontini" sistemler denilen, son derace
hijyenik kasullarda, zeytini en az fire ile sizdirarak saatte 300-500 kg. "sizma" yag
elde eden tarzdadir. Ancak bu madem tesisler Anadalu'nun zeytin Ureten bélgelerinin
hepsinde heniiz meveut degildir. Uratim kogullar daha az geligmig fabrikalarda da
Uretim yapiimaktadir. Geleneksel ve modern kosullardaki Gretim tarzlan,
yatigtiricilarin yagadii ¢avrelardeki zeytinyag) tiketim senaryalar ve yagam stilleri
bdlge kittdriiniin temelini olugturmaktadir. Dinyanin bagka highir bdlgesinde bu denli
yagun bulunmayan zaylinyad kiltiirll, Akdeniz Bélgesi'nin kimligi ile eg degerdedir.

Anahtar S6zctikler: Zeytinyadh Uratim Sijrecinde Donanimiar, Toplumda ve Yagamda
Zeytinyadl, Zeytinyadt Kditiirii ve Tasanm.

TARiH iCINDE ZEYTIN AGACI

Akdeniz (ilkelerinin olduk¢a k&kI(i tarihi gegcmisleri icinde zeytin
agacinin yagam dongdsd bu tarihleri adim adim yasarcasina
uzundur; normalde 300400 yil yasadigi, ender bir durumda ise bin
hatta ikibin sene yasayanlarina rastlandidi égrenilmektedir. Zeyfin
agacmin farihi gegmisinin "insanh@in 39.000 yillik dostu" oldugu
tanimlanarak, "Ege Denizi'ndeki Santorini adasinda yapilmig olan
arkeolojik ¢alismalara.."dayandirilmakta ve"..bu calismalarda
39.000 wilik =zeytin yapragi fosillerinin ortaya cikaritdig”
kaniflanmaktadir; ayni kaynakian, Kuzey Afrika'da, Sahra
bolgesmde yapilmig olan kazilarda M.O. 12.000 yihna ait zeytin
agac| bulgularina rastlandigi; M. 0. 5000 yillarinda yabani zeytin
agacinin On Asya ve ltalya'da ehlilestirildigi ve meyvelerinden
yararlanildigy; M.O. 4500 wyillarindan itibaren yakiasik 3000 yil
boyunca Girtlilerin ticaret yoluyla zeytini ve zeytinyadini tam
dinyaya vyaydiklar ve Girif'te Knossos ve Faitos saraylarinin
yikintilan arasinda 2 metrelik zeytinyad kiplerinin bulundugu; o
glnk( zeytinyadi ticaretinin nerelere yapildifini, zeytinyaginin
nerelerde (iretildigini acgiklayan tabletlerin bulunmusg oldugu; M.O.
4000 yillaninda Misit uygarliginin da bir zeytinyad kaltird oldudu,
bunu "Hayfa'da yapilan kazilarda orfaya cgikanlan zeytinyagd
degirmeni'nin kamtladidi ve M.O. 2500 yillarinda inga edilmis olan
Sakkara Piramiti'nin  duvarlarinin, zeytin sikma igleminin
sahnelendidi resimlerle slislenmis bulundudu; zeytin agacinin Nuh
Tufani'nda yeri cldugu, tufanmin gegmis, bitmis oldugunun, gemiden
salinan bir glvercinin agzinda bir zeytin yapradt ile geri dénmilsg
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olmasindan bilindigi; tufandan arta kalan zeytin adacinin bu
nedenle Kutsal ve barig semboll olsrak kabul edildigi ve daha pek
cok benzeri bilgilerle dgrenilmektedir[1].

Ege kiiltliriinde Giritliler, Fenikeliler, Helenler, Yunan, Roma ve daha
sonra da Osmanh ve Tlrkler igin zeytin ve zeylinyadi énemli birer
besin maddesi ve kiiltiirlerinin vazgegitmez unsurlan olmustur.
Ege'nin dodu kiyilarimin tarihi gegmisi iginde, buglnkid Ura
civarinda antik Klazomenai kentinde yapilmis olan arkeolgjik
kazilarda 2500 yit dncesine ait zeytinyadi Gretim kiltird hakkindas
bilgiler ediniimistir: Klazomenaililer "Zeytinyadi ayristirma igleminde
birlesik kaplar esasina gdre c¢alisan id¢ gdzli bir dizenek
geligtirerek kesintisiz Gretimi” ve "...zeytinleri kirmak igin aymi mil
etrafinda dénen tag silindirleri... bliylk bir pres ve bucurgat, yani bu
presi kaldirmaya yarayan alet"i ilk kez kullanmiglardir[2]. Kazilarda
ayni zamanda bu antik kentin bir zeytinyad ticaret merkezi
oldudunu ortaya koyan g¢ok sayida amforanin bulunmus olmast
dnem tasgir.

Zeytinyadt ve Kkiltirll Akdeniziin bu bdlgesinden italya, Kuzey
Afrika, Portekiz, Ispanya, Giiney Fransa'ys kadar yayilmistir.

CAGDAS YASAMDA ZEYTIN TARIMI VE DONANIMI

Zeytin adact, egdimli, kiragli,zayif topraklarda yefigtigi igin, ayrica
sulanmaya ihtiyag olmamasi nedeniyle Tirkiye'nin &zellikie Ege
Bdlgesi bagts olmak (zere kuzeyde Artvin'den, Giineydogu
Ansdolu'da Mardin'e kadar bitiin kiyt bélgelerinde, deniz
seviyesine ¢ok yakin yerlerde yetisir. Fakat 700-1000 m. yukseklide
kadar clan alanlarda da zeytin tarimi yapilabilmektedir. Bu ihman
bélgelerin iklimine wve bitki Ortisline uyumlu olmasi, kdéklerinin
derinlere gitmesi nedeniyle sulamays daha az ihtiya¢c bulunmasi,
tarihteki ve mitolojideki yeri ve énemi gibi nedenler zeytin agacinin
"Slumsiiz agag” adinl alma dzelligini ortaya koyar. Olumsiiz zeytin
afacinin canina can katmak ve verimini artirmak igin yilda belli
zamanlarda topradinin havalandirimasi, gibrelenmesi, dsllarinin
budsnmasi, ilaglanmasi gibi bazi bakimlar gerekmektedir. Bakim
icin gerekli donamimlar konunun ayr bir boyutudur.

Zeytin agac en verimli Grintnd iki yidda bir verir. Buna gére bir yil
¢ok, bir yil az Griin vermektedir. Zeytinlerin olgunlagma zamani
afustos-kasim aylari civarinda ve hasat edilme zamani ise kasim-
mart aylan arasindadir. Zeytinlerin hasat edilmesi, tarihin en eski
devirlerinden bu yana temelde hig degismemistin Meyve yikli
agaci silkmek ve digenleri toplamak. Dolaysiz olarak agactsn
toplamak da difer bir yontemdir; fakat, zeytin agacinin en ug
dallarina kadar cikip dallara zarar verme riski ve toplamantn
guclugu, silkme yonteminin daha ¢ok kullanimina neden olmaktadir.
Silkme yerden ve ulagilamayan dallara gikilarak yapilir. Tasarim
bakis acisi ile silkkme ydntemine kolaylik saglsyacak arac ve
gerecler séz konusu oldugunda:- Agacin yanina, dibine kadsr
getirilebilecek silkme ve toplama makinalan diiglinllebilir. Yerden
hidrolik ya da makaslama sistemi ile yikselebilecek makinalar
dallan boliim bélim sarsarak, diigen zeytinleri huni agzi gibi ¢cok
genis bir acikliktaki toplama kabi ile ayn1 anda toplayabilir. Cok
modern kosullarda var olabilecedi digtiniilen bdyle makinalarin
bulunmadi§i crtamlarda, silkilen meyvelerin temiz olmasini
saflamak icin agacin dibine drtller sermek gerekmektedir.
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Zeytin toplama (silkme) ilkilmis zeytin

Dalda zeytin

Turkiye kasullarinda zeytin taplama ist insan emegi ile yapiimakta,
ayni anda zeytinler ayklanmakta ve ddkilmiis yapraklardan da
ayristinimaktadir. Sepetlerde. selelerde, sentetik malzemali
kasalarda taplanmis zeytinler, iglenecek fabrikalara trakitrlerle
taginir. Zeytinleri iyice algunlasmadan, yesil iken toplayip birtakim
islemlerden gecirdikien sonra sofralik ve kahvaltilik yesil zeytin elde
adiir. Zaytinyad elde edilecek zeytin ise algunlagmis ve belli diclide
kararmis olmak durumundadir.

ZEYTINYAGI URETIM SURECiI VE DONANIMLARI

Taplanmig ve fabrikaya getirilmis zeytinler éncelikle uzun bir banttan
gecirilerek elenir. Eleme iglemi siyah zeytinlerin bir kisminin sofrahk
alarak ayrilimast ve yagi ¢ikarilacak zeytinlerin de ayn bir grup
alugturmasi icin gereklidir. Yag cikarma iglemi igin zeylinler saguk
presten gecirilirler. Presleme islemi, tarih dncesinden kalma ilkel
yantemlerde, bir merkezden tekerlek gibi déndiriilen silindirik
taglarla vyapiliyordu. Hamur haline getirilmis zeylinler ¢uvallara
daldurulup énce ayakiarla eziliyar ve sanra da cuvallar sikilarak yag
elde ediliyardu... Guncel alanda da, cuvallar tasimak ve
gerektidinde yad yapma agamasindan 6nceki bekieme siireci icinde
hala kullanilmaktadir. Zeytinlerin ¢uvallarda bekletimesi bir elestiri
kanusu olabilir. Ozellikle sentetik madde ile retilmis cuvallar
zevtinlerin fermentasyona ugramasina ve asitinin artmasina sebep
alabilir. Zeytirilerin kasalarda taginmast ve 18 °C dereceden sicak
aimayacak ortamlarda bekletiimesi sadlkl! sonuglar verir. Ege'de
bazi kdylerde hala ise yarayan eski bir sistemde zeytin, artalama 6
kigiyle ¢aligan, glnlik sikma artalamasi 20 tanu gecmeyen, sulu
baskl denilen bir yantem ile sikiliyardu. Diger taraftan hidralik
preslerle sitkma ydntemi cadas bir yéintemdir.

Zeytin yikama

Zeytini hamurlagtirma Zeytin hamurundan yag Hamurdan sizan
. ¢cikartma zeytinyag
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Daha da gelismis madern bir yéntem ise merkezkag kuvveti ila
" galigan, mikemmel sonug alinan "kontind yéntemi” denilen yad
elde etme sistemidir. Zeylinlerin merkezkag kuvveti ile sikilmadan
dnce, preslenarek ezilmesi ve hamur haline getirilmesi gereklidir.
"Kantinii sistemi” (continious: devamli) sayesinde, yalniz bir kiginin
caligtinlmast ila, gtinlik sikma ortalamasi 120 tanu agan kapasitede
verim alinmaktadir. "Kontini sistemi"nda, ganallikle saatte 300-400
kg. zevtin isleyen bir zeytinyag@ tesisinde bulunan baglica Unitelar:

"Vibrasyon eledi va zeytin yikama Onitasi (yaprak ve saplar
avirir tazyikli suyla yikar),

Malakstr (zeytinleri ezarek hamur haline getirir),

Hamur pompasi (zeytin hamurunu dekantére detir),

Dekanttr (zeytin hamurundian santrifiij glclyle yad ¢ikaran
bélum),

Seperattr (yad filtre eder ve doluma hazirlar)[3]".

Elde edilen yaglar krom-nikel yada fibarglas malzemeden yapilmig
kaplara konulmaktadir. Sikma igleminden elde edilen yaglar %1
araninda posa ihtiva eder; pasanin yagdan aynstinimasina stizme
isgtemi danir. Iglam ilkel durumlarda yadin kaptan kaba
aktariimasiyla ya da igerisinda pamuk olan filtrelerden gegiriimek
suretiyle yaptlir. Zeytinlerin elenmesi ve yikanmasi isleminden,
filtrelenmesine kadar bir bitin alarak sistemlegebilen "kantind”
tesislarinde ise zeytinler el dedgmeden zeytinyadina dondsar.
Goriltyor ki, istar an mikemmel donanimlarla yag elde editiyor
alsun, istarse ilkel yontemiar kullanilsin, islemler hep aynidir:
Eleme, yikama, ezme, sikma, siizme. Sonug alarak elbette ¢caddag
sistemlerle son derece temiz ve sadlikli kogullarda, ayrica daha az
emek ile daha kisa slirada, yadin an sadlikh clan tipi, yani "natiirel”
zeytinyad elde edilir. Dider tir zeytinyadi, 6rmegin rafine zeytinyagi
elde etmek i¢in aynica fiziksel rafinasyon iglemlerinden gecirilmig
olan zeytinyadi, kaliteyi bozan asiti maddelerden arindinilmig
olmaktadir. Riviara tipi denilen zeytinyadi, naturel ve rafine yaglarin
sentezi bir tlirdiir. Naturel zeytinyad! ise kalitesine gére organik,
naturel sizma, naturel birinci gibi, isletmelarin Gratimleari
dofrultusunda tiplere ayrilmaktadir.

ZEYTIN VE ZEYTINYAGI KULTURU

Dodasi geredi tarihin en eski devirderinden beri, Uretiminde ve
lezzetinda sonuc Urindn temelde hic dedismedidi son derece
6nemili bir besin maddesi olan zeytinyadi, tiketiclye ulagtinima
tarzinda da 6nemsiz farklar ortaya koymaktadir. Cok eski
devirlerden tagiyip getirdigi yagsam stillerindeki kullammlar ve
donammiarta, hatin sayiir yodun bir kiltdrin meydana gelmesini
saflamig olan zeytinyadl, Akdeniz Ulkelerine &zgl yeme-icme-
beslenme aligkanliklarini ortaya kaymaktadir. Diinya'nin thman bir
bellgesinde yer alan, Akdeniz'i hemen butiiniiyle sarms olan
zeytinyad kaltard, her llkede temelde ayni olsa da, Ulkelere gore
farkll kalttr ézelliklerini gésterabilmektedir. Inanglara gére éliimsiiz
kabul edilen zaytin agacinin, Nuh Tufanrindan arta kalan bir canli
olarak, giivercinin ajzindaki zeytin dah va yapradi ile, sonsuza
kadar, barigi da temsil ediyor almasi, bitin Akdeniz Glkelerine
yayllmig bir bilgidir ve bazi llkelerde geleneklere yansimstir;
ornedin Tunus'ta yeni evlenen ciftlerden damat, diigin merasimi
asnasinda elinda zayiin dall tagsimaktadir; béylece evindeki,
yuvasindaki barigin sonsuziugunu saglayacagina inaniimaktadir.
Anadalu Uygarliklarinin Rama déinemi, zeytin dalinin barig simgesi
6zelliginin aldukga geligmis bir donemidir. Clink( bu dénemde
yariglarda bagar gdstermis olanlar, hatta Romali komutanlar zeytin
dalindan yapilmis taglaria odillendiriliyorlardi. Tirkiye'de de
"Glvercinin agzindaki zeytin dal” barig1 temsil atmektedir.
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Zeytin yaprad! gimisi yesil bir ton ve nlans ile 6zel bir renk
olusturur. Zeytin tanelerinin bigimi ile ahsap oyma ya da isleme
desenine konu oldudu, "zeytin silme" adini alan bir zincir
olugturdudu ya da bordir meydana getirdigi bilinir. Iri siyah taneleri
ile glizel gbzlerin benzetildidi, "zeytin gdzlim" yakigtirmas: siirlere
ve sarkilara konu olmustur. Agacinin siyah ince damarlan ile
mobilya hammaddesi olarak kullanilmasi diger tipik bir dzelligidir.
Nuray Yildiz arastirmalarinda Homeros'un "Odisseia" adll eserinde
tanimladi§l karyola yapimindan stz eder. Homeros, bu eserde,
zeyiin adacindan yaplimis ve agaca agilan deliklere sidir derisinden
parlak kirmizi kayiglar gegirilmig, "ithaka" sarayi igin 6zel yapilan bir
karyoladan s6z etmektedir[4]. Adacin sert ahgabi ince
marangozlukta kullanilir. Zeytin adacindan yapilmig mobilyanin
sari-beje yakin aglk kahve ahgabimin Uzerindeki koyu renkli
damarlari, mobilyaya farkl bir &zellik kezandirmaktadir. Mobilyanin
masif olarak gok pahaliya mal olacak olmasi, zeytin kaplama
malzemesinin tercihine neden olur.

Yaginin kullanildigi yemek tiriine adi verilerek "zeytinyagdhlar” ad
altinda yemek grubunun ydzyillardan beri artarak gelismesi,
Anadolu'nun  zeytinya@r kdltiriine bilyik katkisi  sayilir.
Zevytinyadhiar bagka hichir Akdeniz Ulkesinde bu kadar kdkld ve
cesitli gelismemistir. Genellikle sebzelerin pisirildigi yemekler, soguk
tirler ya da salatalar olan zeytinyadlilar, ¢odunlukla sebzelerin
adlan ile anhrlar. Fakat karmiyarik, imambayildi gibi, pisirildikten
sonra sebzenin aldidi bicime gére, benzetmelerle ad verilmis olan
zeytinyaglilar ilgi gekicidir. Zeytinyadhlann igine konuldugu kaplar,
daha ¢ok pigirildikten sonra aktanlmig olan porselen, cam tlrQ,
derin olmayan servis tabaklaridir. Pigirirken sebzelerin renklerini
fazlaca kaybettirmeden pisirmek, sofraya koyarken igtah agici renk
ve diizende sunmak bir sanattir. Bu yemek sanati zeytinyadlilarda
kendini en iyi sekilde gdsterir.

Zeytinyagr kdltdriiniin - Akdeniz  Ulkelerindeki  kékldlaga ve
yodunlugu, turistik ve saghk agilartndan, insanlara, zeytinin yada
- nasil dénistigind gdstermeyi amag edindirmigtir. "Fransa'ds Aix en
Provance kentinde...", "..minyatlr seklinde hazirlanmig olan bir
tesis saatte sadece 40-50 kg. zeytin islayebiliyor. Sistemi tamamen
kempaki hzle getiren Fransizlar..."gdsteri amagh bu mikro
isletmede, istek C(zerine bes on kilo zeytini, izleyenler dniinde
sizdinp, kisa bir slre iginde tiketilmesi gerekli olan, ¢ok taze bir
zeytinyagini misteriye sunuyorlar[5]. Benzer zeytinyaq: tesisleri,
zeytinyad dreticisi olan dider baz llkelerde, 6rnedin ltalya'de da
bulunmaktadir.

Minyatir sistem Zeytinyagl bir sofra Qya Akman tasarnmi zeytinyad siseleri

Elde edilmis olan sizma yad, genellikle cam ambalsjlara dolum
yapilarak misteriye sunulur ya da satis yerlerine ulastiriir. Cam
ambalajlarin markalara gére dedisen ara yizleri, etiketleri,
zeytinyagintn "natlrel" olarak tanimlanan sizms zeytinyag mi,
"rafine” zeytinyagdi denilen, kaliteyi bozan maddelerden arindinimig
tirden mi, ya da tiketicilerin "riviera" olarak tanimladidi, natirel ve
rafine zeytinyadinin kangimindan elde edilen tipten mi oldudunu en
ivi sunacak ve kolay algilatacak sekil ve bilgilerle gérsellesir.
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Yakin zamana kadar cam siselerde ve paslanmays karsi onlem
alinmis teneke ambalajlarda satisa sunulan zeytinyad:, son
dénemlerde cammis gibi gdrinen PVC sigelerde de
ambalajlanmaktadir. PVC siselerin avantaji, kirilmaya karg
dayanikhihdidir. Cam sigelerin edilip bikilmeye karsi direnci
yaninda, PVC sigelerin blikiilme dezavaniaji bulunur. Tasanim ve
tretim adina PVC sigelerin et kalinhklan, diger su, kola vb.
iceceklerin sigse et kalinhklarinin iki misli civarindadir. Fiyata da
yansiyacak olan bu et kalinhg: artirigi, zeytinyadini sigeler icinde
daha berrak ve geffaf gorebilmek igindir. Daha az et kalinhi! siseyi
profillendimeyi gerektirdidinden, yagd billur gérmek zorlagacakfir.

Evlerde ve lokantalarde zevtinyadll yiyeceklerin bol bulundugu
sofralar, Anadolu'nun bati bdlgelerinde ve en ¢ok da Ege
Boélgesi'ndedir. Ege sofralerinda zeytinyad kiftird kahvaltida
baglar: Baharath ve &zellikle kekikli zeytinyagini kizarmis ekmekle
yemek bu boélgeye dzgiidir. Béyle bir gelenek, sofrada kahvaltiik
zeytinyadi tabadi ya da tabaklarinin bulunmasini; &gle ve aksam
sofralarinda tuzluk-biberlik, sirkelik yaninda zeytinyadi sunum
sigesinin de bulunmasini gerektirmekiedir.

Akdeniz beslenme kiiltiriiniin gesitli tahillar ve sebzeler agirhkh
beslenme modeli icinde, zeytinyaginin énemi stit*ve Grtinleri kadar
6nem tagimaktadir. Bu biling iginde olan Komili ve Tarig gibi kékil
markalar ve kuruluglor, kendi drinleri igin G6zel satis yerlerine
sahiptirler. Oregin Tarig, birlidin {lyesi olan ortaklarinin trinlerini,
siipermarket, bakkal vb. daditim kanallarindan farklt olarak "TA-ZE"
adi altindaki “franchising" konsepti denilen magazalarinda
pazarlamaktadir[6]. Yurtdigindaki pazarlama sistemlerinde ise
internet araciidini da kullanmaktadir.

Beslenme dederi oldukga yiiksek olan ve saglik agisindan bir iksir
olarak nitelenebilen zeytinyadinin tlketicilere sunumu da aym
orands ceger ifade etmektedir. Marketlarde ve &zel dikkanlarda
satiglari, zeytinyadinin kékl gegmisine uygun kimliktedir. Ambalsj
siseterinin bigimleri geneliikle en eski ambalajlamas tiplerinden farkl
degilse de, yagin tlirlerine gére farklifagsan etiketlemede, &zellikle
eski tip tag bask: yéntemi ile elde edilen zeytinyaginda biraz daha
farkh cam sige-ambalajlar kullaniimaktadir. Zeytingyaginin natirellik
orani arttikga, ambalajlarinin dogal malzemelerden Gretiimis ve
klasik tipli olma o&zellikleri de artmaktadir. Hafife alinmayan, et
kalinhklan geredince disinilmis, yad billur gibi géstermesi igin
sade, yalin tasarlanmig, ¢ok az dizeyde kaburgalandinimis PYC
sise tesanmlan, blylk serilerde, ABD ve Jsponys gibi uzek
tlkelerin marketlerinde ve yerli marketlerde satilmak lzere
zeytinyad! igin en uygun ambalaj tird oldugu disginilebilir. Bu
dzelliklere 6rnek olarak cam tasarimi konusunda uzmanlagmig olen
Oya Akman'in zeytinyad! sise tasanimlan dikkste deder. Tesarimei,
gok sayida farkh sige tasariminda hem klasik dzellikleri belli oranda
degerlendirmis, hem de gise tabaninda ya da bogazinda aligilmigin
disina gikabilen bicimlerle zeytinyad sigeleri gergeklastirmigtir[7].

SONUG

Ulusfer gegmisten gelen yagantilan ve kiltlirleri ile farkhilogirtar.
Kiiliirler, ilkelerin bulundukiann bélge, cografi konumlar, bu
konumlarin gerektirdikleri iklimlere ve iklimlerin insanlar Uzerindeki
etkilerinden dolayl yagam tarzlarina yansimasiyla geligirler.
Dinyadaki yagam tarzlarinin ve kiilttrlerin besidi addedilen Akdeniz
kaltari, zeytin ve zeytinyadl ile o6zdeslesmistir. Tarih 6ncesi
devirlerden gelip, sonsuza gidecekmig gibi gérinmektedir.
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Akdeniz kimiigine damgasini vuran bu tiketim Grindniin, varhginin
ve defetinin daha iyi anlasiimasini saglayici énlemler iginde,
tasarim onleminin ayri bir yeri olmahdir. Bu kapsamda, Ulrefici
isletmelerin kurum kimliklerinden baglamak dogru bir karar olabir.
Kurum kimligi, zeytinyad Uretimlerini binasindan iggisine, Uretim
kosullanndan logosuna ve tamtimina kadar en saglikli ve givenilir
ortamlann hazirlanmasinda rol oynayacakhr.

Markalagmak tiketicilerin givenlerini kazanmak demektir. Gerek
kurum kimligi igin galbsmak, gerekse markalasmak, &ncelikle
driinlerin kalitesinin yikseltiimesini zorunlu kilar. Bir ug alan gibi
goérinmesine  ragmen, Urdnlerin  tdketicilere  sunumu,
ambalajlanmasinin milkkemmel olmasina bagh olarak daha cok
defer kazanacaktir. Ambalaj, drinlerin tarifi gibidir: Oncelikle
urinin hangi bakig agisi gbsterilmek istenirse o kismi 6n plana
cikarilabilir. Iste zeytinyaQi siselerinde bir parga 6n plana gikanimak
istenen de, zeytinyadinin kokli gecmisi ve bir saghk surubu gibi
olma oOzelligidir. Tasanmla zeytinyad satmak, Turkiye icin, dider
Akdeniz Ulkelerinin rekabet ortaminda, daha 6n saflara ilerlemek ve
Ulkeye katma deger kazandirmak anlamina gelir.
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ABSTRACT

Although the shape of the object is defined by specific cultural conditions, they are
alsc operational in making changes in it. The Turkish teapot set is an object that is
shaped by the sccio-cultural habits of people over time. However, the impact of
globalization on the Turkish society and the changing lifestyles of people creste a

demand for alternative ways of tea preparation and drinking. The need for fea-

brewing products is typically fulfilled by local manufacturers. By carrying out minor
innovations on the fraditional two-piece teapot sets (by using different materials,
shapes, sizes, etc.), the local manufacturers crested s large spectrum of product
offerings. On the other hand, the manufacturers of electrical goods refrained from
developing innovative sclutions to fulfill the domestic need for automatic, rapid,
hygienic bui at the same time traditional tes brewing. This attitude changed with the
introduction of an electrical feapoi set, Tiryaki, fo the market by a major manufacturer.
The inroduction of modern alfternatives fo the traditional way of fes brewing
confributes o its evolution towards new product forms and behavioral patterns.

In this paper, by demonstrating the diversity and the richness in the tea making
product models that are currendly produced, sold and being used in the Turkish
domestic market we aim ‘o show how culture can be a rich source of product
innovation. We slso aim to question the possibility of providing these producis @
global appeal as 8 way of overcoming the limited market barrier.

Keywords: Turkish Teapot Sel, Guilture, Innovation, Local-Global, Tea Universe.

Like alive oil and wine, tea is smong the agricultural and
geographical identity based products in Turkey. Although the
production of tes ¢an be defined in a specific geographical setting,
the consumption of it is widespread throughout the country. The role
of design in the tea sector can be related to the formation of the
tools, objects or sccessories in tes prepsrstion, serving and
consumption as well as the various forms of packaging of the raw
material as part of different lifestyles and marketing strategies. Tes
preparation and consumption patterns and the material culture
around it form the general scope of this paper. The limits of culture
will be anslyzed in the sense that how the borders of culturally set
objects and practices are/can be transformed, interpreted and
redefined within the changing dynsmics of the global economy.

Tes Production and Tea Drinking in Turkey

If we are to look at tea production and consumption in Turkey,
finding out the fact that tea is & rather phenomenon would be
surprising. Faroughi (1995) argues that it has been accepted as an
exotic plant in the Iast years of the Ottoman Empire, which is [argely
associated with coffee drinking. According to Manchester (1996),
"the Turks were bartering for tea on the Mongolian border of China
as early as 475. Kinayl (1965) says that there were teahouses in
the Reign of Il. Sultan Abdiithamid. However, tea has become a
tradition and a national beverage in Turkey with the starting of its
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production as part of a government plan (Timur, 2001).

The history of tea production in Turkey goes back to the early years
of the 20th Century when the Eastern Black Sea Region is identified
as a suitable place to produce tea. Following the years of
preparation in the first half of the Century, the first tea factory was
established in 1947 in Rize. In 1965, the production of dried tea had
reached the level that it maiched domesiic consumption
(www.caykur.gov.tr, 20.3.2005). The tasks of purchasing,
processing and selling fea, conducted by the Tekel General
Directorate until then, was fransferred in 1971 to the Tea
Corporation, a state owned enterprise. In 1973, the Tea Corporation
which was established with a special decree in 1971 and given the
rights of tea plantation, production and marketing in Turkey, started
to operate.

Accarding to the data provided by the Tea Corporation, Turkey is
among the 40 countries around the world where tea is cultivated.
The global tea production is around 2.8 million tons (black and
green) and Turkey is the fifth with 8%. In 1984 the monaopoly on tea
given to the Tea Corporation was lifted and private sector was given
the tea production and marketing rights. This step coincided with the
radical fransformation that the Turkish economy has undergone
beginning from the 1980s.

Liberalization of the foreign trade regime and hence the opening up
of the domestic market to foreign competition, the alieration of the
law relating to the protection of Intellectual Property Rights (IPR}) in
1225 and the Customs Union Agreement with EU in 1996 created a
competitive environment for domestic companies to engage in new
product development activities. As a result of these developments,
the Turkish domestic market for iea and iea related products that we
call the tea universe has become very active.

The Tea Universe in Turkey

The concept of the tea universe involves tea as the raw material and
its packaged forms, the tocls for making, serving and drinking it and
the accompanying lifestyles and rifuals. This "universe” is structured
differenily according fo different cultures. In Turkey, tea as a socio-
cultural phenomenon has

its own universe that can be positioned right in the middle of the
debate concerning the "local-global® dilemma. There are two factors
determining the dual nature of this specific tea universe. The first
factor is that there is a certain tea brewing process that requires
special fools, objects and accessories specific to the local culiure.
The second factor is the so-called globally accepted way of tea
preparation that is also conveyed in the social practice in Turkey.
(See Figure 1) '
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TEA UNIVERSE

DESIGN

GLOBAL

Figura 1.

Design, in the modemn sense of the term, that is a tool to creste
difference in the market place that rationally separates and
organizes the design and production processes, acts as an agent
that holds the two different spheres of the local and the global
together, closer and also at a certain distance at the same time.
Design is the key element combining or crosscutting these spheres
or domains of local and globsl. The more the objects that are in the
sphere of the local get designed, the closer they get to the ones
belonging to the sphere of the global in terms of marketability, not
as tourist items or authentic objects, but more as objects of
everyday life. By the help of design, the "local” can have the chance
to compete in the global marketplace, whergas the design of the
global products have the power to affect and transform the local
preduction which is the case in the Turkish tea culture.

. Elements Forming the
lllustrative Examples TEA UNIVERSE

Packaging: As part of the markating

TEAUNIVERSE activities, packaging enables new product
bESIoN evalopment especially in agricultura

. ood items. In terms of packaging, tea in

. ¥ particles or as leaves is packaged in
LOCAL Packisglng. @LBAL  Inaper bags or tin boxes, while it has been

packed in tes bags for mugs or round
eabags for teapets. There are also|
innovative designs such as special plastig
cups that contain tea in their bottom and
brewed instantly when boiling water i
paured in them; or the concepit of tea bag
is interpreted in the form of a spoon, s
hat by holding and sfirring the spoon ie
is maintained easily.

Figure 2.

TEA UNVERTE

Life Styles: Changing lifestyles are rathel
important in the changing habiis of tea
preparation and consumption. As th
speed of life increases, the amount of tim
hat is required to brew iea in th
raditional way bacemes more and mor
difficult, so alternative ways like the use o
fea bags are adepied in people’s dail
lives. Depending on the change o
priorities in hisfher life, a parson who use
tea bags rapidly in the morning befor
lgoing fe work might also enjoy a full
brewed fraditional tea eccasionaliy.

DESIGN

it Syten’

Figure 3.
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TEAUNIVERSE

PESION Rituals: Cultural habits and ways of|
conducting those habits form the rituals.
In terms of tea drinking, Turkish tea
brewing like the use of samovar, involves
'fg ) ﬂ}: @ two pieced tea pot set along with s

LocAL Rituals GLOBAL

certain duration and temperature. These
rituals that demand time are often
replaced with more rapid practices when
they enter the realm of the global
economy, unless marketed otherwise.

Figure 4.
TEA UNIVERSE
DESION Accessories: Among the basic ted
drinking accessories there are the so-
called ince belli tea glasses and saucers
LocatL Atceasorins GLUBAL

in Turkey. They are used in tea and
iy coffeshouses, households, offices, etc.,
i everywhere tea is brewed traditionally. On
the opposite side of the local and
fraditional, there are the various cups,
mugs and other modemn porcelsin o
ceramic tea drinking accessories.

Figure 5.

TEA UNIVERSE
Tools: Tools are used to prepare tea. In
lour ¢case, the local usage is dominated -
as discussed earlier- by the two-pieced
LOCAL Tools aLoBal. teapot set. Globally, both in the East and
Waest of Turkey, tea is prepared by a
single item called the teapot. The use of
teapot in Turkey, including the English or
Chinese fine porcelain teapots is
generally over the other teapot that boils
the water underneath. The one-piece
fteapot is seldom used.

DESIGH

Figure 6.

The two-piece teapot sets are transformed by the introduction of the
kettle to the Turkish market. Argelik as & major producer and
distributor made the first hybrid object that combines a kettle and a
teapot: Tiryaki (see Mutlu and Er, 2003). Later other producers have
followed the trend. The main reason for this transformation is that,
in a Turkish kitchen, apart from other necessities, boiling water is
mainly used for tea brewing and the brewing pot has o stay on this
boiling water. So, kettle as an object only to boil water is by
definition confining as brewing tea and the act of boiling water is in
a sense naturally combined in most of the Turkish kitchens. Due to
the limited shelf space in the kitchen environment and by other
forces of modernity, like the lack of time for a proper brewing, kettle
had to be transformed by the local manufacturers.

Technical Innovation and Design

Today there are various alternatives that combine the brewing pot
and the electrical kettle to boil water in the domestic market. The
manual time and energy demanding operation involved in the tea
brewing process is tried to be developed and made efficient by
different technical solutions. The firms reslize the need for such
devices for professional use and focus their energies in developing
such products. Some national registered patent applications to the
Turkish Patent Institute (covering the years between 1983-2004)
listed in Table 1 show that Turkish type teas brewing and its
accompanying usage patterns both in home and official
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environments are a rich source of product innovation in the
domestic market. As can be observed from the table, most of the
innovations are towards making the two-pieced tespot set s
machine that can brew tea automatically". Through different
technical solutions, the tea making process is tried to be
transformed into an sutomatically controlled one becoming less
dependent on human involvement. It can be said that through the
development of new products capable of brewing tea in the Turkish
style automatically, the local manufacturers explare the possibility of
sustaining the Turkish style tea brewing in modem life.

As these registered patents show, there is a diversity and richness
of products developed in Turkey in relation to the tea consumption
habits specific to the Turkish culture. As well as this richness and
diversity what is significant about this table is that it shows how a
culturafly specific object can act as a source of product innovation.
Generally culturally specific objects are associated with crafts or
traditional production methods that require no or very limited
technology. In the case of tea, the mechanization of the tea brewing
pracess triggers the need to turn the two pieced set into an
asutomated machine. This enables total and radical changes in the
design of these tools while interpreting ‘traditional' with
‘technological'. Still, this technological pursuit does not mean that in
terms of design these tools are handled properly. Most of the time,
given the fact that they are generslly for public places like café
houses, canteens or other catering purposes in hotels or within
companies, these objects are often neglected in terms of design, as
if they are heavy duty industrial machines. The firms who have been
working- on the technical soiutions for about 20 years are now
establishing links with designers to combine the technological know
how with the design expertise.

Table 1. Some Natianal Patent Registrations concerning Tea Preparation Utensils
(Covering the years beiween 1983-2004. Taken from the Turkish Patent Instifute.}

Some National Patent Registrations concerning Tea Preparation
Utensils (1983-2004):

Number Name Description Year

21480 (Oyak-Renault

Otomobil Fab. A.S. Automatic tea brawing machine | 16.09.1983

Pragrammable tull automatic

{tea brewing machine 19.04.1985
Economical tea preparation
boilers

Special part in saucers o

prevent the sugar ta be melted 06.03.1986
A teapot system that enables to
22239 Bozkurt Domanig  put the teapot on top when 06.08.1986
there is a lid
IA steal teapot that the strainer

is attached to the lid of it 16.11.1988

21977 Muammer Bayindir

22543 Mehmet Giinaydin 08.01.1986

22464 OIke Garal

24629 Bozkurt Domanig

il
Y el P g ey
TR200200452 égwbsehﬂﬁg?gwa Teapot set system 21.06.2002
TR200300068 g";g”g;t Yunus f;‘;ﬂﬁ:ﬁ(;’ggd taapot and 22.01.2003
TR20021992 [Sdkra Akgil Self brewing teapot 21.02.2003

The opening and closing
mechanism of the taps that are

used in samovars and tea 07.04.2003
bailers

TR20030452 Yalgin Tugcu
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Full automatic hot water

with heat control

TR20030013 [Nami Can boiler 21.04.2003
Electrical tea brewing
N machine that is not
TR20030756 |Nurettin Ugur ffocted by the changes in 26.05.2003
he main voltage
Zass Ev Alelleri San. velElectrical tea brewing
TR20037778 Hic. A.S. maching 30.05.2003
Improvemeni in the
TR20030931 [Bilent Yerl strainer that is attached 18.06.2003
inside the teapot
Electrical tea brewing
TR20030965 |Nurettin Ugur machine that has an 23.06.2003
integrated circuit
TR20030643 [Orhan Seyfi Aksakal  [Fast tea brewing machine | 21.07.2003
Improvement in the
TR20030539 |Nurettin Udur electrical tea brawing 21.08.2003
machines
TR20031459 ﬁ'zogi”‘”“ak Esyalan \oo it brawing teapot set | 03.00.2003
) IAutomatic tea brewing
TR20032068 Turgut Ozdemir isteel teapot set 02.12.2003
TR20032158 |Adem Karaca Improvement in the tea 12.12.2003
trainer
Ugur Hidrolik Makina  [Self brewing feapot set
TR200302374 ls2n. Ve Tic. A.S. with timer 31.12.2003
Full automatic tea brewing
Mesale Kazan Makina [boiler with digital display
TR20040192 Bakir San. Tic. Ltd. $ti. jand an elactronic control 30.01.2004
panel
. Strainer to be hung inside
TR2004 1062 Mehmet Tiirk the teapot 11.05.2004
[Tea boiler with a pool
TR2004 1078 [Yasar Toko lstructure 13.05.2004
NP . [Tea brewing machines
TR200401128 [Tahsin Oztiryaki working with gas 18.05.2004
Korkmaz Mutfak Teapot sat with an
TR200401700 Esyalar Tic. A.S. isolation unif 13.07.2004
[Steam controlling lid for
TR200401699 E"“;T;?IZT'}QL‘T; the boilers that have an 13.07.2004
Y Ty upper handle
[Teapot set that prevenis
TR200401698 EOH;E?IZT%UTE steam outlet with an inner |  13.07.2004
24 sohs lid spring mechanism
N . ; Improvementi in the
TR20040431 [J9ur Hidralk Making ooy o 'systems of tes 16.07.2004
San. ve Ticaret A.S. brewi .
rewing machines
TR200402166 Muharrem Gorgel  [Loiniess steel teapot set | 54 5g 5904

Local-Glohal lssues

Tea related objects produced according to Turkish habits and
lifestyles have a difficulty in finding a 'natural’ place in the global
market. The difficulty of tea related objects fo become globally
appealing is that there are not shared practices that rule the form
and structure of the two-pieced teapot sets in foreign markets.
Defne Koz's redesign of the Turkish style tray known as aski is a
good example of how a culturally specific item can be turned into a
globally marketed product. Pefne Koz's aski can find a natural place
in foreign markets because functionally it corresponds to the same
need of carrying. On the other hand, the two-pieced teapot set does
not correspond to the same tea brewing function in anywhere
outside Turkey.
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Table 2. Stages of latecomer development: from OEM o ODM and to OBM
Source: Amended from Hobday, M. (1994) Export-led technalogy development in the
four dragans: the case of electronics, Development and Change, 25, pp. 333-361.

Technological transition Market fransition
1960s/1970s Local firm learns assembly [Forelgn TNC/buyer
process for standard, designs, brands and
OEM (Original equipment lsimple goods distributes/gains non-
manufacture) manufacturing value added
1980s Local firm learns process  [As with OEM, TNC buys,
lengineering and detailed  |brands and distributes.
ODM (Own design and product design skills ITNC gains non-
manufacture} manufacturing value added
1990s Local firm conducts
manufacturing, product Local firm has own brand,
designs and conducts R&D jorganizes distribution and
OBM (Own brand
manufacture) for new products captures all value added

As argued before, in case of tes, "local” creates difference in terms
of design within the market and acts a source of product
innovation*. In order to be successful in the global market, the
function has to be interpreted within a global setting. For domestic
companies there are seversl options: They either have to enter into
the international network of production as being Original
Equipment/Original Design Manufacturers (see Table 2) or through
the strategy of Own Brand Manufacturing. The lstter choice requires
a very effective marketing campaign, which would promote the
Turkish way of tea drinking globally. In terms of tea production tools
and accessories, the dynamics of the shifts from OEM to ODM is
rather different! It can be suggested that OEM is mostly suitable for
electronic or technology based industries. If we refer to the patent
applicstions in Turkey, it can be said thst most of the firms are
positioned to enter into the international production network st the
level of Own Design Menufacture (ODM), as they try to develop
their own designs with the technologies they sre adopting or
developing for the certain culturally defined functionality. The
problem is that unless these products sre soid to the foreign
markets, the requirements of the domestic maerket will not be
sufficient to drive product innovation efforts. The barrier for the
Turkish style tea brewing and serving products to be marketed
globslly seems to be cuitural differences effecting functionality; snd
in connection with this issue of cultural difference, the difficulty to
establish a globally appealing brand.

In an effort to develop a product sstisfying the local way of doing
something with @ globally appesling design, Beko introduced a
Turkish coffee maker called Keyfl. This product received an IF
Design sward? in household/residential cstegory as it interpreted a
traditional object for a global market (See Figure 7). The product
description is as follows: "...To make coffee with Keyf, you have to
put well grinded coffee and sugar (ss preferred) in the brewing pot.
The rest will be handled by the hidden technolegies beneath the
cover. Unlike the traditionsl way of brewing, supervision, stirring and
waiting for the ideal moment to remove the coffee from the heater
are not necessary (p.327)." Similar to the tes brewing process there
is & certain skill, knowledge and [sbour is involved in traditionsl
Turkish coffee preparstion. As they mention in the press release,

1 For the domestic market the same product is marketed under the name of Telve,
by Argelik.

For further information see
http:/fwww.aydabir.com/basin_bulteni_gosterasp?1D=145
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there have been eight patent registrations in order to enable the
secret technology o be able to make the traditional coffee. Turkish
coffee is much more advantageous within the global market
compared to tea, as it is better known throughout the world. The
main reason is historical, tea is a rather recent phenomenon in
Turkey with a span of approximately 50 years, but coffee has been
part of everyday life since the Ottoman times more than 400 years.
The discourse behind the new automated coffee machine reveals
that it is possible to compete in terms of design interpreting a
culturally specific object globally with the advance of technology.

Figure 7.

in the future the local-global intersection within the Turkish tea
universe may lead to well designed public tea brewing machines
that have a global appeal with a distinct brand or nationat identity.

Conclusion and Quicomes

There are several outcomes out of this discussion about tea in

Turkey:
-The domestic market is composed both of traditional and
modernized versions of tea preparation and consumption tools
& accessories (see Figure 8). This is why we call it a tea
universe. It is a market that does not reject the global while
making use of it to sustain the local within the social, economic
and cultural dynamics. This openness creates an environment
that enables a wide variety of products to survive
simultaneously in the market. It is an area open to new product
development for producers.

TEA UNIVERSE

DESIGN
GLOBAL
e ;
m Lite Styles i
& L
-f%‘ Rituals @il‘;};’
N *;: Accossories ;«i

=

Figure 8.
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-Starting with its production, the rise in the marketing of
teabags for the last tan years by Dogus, Lipton, Ulker (under
the name of Dagadan) and racently Sabanci (by Deren), etc.,
has increased the consumption. This is dua ta the growing
interest an the cancept of 'healthy living'. While the main habit
of brawing tea with a teapot set does not involve the imparted
way of swinging teabags fram cups, the appropriate marketing
strategy for the firms to increase the sales is ta sell those
praducts mainly under the title of 'herbal' tea in Turkey. Liptan's
'New Callection' of herbal teabags is a good example ta this
strategy; providing a wide range of ‘calartul’, ‘aramatique’ and
'special' range of small but pricey packages.

-The two-piece teapat set, apart from defining a completely
new way af combining water bailing and tea brewing far a
foreigner, putting these two pots on top of each other alsa
invakas certain safety problems in addition ta the difficulty in
the brewing pracess. These kinds of problems can be
avercame by cancentrating on new praduct designs which
waould make the brewing pracass easier and safer as well
defining an alternative way of making tea for foreign users If
these kinds af praducts can be promoted as special "lifestyle"
abjects, like the ltalian espressa machines that have a distinct
Italian identity, designers then can turn this cultural limitation
inte an advantage in terms of apening up new marketing
appartunitias.

-In this paper the phrase 'limits of culture’ is used nat anly to
imply the canstraints of -culture in new praduct development
like the difficulty of promoting a specific way of doing a certain
task, but also the ward 'limit' refers ta the barders that can be
enlarged by the help of dasign and technalogy within a glabat
aconamy. So, the limits of culture should be read as new
possibilities or potentials within culturally set functianalities
and usage patterns that define certain boundaries.

Rituals in the anthrapalogicai sense, give shape and substance to sacisl
relations; they fix or anchar social relstionships, making sense of the
flux of events and containing the drift of meaning. They are & kind of
ballast against cultural drift; as such, they are a fundamental companent
of all sacieties {Lury 1996, 12).

As argued, tea preparation and drinking has a specific ritual in
Turkey. This ritual has its own toals, methods, abjects, accessories
and manners associated with it. The interesting part of the tea

phenomenan in Turkey is that while the toals and abjects invalved
in this ritual are being transformed by the farcas of madernity, the

ritual is sustained in some way. It bacames resistant to change by
being flexible and dynamic. The ritual stays alive and is an impartant
part of the everyday life by its ability to adapt itself to change in
harmony with the basic rule of evolutian.

Nate:

* This issue is also deslt with in the paper titied as "Culture &s & Source af Praduct
innovation: New Product Oesign far @ Major Sanitary ware Manufacturer in Turkey®
by O. Er and G. Akay presented in Desire Designum Design Ganference in the
University of Aveirg, 10-12th Aprll 2001, Portugal.
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STRATEGIC DESIGN FOR THE FOOD SECTOR:
FOOD-SYSTEM INNOVATION

Anna MERONI
Polytechnic University of Milan - Italy
anna.meroni@polimi.it

ABSTRACT

It is widely recognised that there are many possible and desirable links between food
and industrial design. However, the expression food-design still generates
misunderstanding and does not clearly describe any particular activity. The scientific
design community agrees that designing food does not mean merely embellishing
products, if indeed it means this at all. More than anything else it especially means
planning new ways of food production and distribution within cultural systems
marked by deeply entrenched patterns of soclal life. This essay seeks to present a
proposal for the methodological structuring of designer planning in the ambit of food
systems: In particuler, it proposes a sustainability-orientsted sirategic design
approach, structured over three application figlds:

1-Advanced agribusiness
2-Enabling food solutions
3-Transparent food networks

Keywords: Strategic Design, Product-Service-System Innovation, Local Food
Identity, Industrialisation.

01. Food: An alimentary system

Food is fo be found ai a particularly complex intersection between
continuity and {ransformation, characteristic of contemporary
industrial society1. The role of designers in planning food is formally
quite new, but is substantially consistent with their professional skills
and the naiure of the issue. An overview of both past and future will
help to put their role in perspective.

Historically the great creators of food patterns have been, on the
one hand, ordinary people who have silenced their hunger with the
food available in the area, and on the other, the great chefs who
have made and make an art of contingent factors2. Duly set against
this historical background, these same paradigms are still at the
base of contemporary food systems: the culture of the "everyday” of
ordinary people that builds its system on the basis of what is
normally obtainable by reasonable effort; and the elite culture that
re-elaborates and intellectualises options and food models, offering
new ideas and feeding our fancy. There has always been an intense
exchange of knowledge and know-how between these two
paradigms, which has over the centuries given rise to the various
alimentary identities.

However, modern food culture is characterised by a third player,
indusiry, which has necessarily created a third paradigm. Industry,
unlike the other two, has its own, independent logic. It plays a

1 Capatti, De Bernardi, Varni, "Introduzicne”, in Capatti, A., De Bernardi, A., Varni A.
(edited by), L'Alimentazione, Annall 13, Storia d'ltalia, Torino, ltaly, Giulio Einaudi
editore, 1998.

Capatti, Montanari, La cucina italiana. Storla di una cultura, Roma-Bari, ltaly,
Editori Laterza, 2002,
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special role as supplier of useful raw materisls but is less able to
create acceptable reference models.

With industrislisation, food has undergone a similar destiny to other
consumer goods; indeed, the food system has had to desl more
with large numbers and technological innovations than have other
goods. Transformation in the technology of food preparstion,
preservation and distribution occurring over recent decades, has
been so big as to frequently require the planning of new slimentary
identities, shaping different values to those at the basis of traditional
language about food. It is this state of affairs that leads us fo think
of food as "designable” in just the same way as other contemporary
goods and products.

However, in a traditional approach to industrial design, food
"designability” lies in factors that often either just do not coincide
with or cannot be reduced to the simple dimension of artifacts.
"What" is designable in food using industrial design tools is linked to
"why" design can involve itself with food. The use of the expression
food-design is mushrooming in the western world, so it is essentisl
for the purposes of positicning any approach and contribution to the
theme, o define the field of possibilities identifiable at the
intersection between food and design.

01.01. Food-design

It is now 15 years since Claude Fischler talked of "Unidentified
Edible Objects®”, coining a particulerly successful expression to
refer to a common condition in contemporary food culture: not only
an sesthetic problem, but a deeper problem of the general identity
and recognizability of a product. Such a plight is apparently due to
food products and services often seeming unable to hit on the
important aspects of up and coming lifestyles, and so to work on
those values that make a novelty plausible if not actuslly interesting.

However, the crisis is also generated by the uncritical transferral of
a creative model from other production sectors, to the world of food.
In ltaly for example food, which together with fashion and "design”,
shares the destiny of standard-bearer for ftafian Style and Made in
ftaly is rapidly joining or rather yielding to the logic of these sectors
and is moving in a direction where consequences should nat be
underestimated. Even the fact that furnishing (emblem of our
national "design") has largely taken on the phenomenclogy of
fashion is wormrying, becasuse it means that furniture has
progressively become almost as rapidly obsolescent as a clothing
collection. Yet the conditions for enjoyment of the two are" different
and such acceleration burns the value of products before their time.
If the phenomenon extends !o food, the prospect becomes even
more aberrant: an individual does not change his food habits like an
article of clothing.

The factors that steer our options in food (spart from personal
inclination) are far more rooted in our value system and cultural
identity than are those that influence the choice of other goods.
Food is @ somatic artifact, our bodies "think" about it when they look
at, smell and eat it. It is invested with a different, physiological or
emotive rationality (or irrationality) dictated by our organisms. The
application or simple transliteration of @ model that governs
innovation in another kind of product and service into food must
therefore be pondered very carefully. If we hold that there is space

3 Fischler, L'Homnivore, France, Editions Odile Jacob, 1990.
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for design in the contemporary world of food, we must understand
the conditions of this knowledge transfer and avoid being tempted
by superficial similarities that risk diluting the paramount value of
the different production and culiural fields. In this field, the drivers of
innovation and change are indeed original: the production and
consumption models of the contemporary industrial system coilide
with extremely rigid cultural and behavioural models, especially in
the South of Europe. In order to interpret the demand for innovation
that is asssiling the food system, we must undersiand this
coniraposition. We must understand what can be modemnised in a
food system and why this modernisation is necessary. When talking
about food, it is truer than ever that the process by which whatever
is different and new is transformed and adapted as our own is
complex and tortuous4, is difficult to generalise and is conditioned
by the emotive waves that periodically flood the sector.
Furthermore, againsi all evidence and common sense, ihe
unconscious conviction, maybe even the need, lodges in our hearts
that all food should be handmade, lovingly prepared after 2 one-to-
one model.

01.02. Food product design

The added value of food can be defined as the difference between
its nutritional powers and its non-nutritional function: it includes the
dreams, symbols, socialising potential and convenience value that
food carries. As s whole, this part of food value is even greater than
its nutdtional value both in terms of perception (snd therefore
preference) on the part of the consumer and of cost, which
constitutes the end price of the goods. From here arises the
consideration that designing food does not only mean making it
good and wholesome from a nutritional point of view, but also
making it fook good and wholesome according to a synesthetic
principle, and be good and wholesome from & psycho-social point
of view. In other words, to borrow Norman's categories®, it should
be good according to behavioural and reffective design criteria.

This is the premise for designability in edible artifacts using the tools
of product-design: even those elements of appraisal that Norman
calls visceralf, those associated with aspect and form based on
immediate emotional impact can in this respect become material for
a designer's work.

Nevertheless, why cannot we leave all this to industrial chefs?
Because the factors conditioning the appreciation of industrial
products reproduced by their thousands are many and complex,
and an industrial designer is the figure best qualified by dint of
training and creative apiitude to govern them. This does not signify
that, for designers, designing food does not mesn direct
consuliation with experts (food technicians), who in the industris)
dimension operate to give products substance and form, especially
working alongside consumer scientists, who traditionally consult the
consumer about perceptive and organoleptic aspects.

Designers too, on & product level, must work on the edible material
with the general intention that it should be perceived as appetising,
as well as actually being so. In this sense, the original nature of their
contribution lies in their cepacity to foresee elements that will
influence how the pleasure deriving from food will be judged, over

4 Capatti, Montanari, 2002.

5 Norman, Emational Design. Why we love (or hate) everyday things, New York,
USA, Basic Books, 2004,

6 Norman, 2004,
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and above the objective reasons of relish or disgust, bearing in mind
also the conditions in which the user will consume it.

Indeed, judgmenis on food enjoyment largely depend on these
conditions, determined by the sum of the physical, emotive and
perceptive factors belonging to the personal context and situation of
the user: the perceived quality of the product is conditioned by how
the subject is ready to receive it, by the objective conditions in which
the product is presenied and by contingent environmental
conditions. Before it is savoured by taste buds, food is "tasted" by
the eye and by touch, within its material and cultural frame.
Whatever the intellect "anticipates” in this way must be matched by
what the senses perceive. This correspondence between aspect
and perception is one of the fundesmental instances of design
planning. It is what enables artifacts to be used carrectly, the
buttons to be pressed, the handles turned and the appliance
switched on.

In this respect, in the ambit of food the concept of synaesthesia, the
transferral of meaning from one or more sensory systems o others,
is fundamental. According to this concept, food of a particular colour
and appearsnce evokes “instinctively” its taste, consistency and
therefore its appropristeness with regard to what is desired ot a
given moment. Synaesthesia links the visual quality of food to its
quality of use, and influences the elements that determine the so-
called interaction aesthetics. Indeed value judgments on food never
disassaciate pleasure from the nutritional function or from the
conditions in which the food is made available for consumption.

Once again it is within the abovementioned field of visceral design
that aciivities are targeted to set product characieristics able to
strike the basic "biologically predetermined" preferences of the
user-consumer. This is design involving the body and senses
through the touch, taste, smell and physical sensations that the
product stimulates?, including appraisal by the pslate and sensory
organs. It is the dimension by which food is "goad to eat"s. However,
talking sbout interaction aesthetics we must also talk of so-called
behavioural design. This is design that determines & product's
quality of use in relation to the conditions of its context of use.

Everything that can be traced to the areas of visceral emotion and
behaviour mainly affects the individual at an unconscious level,
determining a phenomenal type appraisal, i.e. linked to sensations
arising from visual, taste and tactile contact with the product. This
area includes the sphere of the artifsct and its immediate material
surroundings. If the sphere extends to the context in which the food
product is consumed, then an evslustion of relations! aspects and
of opportunities relating to circumstances and needs will also come
into the appraisal: in this way an individual's "experience” with a
goad comes into play.

01.03. Design for food experience

Designing the interaction sesthetics of food means imagining a
process that includes the symbolic dimension, timing, preparation
process, product appearance and how the food will be made
available. These are characteristics that together make food into an
inseparable unit of edible material, packaging and service. They
highlight the importance of reflecting on the whole experience
underlying the consumption of an item of food. Pleasure in its "use”

7 Jordan, Designing pleasurable products, London, UK, Taylor and Francis, 2000.
8 | avi-Strauss, Le Cru et leCcuit, France, Librairie Plon, 1964.
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lies not so much in the result of the action (nourishment), but
principally in undertaking the action itself, in the process, in its
perceptive enjoyment and choreography.

From observing Italian food behaviour, one can hypothesize that
solutions most likely to meet user approval are those "open” to
activities of co-elaboration of value and meaning. In fact, ltaly like
much of southern Europe, is marked by a declared reticence to
accept conceptually and materially pre-packaged food; this can
undoubtedly be considered a positive phenomenon testifying to an
emotive and practical attachrment to rich, persistent, iraditions. The
significance of the process of appropriating and elaborating a food-
system is very great: in this field, users mainly ask for "enabling”
services to which they give a sense, autonomously. The best a
design intervention can do is therefore to offer ideas and prompts to
follow; solutions that users can turn into personal experiences.

Is it possible to speak of experience design? At first glance, these
premises for autonomy in value building seem to contradict the
prevailing interpretation of the expression, which suggests a kind of
planning of other people's "experience”. However, if we agree fo
shift from "planning experience” to "planning for experience"® where
a designer sets up a situation in which the user can interact in such
2 way as to favour the occurrence of a given experience (obviously
positive), we can see how for this to happen, the designer himself
must keep an open ear to the complexity of phenomena and
experience. It is a way of shifng attention from a funciional
performance to the "process of it happening”, where elaborating
value can be an "open” process and the end user plays a primary,
active role.

So, talking about design for an alimentary experience is also a way
of casting a designer eye around and beyond food, to see how we
can make it easier and more pleasant to use. It is the dimension in
which food is mainly held to be "good to think about, because good
to est”. Finally, it is @ way of concentrating thought on building up
the emotional, "non nutritional" value of an alimentary system.

Wherever we wish to appeal to symbelic or cultural vaiues, and
therefore to the consumer's critical judgment, a project must
intervene on the strategy by which the product-system is presented
on the market and in society. It is this field that Norman calls
reflective design, where the distinguishing values of a food system
are shaped.

01.04. Design of a food produci-system

Through the concept of experience, we have introduced that of
product-system, or more generally of food system: the set of
products, services and knowledge belonging to the complexity of
actors, habits and customs that food establishes within a historical-
territorial context. The expression food system lends itself {0 being
used in the plural, highlighting the existence of aliernatives both in
substance and meaning, and hence of differences. It is through
differences that, even in food traditions?®, identity emerges; an
identity presented as partly given and partly designed reality.

A"food system” can be defined as the technical footprint given by a
society's food culture. Thus, talking about the design of food

® Pine, Gilmore, The Experience Economy. Work Is Theatre and Every Business a
Stage, Boston, Massachusetts USA, Harvard Business School Press, 1999.
0 Capatti, Montanari, 2002,
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systems instead of food design, means focusing on the strategies
by which to plan new solutions within existing structures that sre
part of a society's cultural heritage. On one hand, the strategic
dimension of a project is given by the need to define long-term
goals: starting from an interpretation of the present we than sketch
possible, desirable scenarios. On the other hand, it arises out of the
ambition to introduce innovations sble to generate long-lasting,
shared reslities that are both self-pempetuating and able to adapt
flexibly to changes in the system of which they are 3 part.

How then can designers intervene on the distinctive quaslities of a
food system? First and foremost they must take care that the result
is "good to eat and think"11. Our task today, samong others, consists
in bridging the gap between the industrial dimension of production
and the "homemade" dimension of affectivity projected onto esting,
by designing solutions that are effective and efficient in the logic of
an advanced industrial society.

The term "solution” refers to a particular interpretation of the
concept of product-system'2. A solution is first of all a result: an
effective personslised response to & user demand. As such, itis in
turn the result of s crestive, intentional combination of a set of
elements (products and services) that interact to produce benefits
of various kinds.

The value and raison d'étre of food, more than for other goods, kies
in its relstionship with the system it belongs to. It therefore obliges
the designer to thirk in terms of solutions, since in the modern food
system the product alone is losing value and competitiveness.
Furthermore, the concept of "result achieved by combining
elements” opens the possibility to an innovation thst does not only
oceur through ex novo invention of elements, but alsa through new
forms of interaction and connection between existing elements, in
an approach that is advantageous for contexts of use resistant to
radical innovation.

On the scale of a food system, strategic planning seeks first of all to
work on the sense of an innovation in a socio-cultural sphere (it ister
cancentrates on organisational patterns, services, places and
products), and therefore on its value aspects. So what we plan here
CONCErns:

-how a given scenario interprets the elements of meaning it
refers to

-how it determines the positioning of a solution on the market
-how it facilitates social interaction and promotes correctness
between the actors involved and transparency with the
consumer

-what its position is regarding environmental and social
sustainability

This is the dimension where food is above all "good to think".
What we shall now discuss in terms of approach and projects refers

to this last mentioned wark dimension: strategic design for the food
system.

1 | avi-Strauss, 1964.
2 Y. Tischner, Verkuijl, (edited by), Suspronet Report. First draft report of PSS
review, 2002,
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02. Strategic design for food systems

We have said that the strategically designable aspects of a food
system are mainiy those associated with values, in so far as they
define the identity of a solution within its socio-cultural context.

The approach presented in this paper is clearly orientated towards
certain value objectives, such as:

-supporting natural methods and conditions of cultivation and
preservation;

-safeguarding and enhancing the local identity of products as
demaonstrations of the culiural heritage of an area, triggering a
constructive confroniation with the modern foad industry;
-promoting the quality of products as an expression and
recognition of particular skills and expertise;

-promoting better informed, hesithier, eating styles linked to
iocal area and seasons as well as to an awareness of one's
own nutritional needs;

-establishing conditions for & transparent and correct
relationship between producer and consumer.

In shart, what we are proposing here is a strategic design approach
orientated towards sustainability and set up according ta a multi-
discipiinary vision of planning, where the designer is constantly in
contact with experts from other discipiines.

Among the various possible themes and design opportunities
identifisbte under this umbrella, we shall be concentrating on the
following:

1.Advanced agribusiness
2.Enabling solutions
3.Transparent food networks

02.01. Advanced agribusiness

This is the advanced paint of the classic agribusiness maodel: an
industrial sysiem thai adapis and rethinks the needs, methods and
processes of large quantity industrislisation according to rules
diciated by environmentally, socially and economicaily sustainable
local development.

it is an industrial model that:

-applies biodynamic, organic or integrated culiivation methaods,
rationslly, wherever local canditions require or allow;

-appiies advanced technalogical sysiems of pre-treatment and
minimal processing io facilitate the arrival of foad rich in
nutriments, fresh to our tables;

-reintroduces seasonal and regional recipes and food
solutions;

-shapes relationships with intermediaries and distributors on
principles of collective value building, correctness and respect
for specific characteristics;

-operates on the market basing diversification on contexts of
use.

National and international legislstion aiming to safeguard and
guarantee organic producis, or products typical of a specific region,
area, iradition or produciion process (DOP Denominazione di
Crigine Protetta (guaranteed origin), IGP Indicazione Geografica
Protetta (guaranteed geographical arez), STG Speciaiitd
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Tradizionsle Garantita (guaranfeed traditional specialty} constitute
the legal umbrella for this industrial model.

The motives for its development arise first and foremost from an
awareness of a demand from society: industry has acknowledged a
request coming from a growing segment of consumers, for goods of
guaranteed quality that safeguard at the same time both product
and producer.

On one hand, this demand is associated with the organoleptic and
emotional qualities of the "gourmet product’ and on the other, with
safeguarding the environment and health, along with a desire for
correct dealings with producers. In both cases we can see a
demand for personalisation, which means the capacity on the part
of both products and services to respond to the individual and the
context. '

Adyanced agricultural industry gives a different slant to traditional
demands on design, but also poses new demands, such as:

-designing a product as identity, often completely new,
conveying new ways of relating to food;

-rethinking packaging, as a relationship and transparency
facilitator, service provider and carrier of targeted information;
-thinking the product-system as 2 "contextuslised solution”,
produced by several actors in partnership and guided by 3
shared vision.

The food delivery solutions’3 developed under the European
research project HICS14 (Highly Customized Solution, funded by
the European Commission, 5° Framework Programme, Growth)
concluded in March 2004 are examples of this kind of product-
system. Stakeholders of very different kinds were able to
collaborate, for widely differing reasons, in the production of highly
contextualised services thanks to the combination of advanced
industrialised and logistic solutions with bottom-up management.

02.02. Enabling solutions

We have already said that the concept of solution is the starting
point for the most evolved service models and that, even in the field
of food, the need to develop the offer of products and services as
an offer of solutions has emerged. In other words, we need pracise,
articulated responses to precise demands. We have also said that
these solutions can be of an "enabling” type, i.e. able to enrich
users with skills and give autonomy of decision, option and action5.
Enabling solutions are those that:

-open spaces for active co-elaboration of the values and
results of a service, creating new relationships between
producers, designers and users;

~create the conditions for possible forms of autonomous action
towards solving a problem, while at the same time generating

13 Jégou, Joore, (Edited by), Food Delivery Solutions. Cases of solution oriented
H)zrtnership. Cranfield University, UK, 2004. .

HICS is a 3 years (2001-2004) EU funded research, in the 5th F.P,, involving 6
European countries (Italy, The Netherlands, Belgium, Spain, Portugal, Grain Britain},
and 9 main partners (Politecnico of Milano, TNO The Netherlands Organisation of
Applied Scientific Research, Cranfield University, INETI The National Institute of
Industrial Engineering and Technology, CON Competitive Oesign Network, Philips
Design, BiolLogica, Duni, ACU Associazione Consumatori Utenti}).

Cottem, Leadbeater, Heslth. Co-creating services, Design Council, London UK,
2004.

219

T



a gratifying experience e.g. products and services which help
put high quality dishes on our table;

-help individusls or systems to organise themselves in order to
manage present and future changes competently, for example
in meeting specific alimentary requirements associated with
pathologies. In this way, they foster new habitusl behaviour;
-encourage individual initiative, according o "bottom-up”
reasoning.

This spproach acknowledges and develops what sociology
literature calis "valorising residual capacity in the individual”. This is
one of the general guidelines put forward by ihe European
Commission for service planning. Especially when talking of food,
this means activating or re-activating deeply entrenched skills and
expertise basic to the individusl.

Designing enabling solutions is in first place a part of service
design; however, the project demand it triggers (which can be
referred to the general competence of strategic design) is relatively
new and as yet unstruciured. On the basis of experience
accumulated so far, we can assume that when esisblishing the
conceptual and struciural base for an enabling service, the designer
operates to:

-facilitzte user-friendly access to information that is relevant to
a given activity, when required and in appropriate form, by
creating plstforms for sharing and exchanging ideas;

-put individusls in contact with others in similar situstions,
voicing similar needs, for the purposes of mutual help and
support;

-plan "modular” services, in other words services able to
perform st different levels so that each user can easily
understand and choose the desired kind of relationship, and
make use of the required support.;

-help users o map out in their own minds the solution and the
sysiem in which they are interacting, in order to help them
grasp the various behavioural opiions open to them.

Examples of enabling solutions can be seen in some of the services
provided by the Food Atelier proposed in the project "Sustainable
Everyday"18; especially in those thai correspond to the "Slow"
behavioural scenario characterised by an active and collaborstive
attitude on the part of the user, who iries to expand his capsbilities
through what he does.

02.03. Transparent food networks

Modern food intermediation, i.e. the chain of sieps in the process of
conveying food from producer to consumer, demonstrates with
increasing clarity the inadequacy of s series of factors, both on an
international and s local level:

-the pattern of excessive costs that raises the end price, bui
pays producers inadequately

-over-standardisstion of products, which drasticslly reduces
variety, above ali to the detriment of small scale production and
small producers;

-growing dissatisfaction among consumers who do not have
transparent access to information about the source of the

16 The Sustainable Everyday Project starts from the exhibilion "Sustainable
Everyday. Scenarios of urban life", by E. Manzini, F. Jégou, that took place at the
Triennale of Mitano in September - December 2003.
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product;

-indiscriminate disassociation from season and region that
leads to s lack of food swareness snd unsustainable
environmental costs.

Pianning services and solutions that facilitate the creation of
transparent food networks able to shorten these chains, means
generating systems that;

-support small producers and small scale, regional and quslity
food production through various strategies;

-safeguard biodiversity and our heritage of locat food lore and
expertise

-safeguard both producer and consumer, rendering them mare
transparent to each other and fostering relstions of trust
-establish s fairer system of costs, prices and eamings;

-help consumers assess the vslue of what they buy and
purchase more economically

The contribution of design in setting up transparent food networks,
can be divided into three macro areas:

-facilitating interconnection between producers with a view to
reinforcing the identity of the numerous entities distributed
throughout local areas, whose single identity is weak. To do
this, technolagical solutions can be used, but also. crestive
forms of organisation based on the network of
interrelationships existing in the local community.

-facilitate interconnection between (intermediate and end)
consumers, to bring demand together and organise it into a
coherent voice towards producers. Again this can take place
through technological facilitators, but also by generating
occasions, products and solutions that make consumers
transparent to each other.

-plan innovative interfaces, i.e. intermediation models,
between producers and purchasers (whether individual or
organised into networks), bearing in mind the capacities of the
actors, their context, their interests and their readiness to
participate over and above their traditional role (active or
passive).

Various kinds of transparent food networks can be seen in
contemparary life. These constitute the starting point for designing
and planning, as, for example, in the project EMUDE? (Emerging
user demand for sustainable solutions), now in progress with the
backing of the Europesn Commission. These are activities
promoted in small local situations or by assaociations set up in the
quest for communicstive transparency, correctness and product
quality.

03. Conclusions
The picture we have drawn does not exhaust the possible field of

action for strategic design in the warld of food, but it marks out an
aresa.

17 EMUDE is 3 2 years (2004-2006) EU funded research, in the 6th F.P., involving 9
main partners in several European Countries {Politecnico of Milano; Sifo, Mational
Instilute for Consumer Research; TNO The Netherlands Organisation of Applied
Scientific Research, SDS Strategic Design Scenarios; Doors of Perception; Philips
Design, JRC-IPTS, Joint Research Centre - Instilute for Prospective Technological
Studies; CEU, Central European University; Consumer International; UNEP DTIE
United Nations Environment Programme)} and 8 "Antennas”, that's to say des;gn
schools acting as researchers and disseminators of EMUDE findings.
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Thinking in strategies means thinking in the long term: thinking up
self-fuelling and self-improving systems and solutions able to
prosper and improve their context in the future.

In contributing to building scenarios of more sustainable situations,
such projects go hand in hand with the capacity to adapt to socio-
territorial realities, and changing life and production styles In the
end, they are so able to mould themseives with a context that they
naturally find there the reasons and resources for their own
productive survival, and even continue to generate new ones.

Those projects that are, ideally, set at the intersection of the three
thematic areas analysed (Fig. 1), are very likely to possess these
sustainable characteristics, as are systems that, to borrow a
concept from complexity theory, can be called sustainable adaptive
systems. In other words, they are able to adapt, they are open and
interactive, they "learn” from events that happen, and on the basis
of what they learn, they find inner resources 1o organise or re-
organise themselves. They are based on the interaction of local
acior subsystems, linked by interests of various kinds but able to act
autonomously: "... for a system 1o be an auionomous agent, it must
exhibit adaptive behaviour, behaviour which increases the chances
that that sysiem can survive in a noisy, dynamic, uncertain
environment"18,

. [rr
o Py o
i ol

, adaptive
(food) systems

Fig. 1.

Looking at the conceptual model describing the relationship
between the three thematic macro-areas, other significant
intersections come to light, which pose fundamental problems fort
planning in the field of food systems:

-between advanced agribusiness and transparent food
network lies the issue of revived tradition: a problem area that
gravitates around the necessity to rethink and empower
certain models of production and traditional organisation, in
the light of new transformation and communication technology,
and utilises the potential of modern industry to facilitate the
birth and prosperity of new food networks that are highly
confextualised in local tradition;’

18 Wheeler, "Active Perception in Meaningful Worlds", Cognitive Science Research
Paper, Department of Informatics, University of Sussex, UK.
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-between transparent foad netwark and enabling selutions lias
the issue of self-organisation, meaning the capacity of an
individual ar group to autanamausly and competently raspand,
in part or completely, to the knowledge and arganisational
requirements that will enable them ta stay in the market, or
manage their awn well-baing; '
-between enabling solutions and advancad agribusiness lies
the issue of contextuslisation, meaning the possibility of
matching the cancept of mass-customisation ta that of context
of use and sa, on one hand, achiave parsanalisation through a
sophisticated cepacity to read the situation, carried out by the
solution system, and on the other, achiave it by integrating
systams "opened” for the purpose, with user participation.

In general, this framework suggests a structure for a stratagic‘

design cantribution to the planning of food systems and, at the
same time, a possible line of conduct to be adapted every time
projects are concerned with highly localised systems, characterised
by the active involvement of differant actors united by shared
mativations and visions, and diractly controlled by thase taking part.
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THE IMPORTANCE OF ORGANIC
AGRICULTURE FOR VEGETABLE BASED
TEXTILE FIBRES AND ORGANIC
FASHION CONCEPT

Arzu VURUSKAN
lzmir University of Economics - Turkey
arzu.vuruskan@ieu.edu.tr

ABSTRACT

To avoid the effects of chemicals on human beings and to the environment,
ecological lifestyle and organic agriculture is getting more important day by day and
trends are going through this way. With the words such as "natural", "organic" and
"agricultural”, people mostly remember the food industry and accordingly; with the
organic food concept, people are mostly alarmed for the health thread represented
by chemicals in food. How about cotton and some other agricultural products, which
are not used as food but which still, can create a danger? Organic textiles and
organic fashion ferms are new concepts to most people. Conseguently, organic
textiles are as important as organic food. Cotton, linen and hemp are the major
vegetable based fibres. Moreover, jute and sisal are a few more examples. The
overuse of chemicals in the growing and processing of crops like cotton should
seriously be concerned since cotten can be one of the most environmentally
damaging crops as well and the organic production of these textile fibres should also
be searched. To spread the trend of the usage of ecological and organic products,
there is no better way than to "wear organic” to reflect the idea.

Keywords: Agriculture, Cotton, Organic Fashion, Recycle.

1. Introduction

The word "organic” itself, simply, refers to the 'living things' or the
'organs of the body'. Anything related to or derived from natural
organisms -whether plant or animal erigin- can be called as organic.
Organic is used in various subjects to represent different terms.
Organic life, organic chemistry, organic diseases, organic forms and
organic architecture are few example terms used with organic. The
word is also used synonymous with "natural" or "ecological" and
with this meaning, organic as a word and as a concept seems fo
become the buzz-word of the new millennium. The reasons for this
fact include a growing concern for the environment and human
health. Living an organic life is mostly about being healthy, but it is
also related with re-creating a nealthy planet for the future and
protecting the environment. These are also philosophical trends as
well.

Nowadays, organic farming, organic agriculture and organic food
are terms that are used commonly. When the term 'organic' is
applied to farming, it describes a whole system of growing and
producing the agricultural products by natural methods and by using
chemicals, which are agreed by the ecological standards. The terms
'ecological agriculture' and 'hiological agriculture’ can sometimes be
used instead of 'organic agriculture’. However, organic agriculiural
methods are not only related with the food industry; there are
various sectors trying to adapt organic production methods since
being organic is also important for some Gther industrial branches
such as cosmetics, machine oils, wooden products and the textile
industry. For the textile and apparel industry, some of the main raw
materials include vegetable fibres. The major plant or vegetable
based fibres are cotton, flax and hemp. These fibres are also
agricultural products and organic agriculture can be applied to these
textile raw materials. To protect the environment and the human
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health, the overuse of chemicals in the growing and processing of
crops like cotton should sericusly be concerned since cotton can ke
one of the mast environmentslly damaging crops as well and the
organic production of these textile fibres must also be searched. All
pracesses from fields through ginning®, spinning, knitting or
weaving, washing, dying and manufacturing the garments should
be done by using eco-friendly methods and renewable resources.
For the textiie and apparel industry, organic refers to producing
fibre, yarn, fabric and apparels by working in harmony with nature.
For fabric and apparel, sustainable is the general term used to
identify ecological textiles instead of organic.

1.1. Organic Agriculiure and Development of Organic
Agriculture in Turkey

Befare starting to mention the importance of arganic textiles and
apparels, some important poinis of organic agriculture and the
development stages of organic agriculture should be underlined in
order to understand the general principles of the system: Organic
agriculture is a system based an the usage of arganic substances
which are eco-friendly and which give no harm to the environment.
Plants are grown on these fields without the use of any artificial
fertilizers, insecticides, pesticides and herhicides. While no one can
claim that organic farming is entirely natural, organic methods do try
to follow nature's example as far as possible. In nature, there is no
need to bring in resources from outside as everything is recycled
within the system [1].

After 1950s, agricultural producticn showed a sudden rise with the
increasing consumption of chemicals, artificial fertilizers and some
other chemical additives. However, it was soon naoticed that the
harm given to the environment and people’s health is also rising
with these chemicals used in the agricultural praducts. Accardingly,
people realized the importance of organic agriculture. In the world
and especially in the countries where personal capital income is
high, arganic agricultural production became a caommercial activity
during the lste 1970s, due to the consumer sensitivify about the
chemical residues in their foad [2].

However, since the cost of organic agriculture is higher, arganic
agriculture concept started to spread especially in wealthy countries
and it is not preferred because of its higher costs and lower praduct
quality. Earlier, family farms were carrying out their business with
arganic agriculture, and these small farms were the first to go
arganic. Following these small businesses, with the understanding
of arganic cancept, this matter started to carry 3 commercial aspect
as well. In Europe, some supermarkets have been founded just
selling organic products and a new sector started with organic
concept. Especislly after 1990s, production and sale amounts of
these products showed a grest increase [3].

Organic farming developed in the countries such as the USA,
Canada, Japan and Europesn Union. In Turkey, arganic farming is
- relatively new, but the number of producers involved in organic
production activity has been increasing rapidly. By the mid 1980s,
mainly with the relationships of some multinational companies to
expart organic products to the developed nations especislly fo the
EU, slso csused an increase in the development of organic
production {4].

1 Ginning is a machanical procass applied to the raw cotton to remove the seed from
the cotton fibres.
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The sector, though, has been developed rapidly, especially during
the period between 1990 and 1999. Covering many regions, sub-
regions and microclimates with different ecological conditions and
having a biological affluence with abundant varieties adapted
locally, Turkey has a considerable potential for the production of
organic products. This situation is being considered as an indication
that Turkey should play an important role in the rapidly growing
organic agricultural products market. In addition, since small family
type farms are dominant in Turkish agriculfure, the dissemination
and development of organic agriculture is believed to be an
important ioo! for increasing the incomes of the agricultural
producers [2].

In Turkey, 267 companies are reporied to be applying organic
agriculiure [2004 report of the Ministry of Agriculture and Rural
Affairs.] [5]. :

2. Being Organic For Texiile and Apparel Industry

Textile and apparel production chain begins with fibre production,
continues with forming the yarns, producing the fabric surface either
by knitting or weaving processes. When the raw fabric is produced,
it needs to be dyed, printed, dry and wet processed and during all
these stages, chemical treaimenis take place; finishing processes
are also included in this category. The last step will be apparel
production, cutting and sewing operations.

Going organic ¢an be an issue in all these production stages. To
analyse the organic concept through this chain, production of
natural fibres by organic agricultural methods is an important issue
to search.

2.1. Natural Fibres

Textile fibres are examined in two main groups as natural fibres and
man-made fibres. Cotton, silk, wool, flax, hemp and mohair can be
shown as examples of natural fibres and viscose, modal, polyester,
nylon are the examples of man-made fibres. Natural fibres are also
grouped into two main categories as shown in Figure 1; animal
based fibres and vegetable based fibres.

|Classiﬁcat'|or| of Natural Fibres|
T

[ ' |
i Vegetable (Cellulose) | | Animal (Protein) |
| | | E—
Boast Leaf Seed/Fruit Hair Silk

Flax Hemp Cotton Wool

Hute Abaca Kapok Angora

Ramie Sisal Coir Mohair
- Camel

Figure 1. Classification of natural fibres

To make an overview for the usage of man-made and natural fibres,
it is noticed that, the period between 1950s and 1970s was the time
of development of chemical fibres industry. The chemical fibres
were cheap, simply and efficiently produced, thin and delicate
fibres; all of these facis were really attractive for the fibre industry.
Yarns with chemical fibres started to eliminate natural fibres from
clothes. Among these, which suffered most, were flax, hemp, wool
and silk. However, people soon recognized the physiological,
hygienic and health properties of chemical fibres are inferior to
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natural ones and the replacement of natural fibres with synthetics
seems impossible, both because of the physical properties that can
never be achieved with the synthetic ones and because of the
ecological reasons as well. Therefore, the producers of nstural
fibres started to pay attention to the health properties of clothes and
environmental protection and natural fibres gsined importance [6].

Economic production of natural fibres requires fertilisation and
irrigation of the land. Plants must be protected against pests and
disesses. Some precsutions to reduce the negstive impact of the
agriculiure of vegetable fibres upon the environment include
improving agronomic practices, such as breeding new varieties
integrated pest mansgement, scil conservation, computer
controlled fertilization and irrigation, use of non-persistent pest
control chemicals [7].

Some general and ecological properties of the most important
vegetable fibres are analysed below.

2.1.1. Cotton

Among sll produced textile fibres, including the man made fibres,
cotton is the most important one. The main purpose of growing
cotton as s crop is to use it as a raw material for textile production,
since 85% of a cotton crop is composed of the cotton fibre, whereas
it is also usad for some auxiliary purposes, such as oil production
and the animal farming as fodder. Regarding this, it is related with
agricultural, industrial and commercisl events. Cotton has a 40%
usage among 3ll textile fibres in the world. In the last 30 years, total
consumption of cotton reasched approximately to 19 million tons.
Although it is a reslity that the total usage of man-made textile fibras
has a bigger ratio than the naturs! fibres, the desire for the
naturalness csuses a tendency to natural fibres, which can also
assure better physical properties than the synthetics. Some basic
physical properties of cotion are its ability in quick water absorption,
lower conductivity of static electricity, air permesbility and being
hygienic. These properties are reasons to prefer cotton fibres during
ecological textile production. In Figure 2, @ comparison chart of
cotton and other fibres are shown between the years 1960 and
2002. As it is seen with the chart, cotton had an approximately 70%
share among all fibres in1960s. However, with the increasing
production amounts of synthetic fibres, its share lowered to 40
percent in 2002. For the year 2002, total usage amount of cotton is
20 million tons whereas this amount reaches 30 million tons for
synthetic fibres [3].

Cormparizon of cotion and other fibres

‘M Men-made fibres
|EWodl ;

% values

1960 1970 1980 1990 2002
Years

Figura 2. The comparison chart with cotten, wool and man-made fibres.
Source: World Bank, 2004.

Since cotton is the most important raw material of textiles,
praducing cotton in organic ways is also a rising issue for cotton
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praducers. Although cottan fibre has some advantages far
ecological textile praduction, there exist some negative efiects
during the production of cotton. That is the reason why 'organic
cotton' has become a rising issue. 'Organic cotton' is produced from
arganically grown cotton plants. If is being spread especially in
wealthier countries. Turkey also has a growth potential in organic
catton productian. The main purpose of growing organic catton is ta
protect the environmeni. Cotton can be one of the mosi
environmentally damaging crops grown in the world. A quarter of the
world's insecticides are used ta graw conventional cotton.

Using arganic cattan does not directly affect human health. Only
allergic reactions of the body can be prevented by using arganic
cotton. However, the chemicals used in conventional cotton
praduction mostly give harm to the environment, and indirectly give
harm to the human health with the wide scale water pollution and all
other negative effects to the environment.

Producing organic cotton is not @ method of giving up all chemicals.
For arganic cotlon production, chemicals need to be used; however,
they must be compatible to organic standards. Each farm applying
arganic cotton production has fo be certified and all production
applications have ta be done under the control of sauthorized peaple.
For the organic agriculture of cottan, generally physical removal is
preferred for the weed insiead of chemical destruction, and ratation
of crops is & necessity, providing nutrients to the soil, helping to
prevent pest, waad and disease prablems and maintaining the soil
structure. Thus a rotation must be applied to the fields with variaus
crops such as wheat. Furthermare, bialogical methods should be
used to fight with the insects and herbs. For a farm, to apply organic
cottan production methaods, a period of approximately 3 years needs
o be spent. After this periad, the products of the field can reflect the
expected properties of organic cottan, as a result of this, the costs
will also lower for organic farming and this cotton will show the real
characteristic properties of arganic cotton. When arganic cotion
praduction was first started, the cost of producing arganic cotion
was sboaut %50 higher than conventional cotion. For today,
praducing organic cotion is only %20-30 more expensive than
conventional cotton. Cosis that cause a difference from
conventional cotton production include fertilizer materials,
mechanical weed contral costs, organically-acceptable insect and
disease management materials, additional hand weeding labaur
and costs associated with being certified organic. The quality of
organic cotton is close to the conventional and far the end product
of textile and apparel chain, which is the garment; therefore using
organic cotton does not cause a great cost difference. It is not a
highly affecting factor to increase the unit garment costs.

In Turkey, the applications of arganic cotton agricultura have been
continuing since 1989. There exist some gavernmental standards
far arganic agriculiure, but they mainly include food industry.
Cakmak (1996) carried out a research experiment to determine the
effacts of arganic and chemical fertilizers an cotton and to analyse
the quality differences between arganic and canversional produced
cottons by conducting on Nazilli-84 cotton variety, on an arganic
field in a village of Manisa. Three arganic and one chemical
fertilizer, totally five variants were used in the experiment. The
highest seed cotton vyield was obtained from chemical fertilizer
application and the lawest ane was non-treatment cotton. For the
fibre length, non-treaiment has also given the lowest value. It can
be stated that, in 1990s, when arganic cotton production siarted to
get spread in Turkey, resulis were not at the expected level. The
characteristic properties of cotton fibre were much worse than the
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conventional cotton. Far today, with the development of eco-friendly
chamicals and techniques, the characteristic prapertias of organic
cotton {fibre lengths, strengths or micronaire values) are nearly the
same as the types produced with conventional methods [8].

It is claimed with a repart of "Organic Exchange?', a nan-profit
arganization for arganic products, that Turkey is shown to ba ona of
the two largest producers of arganic cotton in tha world due to the
relatively low prevalence aof caotton pests, the quality and the
prasance of a well-developed textile industry. In this report, it is
stated that there ara two important ragions in Turkay whara arganic
catton is grawn. One of them is the Aegean / lzmir region in the
West and the other is Kahramanmarasg, in the Sautheast of Turkey.
According ta the report, praoducts fram the Aagean region totals
abaut 20% of the fibra. Tha campany "Egadeniz Textile” has organic
cotton projects in this region of Turkey as well as Baweevil3. It is
also mentioned that 80% of the organic cotton is grown in the
Southeast region. Boweevil also grows in Kahramanmaras. Turkay
is mostly exparting thasa arganic products to US or EU cauntries

9.

Fibre production is the first link of the apparel chain. Using arganic
colton doas not craata a diffarence far the apparel as the
appearance; however, the philosophy and idea reflactad by the
organic concept carries the main impartance. Using arganic cottan
as @ roaw material is alsa a factar shawing the quality standards of
the companias and is thought to be a quality factor for apparel .
praducers. Organic cotlon can also be usad with blends as flax-
cotion, or synthetics-cotian, canventional-arganic cottan mixes.
Companias using such blends as a raw material cannat get an
organic certificate; instaad, thay gat a daclaratian showing that thay
are using arganic catton in their products. The blends of fibres
change from the demands of tha campanias.

2.1.2. Flax and Hemp

These fibres are also vegetabla basad fibras and can ba saarchad
in arganic agricultura concept. Although their praduction shawed a
dacraase in recent years due ta the superiority of catton that is mare
easily handled by machinas, flax* and hemp still remain among
impartant plants in the warld bacause of the long, strong fibres
found in tha outer iayers of the stam. The cultivation and utilization
of flax and hamp in taxiila industry has been a subject of research
for many years, mainly because they are very aftractive raw
materials for the textile industry. The cultivation of fibra craps allaws
obfaining relatively high amounts of raw materials compared to
athar plant raw materials. These fibres are strong, and as a result of
this fact, thay ara applicabla for praduction of threads and technical
textiles. However, while the strangth of thase fibraes is high, tha
elongation values are rather low (%1,5-4,5). Tha swalling of flax and
hemp fibra in water is quite high bacause of tha high pectin contant
which rasults with the fabrics made fram these fibres ta pravent
water permeability. Thus, thay can also be suitable for such
purpasas as to praduce tent fabric or fire hose. Flax and hemp

2 The Organic Exchange is a non-profit arganization cammitted to expanding organic '
agriculture, with a specific focus on increasing the production and use of organically
rown fibres such as cotton.

Boweevil is a company which has been involved in growing organic cotton since
1989, in SouthEast Turkey in Kahramanmaras, and Western Turkey- the Aegean
region, near Tire and Golluce. -

4 Flax; Fibres extracted ftrom the flax plant. / Linen; Yars made from flax fibres and
fabrics made from linen yarns.
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fibres are rather stiff. This can sometimes be 3 required feature
according io the purpose. The smoothness of flax fibre is connected
with fts cool feeling. In the past, fabrics made from these fibres had
the tendency to crinkle easily, which was a disadvantage. However,
development of anti-crinkle solutions helped to prevent easily
occurring crinkles. The meost important mixtures of flax are with
cotton, and apparel uses of hemp are being developed. With all the
mentioned physical properties, textile products made from these
fibres are more expensive than those made of cotion or chemical
fibres. However new technologies on flax and hemp production
methods allow to spin them in blends with other fibres. This
improves the economical aspects of ecological clothes based on
these two types of fibres. The flax and hemp fibres are very good
raw maierials of ecological, environmental friendly clothes. All
clothes produced from flax or hemp from the beginning of their
production process to final disposal are fully ecological producis.
The process of production of these clothes involves no pollution of
the environment neither in production and processing of fibre nor at
disposal of final products [€].

2.2, Ecological and Sustainable Textiles

Ecology is the study of the relationships between life and its
physical environment. Texiiles are worn in intimate contact with the
bedy; they form a personal environment, which should be protected
by appropriste systems of manufacturing and eventual dispose [7].

Ecology can be expiained in clearer terms if it is divided into three
specific areas as explained by Oeko Tex Association [10]:

-Production Ecolegy: This covers all of the stages of
manufaciure, from fibre production to the meake-up of the
finished germent. The production processes should be
environmentally fulfilling suitable criteria.

-Human Ecology: This deals with the influence of textiles in
their close "environment” o the consumers or end user of the
products.

-Disposal Ecology: This is concerned with the disposal of a
product once it has completed its useful working life span,
addressing suitable recycling methods as well as the natural
biodegradability of the product.

To mainiain the ecological balance of nature, some precautions
were started to be teken especially by some weslthy countries’
leading. And this movement has also affecied ihe iexiile and
apparel sectors. Since Turkey is one of the most important textile
exporters of Europe, Turkey also had to follow the trend and eco-
fextiles, which started to be an issue of texiile exporters. Eco-
textiles are ecological friendly products and no harm is given io the
environment during their production and usage and these products
can be destroyed easily, as well. This means that all processes from
fields through ginning, spinning, knitting or weaving, washing, dying
and manufacturing the garments are done without using
ecologically dangerous chemical substances or methods by using
eco-friendly farming methods and renewable resources.

The interactions between man, textiles and the enviromeni are

demonstrated by life cycle analysis of a given product through the
whole textile pipeline as shown in Table 1[7}.
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Table 1. The textile pipeline

Fibra lYarn Fabric Dyeing [Clothing Wearing  |Recycling
Production [Production [Produetion and Manufacture |Aftercare: [lncineration,
Finishing Laundering, Burial
Dry
Cleaning
Manufacturing Utilisation Disposal

Apparels made of pure or blended organic fibres can also be non-
ecological if they sre trested with different finishing chemicais.
Through the textile and apparel chain, yarn spinning, weaving,
knitting, sewing and apparel producing steps sre mainly mechanical
processes. Regarding this, non-ecological chemical treatments
mostly occur during dyeing, wet and dry processing stages.
Companies should conform the necessities of some international
standards. These standards are the resuits of long lasting trials of
different chemicals. Certification is & necessity offering assurance
that an acceptable standard is followed. Organic farming, as well as
other organic related entities, could easily become mistrusted if not
placed under some guidelines and regulations that are set by
qualified specialists in the field. In Turkey, there exist seven control
and certification companies providing certificates for the firms which
process and market organic products. Six of them (BCS-OKO,
BIOAGRICOOP, ECOCERT-SARL, IMO, INAC, SKAL) sre
representatives of foreign control companies, and one of them is a
Turkish company called ETKO. SKAL is especially importent for
organic cotton and sustainable textiles [2].

2.3. "Organic Fashion"

The terms organic and fashion do not seem to match with each
other. When people think about "organic clothes”, they first imagine
colourless, boring clothes, whereas, fashion seems to remind a
glamorous world with fantastic costumes. Is there & contrast to use
"organic” and "fashion" together?

Does fashion serve for "organic concept™ or can "organic" be a
fashion concept? Fashion is a way of saying something to people
and fashion plays an interactive role having  high impact on people
through the trends, fashion shows and fashion events. Itis clear that
the using organic cotton and sustainable fextiles does not creste a
difference for the apparel as the appearance and for the designer,
but the philosophy and idea reflected by the organic concept carries
the main importance. A recycling and protecting approach to
minimize the use of resources, energy and environmentally
damaging substances can be spread by the help ot fashion
language. Designers have to consider the environmental impacts of
textiles and clothes since they are the people who have a key role
to play in tinding crestive solutions to environmental issues. The
fashion and textile industry has a poor record of environmental
performance, but there are innovations teking plece that pay
attention to the protection of the planet. Through the way of going
organic, organic cotton is the most popular advettising event and
the number of brands offering consumers apparels, which contain
organic cotton, is increasing rapidly.

Organic and ecologicsl vision is also used as a marketing strategy.
Using organic cotton and environmental friendly textiles is a factor
showing the quality standards snd may symbolize & premium-
quality of garments. Companies try to make a difference by the
organic and ecological concept. At the end of @ market research
regarding the organic textiles, it is noticed that organically produced
garments are generally basic garments. They do not seem to be
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fashionable garments. At this point it is understood that the target
market and consumer demand defines the line of organic fashion.
Consumers of organic fashion are people who are sensitive to the
environment and who are aware that the natural resources should
be protected. It is noticed that mainly sports and "outdoor"
companies choose to use the organic concept. The brand
"Timberland’ can be shown as an example of this. It is a company
marketing footwear, apparel and accessories for consumers who
value the outdoors and their time in it. Their target market consists
of people who care about the environment. Timberland dedication
to making quality products is matched by the company's
commitment to "deing good and deing well". Timberland aspires to
make a difference by driving the conversion of conventional cotton
to erganic cotton and playing a role in the sustainable growth and
development of the organic cotton market.

To make an overview of organic concept, many brands and
organizations can be faken into consideration. However, only a few
example names, one of which is the brand 'Marks & Spencer, are
mentioned in this study expressing the social responsibility and
aiming to gather customers around this concept. As well as
traditional types of product quality, they also try to take a
progressive approach fo social responsibility issues and use
organic concept within this aim. Through this aim, they try to meet
the demands of consumers especially for sportswear. Marks &
Spencer's sportswear brand is an example launching a new range
of organic cotton yoga wear in 10 stores in February 2004 [11].

For well-known fashion designers, Giorgio Armani is as an example
of the leading designers of the movement, with an eco-friendly
record dating back to 1985, Recycled jeans and organic cotton are
a part of the Armani Jeans collection since 1995. A respectable
percentage of Armani’s clothing is made of eco-friendly fabrics,
including organic cotion and hemp.

Lots more companies are starting to put test orders with 5% organic
cotton garments. They go with 95/5% conventional/organic cotton
as a start. Besides the movement of these companies, different
associafions fry to approach organic and ecological clothes with
conferences, advertisings, fashion events, catwalk shows.

Organic Trade Association (OTA) is the membership-based
business association for the organic industry. OTA's mission is fo
encourage global sustainability through prometing and protecting
the growth of organic trade. An event of the Organic Trade
Association (OTA), Wear Organic™ Fashion show is an example
fashion event to spread the organic fashion concept [12].

Organic Exchange is another non-profit business organization
focused on creating environmental and social benefits through the
expansion of organic agriculture. They give special importance to
cofton since it is one of the world’s most important agricultural
crops. The Organic Exchange brings together brands and retailers
with their business partners to learn more about the social and
environmental benefits of organic agriculture and to develop new
business models and tools that support greater use of organic
inputs such as organic cetton. They also work and make
organizations to help increase consumer awareness of the organic
cotton products [13].

Another event was held by the 'European Conference on

Developing the Organic Cotton Market' with the participation of
large and small companies and institutions in Europe, Africa, Asia,
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Latin America and the US. The subject was how organic cotton
could contribute to environmental and sccial sustainability in order
to improve the livelihoods of farmers, while offering consumers an
attractive, high quality altemative to conventional cotion textiles. At
the end of the event, the latest trends in crganic cotton clothing from
a range of companies and designers were introduced with a fashion
show [14].

In Turkey, there are also some companies working with organic
cotton and sustainable textiles. Since Turkey is an important textile
and apparel exporter to US and EU countries, organic concept has
also affected the textile and apparel companies in Turkey.
Furthermore, organic cotton is also & rising issue in Turkey.
Regarding these facts, the number of companies exporting to
organic producers shaowed an increase. Egedeniz Textile is an
example company founded in 1993 with the aim of producing
apparels with organic cotton. Egedeniz is one of the leading
manufacturers of garments produced with certified organic cotton in
Turkey. The company invelves in all stages from the cottan to the
end product. All processes are done under strict supervision of
experienced colleagues and certified by @ Dutch controlling and
certifying organization Skal. In addition to these, they produce linen
and coticn mixes, for which linen is also organically grown. The
company is also selling cotton, yarns, and knitted or woven fabrics
to the industry all sround the world. The examples of companies
and events aiming to spread the ides of organic fashion can be
extended.

3. CONCLUSION

Going organic for textile and apparel industry staris with fibre
production, which is the beginning product of the apparel chain.
Since cotton is the most important fibre as well as being an
agricultural product, organic cotton gsined asn importance
comparing with the other fibres. Organic cotton and ecological
textiles offer consumers an attractive, high quality and
environmental friendly alternative to conventional textiles. For aif
processes of textiles, chemical treatments need to be applied for
desired effects on fabrics. During these steps, eco-friendly
substances and methods should be preferred since the main aim of
natural textiles is to ensure the human safety aspects and to save
the nature without compromising fashion and function. Textile and
apparel brands and retailers give their customers the opportunity of
both "feeling organic” and doing something good for the
environment and human health.

With the organic fashion concept, the idea is challenging and
fashion business should reflect this idea to take care of the
environment and human health. Events are organized by different
associations, organizations and charity compsanies with the
sponsarships of well-known names to spread the ides. Concerning
the environmental issues, organic concept needs to be spread at a
high speed. Far the apparels produced organically and ecologically,
the environmental quality may not be visible to the naked eye.
However, people have to see beyond the clothes and look to the air,
water, soil where the real differences asre made. '
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ABSTRACT

Aim of this paper is {0 analyse the whole wine production process. The production
procasses and the praducts are analysed taking into account their Life Cycle from
the raw materials and to the final product and the wastes and emissions generated
during all thesa steps. Different types of packaging and their possible re-utilisation
are analysed in order o minimise environmeantal impact too. Through the Life Cycle
Analysis, the energy and material requirements and the wastes are identified and
described quantiiatively for each process. The case study of a company specialisad
in cultivating vines and producing wine will ba discussed as an application example.
This company is situated on the hills to the North-East of Campobello di Licata in the
pravince of Agrigenta, Sicily, Italy.

Keywords: Eco Design, Life Cycle Assessment, Wine Production, Packaging of
Wine.

INTRODUCTION

Today, much discussion about sustainable development is
becoming increasingly to need to development with environmentsl
protection. For this now it is very important to develop new types of
products and services through more sustainable forms of
production and consumption.

The products must be environmentally friendly and must use a
minimum of resources. Indeed all companies need to implement
strategies to reduce the environmental impact of their products or
services. This can be obtained using the Eco design procedure.
This procedure minimise environmental impact, but at the same
time the products to meet requirements for quality, cost,
functionality.

The first stage is to undertake an assessment of environmental
impacts, by using environmental management tool as Life Cycle
Assessment (LCA).

Life Cycle Assessment takes into consideration all materials and
energy involved in the process, the inputs (raw materials, resources
and energy) and outputs (air and water emissions and solid waste
generation). In this work environmental impact in the wine sector is
analysed using some stages of Life Cycle Analysis (LCA). This new
approach could give rise to a process which is Eco-efficient, with an
optimal use of materials and energy and minimum waste and
emissions. Companies that adopt this innovative approach would
be more ecological and sustainable, be more competitive in the
market place and could reduce all the costs.

Aim of this study is to determine the Eco-efficiency of wine
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production.

The study includas the whole process of praduction of the wine. The
main goal is to rationalise the consumption of energy, materials and
water throughout the process. The study staris with the
identification of the faciors that interact with the environment during
the production and the packaging of wine. The wark is divided into
two phases:

-the first phase is a general vision of the production of wine,
etc;

-the second phase is the identification of the factors that
interact with the environment during the packaging of wine.

ECO-DESIGN

The design of all the products, besides the traditional topics (like
properties, etc) should also consider environmenial requirements,
bui now we must also consider environmantal requirements, to
minimize the use of natural resourcas, energy consumption, wasie
generation. Recent researches have been addressed to Eco
design, which aim at minimizing environmental impact during whale
Life Cycle. Eco design covers a wide range of topics, research and
actions that can reduce environmental impacts. These strategies
should be selected on the basis of environmental assessment and
the analysis of products. Some of these strategies are:

-Maiterials less harmful for the environment;
-Minimising the impact

-Using renewable resources

-Maximising durability and langevity of the product
-Impraving disposal ar recycling the final product

Design strategies for minimizing the impact of disposal are: the use
degradable materials if appropriate, the use of materials that can
degrade rapidly like paper, cardboard and starch based, ar can be
easily recycled or reused.

Eco-design trends to decrease the amount of materials and
rasources necessary to produce the items, thus, reducing the costs
of waste disposal.

LIFE CYCLE ASSESSMENT IN ECO-DESIGN

The Life Cycle Assessment (LCA) methodology is a tool application
in the Eco-design.

LCA can be used in the design of a new product or the evaluation
of an exiting product and can also be used for comparing the
environmental impact of products and service.

Life Cycle Assessment (LCA) is a method fo evaluate the
environmenial impact associated with a product, process or activity
by idantifying and quaniifying energy and matetials used, wasies
and emissions released to the environment.

The assessment covers the entire life cycle of the product, process
or activity, from extraction of raw materials, manufacturing of the
produci, transportation and distribution; use, reuse, maintenance,
recycling and final disposal (Figure 1)

This is done by compiling an inventory of relevant inputs and
outputs of a system (inveniory analysis), evaluating the potential
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impscts of those inputs and outputs (impact assessment), and
interpreting the results (interpretation} in relstion to the objectives of
the study. The transportation of waste from the point at which waste
is generated, through the collection and sorting of waste, to where
it is treated, recovered or finally disposed of are included within the
lifecycle.

Life Cycle Assessment is canducted in the following steps:

-Goal and Scope definition: description of the goai of the LCA,
definition of the product, definition of the functional unit and
system boundary

-Inventory analysis: collection of data for each step in the life
cycle identification and quantitative eveluation of the materials
snd emissions to air and water and smounts of waste
-Impact assessment: evaluation of the environmental impacts,
selected impact categories and modelling of the inputs and
outputs for each category ‘
-Interpretation: review of all of the stages in the LCA and check
about the consistency of all the assumptions

Goal definition and scope, involves the purpose of the study, its
scope and functional unity. The functional unity is the unity of
analysis defined for the study.

Inventory analysis, the environmentsl burden (sccording 1SO
14040) terminology) assaciated with the Life Cycle for the functional
unit is qusntified. These are the material and energy inputs and
product, waste and emissions outputs to air, water and land.

Impact assessment, the objective of this phsse is to present the
environments! impacts of the system under snalysis in a form that
is useful for the purpose of the study. Types of impsct assessment
categories considered include global warming, acidificstion,
eutrophication and toxicity.

Interpretation, the results are evaluated and options for reducing the
environmental impacts of the functional unit are identified.

Material
Extraction

'

Material
pracessing

Manufacturing -

{

Use

A

Wasle
management
[

Figure. 1. Scheme of a praduct life cycle

ECO-DESIGN IN WINE INDUSTRY

The main aim is to achieve an Eco-efficient in wine production.
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An Eco-efficient production implies necessary the optimal
exploitation ot materials and energy resources as well as the
minimisation of wastes and emissions.

Through the Life Cycle Anslysis, the energy and material
requirements and the waste are identified and described
quantitatively tor each process.

The study included the whole productive process, from the raw
materials to the intermediate and final products and residues. The
main goal was to rationalise the consumption of energy, materiais
and water throughout the process. This work explores the extent of
the environmental effects in winemaking. Vineyards use land, water,
pesticides and fertilisers to produce wine grapes, affecting the
environment. This work is completed with a case study ot & wine
company in Sicily, ltaly.

The case study examines which practices are being employed,
whether or not they see themselves as successiul, nhow they
integrate environmental concerns into all of their operations.

STEPS IN WINE PRODUCTION

Grape needs to be planted in soil that is tavourable to root growth
including good aeration and good drainage. Seoil conditions can
affect the quality ot wine and is often considered the most important
tactor in a vineyard. Typical steps for wine production are shown in
Figure II.

Wine production requires 2 variety ot additional materials, e.g.
Sulphur dioxide is oftfen added to grape to control micre-organism.
New vines typically will not produce significant truit until the 3rd or
4th year and Vines typically have a useful life of about 20 years
before they are discarded.

GENERAL WINERY OPERATIONS

Harvest

The vine cycle depends largely upon the regions climate. However
the harvest date is largely dependent upon the variety, the location,
and the weather.

Additions
Several additions may be made to the must before pressing it. 302
is commonly added to inhibit oxidation and kill undesirable micro-
organisms.

Pressing
Pressing is done to separate the skins, seeds. There are several
different types of presses used in the winery industry.

Fermentation

There are many different kinds of fermenting vessels used in wine
industry. The termentation process is regulated by managing the
temperature of the vessel and yeast.

Filtration
Wine is then filtered fo turther clarify and stabilise the wine.

Bottling

The last step before the wine leaves the winery is bottling. Most
wines are aged in the botiles for a few months up to o few years
depending on the wine and the winery. Transfer wine to a holding
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tank, tresat with SO2 to prevent oxidation, turn bottles upside down
and rinse with hot water, fill bottle with wine and insert the cork
immediately, apply label and place on racks for bottle faermentation
or put them directly into boxes or cases.

[ Grape growing |

Y

| Harvest |

[ Celler preparation |

| Pressing i

Y

| Fermentation |

| Filtration |

[
[ Bottling |

Y

| Corking |

I Labeling |

[ Transportation |

Figure 2. Step for wine production

CASE STUDY
Life Cycle Assessment in wine industry in Sicily

Milazzo's company has a long specislisation in cultivating vines and
producing wine. It is situated on the hills to the North Esst of
Campebello di Licata in the province of Agrigente, Sicily, in an area
particularly suitable for grape growing.

At each stage of growing the grape and wine making into wine, in
everything with the highest consideration for the environment by not
using syntethic chemicals, company uses only cheice grape grown
of the own vineyard.

Methodology

Dats used have been subdivided in primary dsts and secondary
data. The primary dats collected directly in the company G. Milszzo.
The secendsry data, from the production of the materisls to
transports to mix energetic from the data bank of the software
Simapro 5.1.

The functional unit selected is a bottle of wine, based on this unit,
an inventory is taken of the energy resources and the material
required, as well as the main environmental impacts (outputs traced
forward to waste material released into the environment). The
wastes generated during the precesses are not considered the
majority part of them is implied as roaw materials of other processes.

In the studied system the inventory data used proceeded from the
Software "Pré Consultants SimaPro" 5. Different data bases have
heen used, particularly the BUWAL 250, ETH-ESU 96, IDEMAT
2001, Industry dsata Methods. The impact assessment method

239

il ' '

ITE LT I



selected is the Eco-indicator 99 H/E.

The Eco-indicator 89 methodology is @ method in which sl
emissions, extractions and land uses that occur during the life cycle
of @ product are expressed as three categories of demage (8).

1.Human Health expressed as Disability Adjusted Life Years
{DALY)

2.Ecosystem Quality (expressed as the decrease in species
over a certain area during & certain time)

3.Mineral Resources and fossil fuels (expressed as "surplus
energy" for future extraction)

In sensibility analysis have been evidenced, same processes that
produced environmental impact.

Finally, the possible improvements that can bring the process of
production of the wine have been illustrated.

Inventory analysis
The wine production has been divided in:

-growing vine
-production in winery
-fransportation

-final disposal

In this analysis input (the flows in entrance in a process) and output
(the flows in escape from a process) have been considered.

The stage of growing vine includes fuel consumption of the
equipment and machines used for the land preparation, planiation,
fertilisation, collection and transportstion of the grape from the
vineyards to the winery. It is also contemplated materials of the
tutor-stakes used for the growing of the vine.

The stage of wine production includes the electricity and water
requirements for the processes that take place within the winery, as
well as glass, cardboard and wood for the packing, and the required
sulphur.

The stage of transportation considers the fuel required for transport
and commercialisation of the wine. For the transports for the long
distances is supposed a truck and a car between the point sale and
the place of consumption.

Regarding the outputs, the emissions to the atmosphere associated
to the fuel consumption and ihe electricity generation have been
calculated.

Glass bottles have been destined in perceniage o disposal and
recovery.

From the study of the production process for one wine bottle
{growing vine, production in winery, fransport) it has been possible
to list the elements for the production of the wine, and their weight.
Data used are:

-Diesel oil 7000 Kg. year (transport vineyard-winery)

-Consumption of electricity 340.000 KWh (year)
-Glass bottle 0,750 Kg.
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-Cork Stopper 0,005 Kg.

-Cardboard 0,300 Kg. (packing for 6 bottles)

~Truck 40 t. (distribution bottles)
Table 1. Elements for one hectare of vineyard
Elements Dimensions Weight Quantity
\Wire Kg. 110
Concret stakes 9x9,5 cm x 240 H 20 Kg/ml n. 88

40 mm x 40 mm x

Metal stakes 5 mm x 240 H n. 616
Sulphur Kg 400
S0y Kg 10
\Watar 1000 m3

The production of grape for ane hectare of vineyard is calculated
2800 Kg.; 1 Kg. of grape corresponds to 0,75 litres of wine.

Table 2. Elemants employed in the production of one wine bottle from 0,75 1.

Growing vine |Production winery Transport
Quantity {Kqg) Quantity (Kg) tkm

INPUTS

Water 94 3

ISulphur 0,038

Wire 0,018

Metal stakes 0,924

Concret stakes 1,32

Fuel 0,023

505 0,001

Electricity (Kwh} 1

Glass battle 0,750

Cardboard 0,05

Fruck 0,005

Cork stopper 0,255

OUTPT

COo 0,097
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Table 3. Diagram wing production: Characterization

Category of Growing|Production Passenger
impact vine | in winery car B250

Carcinogens DALY |9,61E-5|4,35E-8| 9,73E-8 |2,22E-8| 9,58E-5 | 8,85E-8

Unity Total Bottling |Transport

Respiratory | payy  [3,.22E-51,96E-9| 1,20E-9 | 1,79E-9| 3,22E-5 | 2,28E-8
organics

Respiratory | pa) v |0,00697| 1,2E-5 | 4.01E-7 |3.67E-7| 0,00696 | 1,02E-6

inorganics

Climate

change DALY |0,00087|1,17E-6| 1,3E-7 |1,35E-7(0,000868| 542E-7
Rdiation DALY x x x X x X

Ozone layer | DALY [3.68F-6| ©355 | 3,677-10 4.43E-10] 3.67E-6 | 2,22E-9

Ecotoxicity  |PAF*m2yr| 220 | 0,223 0,216 0,277 219 0,257

IAcidification/ .
EutrophicationPDF m2yr] 419 | 0,248 | 0,0122 | 0,0136 419 0,0496
L.and Use PDF*m2yr| 0,532 | 0,391 X 0,141 X X
. MJ
Minerals surplus 3,65 3,65 X 0,000115 X X
. MJ
Fossil fuels surplus 4,53E3| 528 0,646 0,641 | 4,52E3 2,79

-The greater contribution to the cetegory of demage Humean
Heslth comes from the category of respiratory impact
inorganic 0,00697 Daly

-The greater contribution to the category of damage
Ecosystem Quslity comes from the category of impact
Acidification/Eutrophication 419 PDF*m2yr

-The greater contribution to the category of Resources
damage comes from the category of impact Pits fuels 4 53E3
MJ
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Table 4. Diagram wine production: Assessment
Category of . Growing [Production ) Passenger
impact Unity| Total vine | in winery Bottling  Transport car B250
Total Pt | 350 | 0,621 0,0372 | 0,0496 349 0,133
Carcinogens | Pt | 1,86 [0,000845( 0,00189 |0,000431 1,86 0,00172
Respiratory | gt | 0626 | 3,865 | 2565 |347E5| 0625 | 0000442
organics
Respiratery
inorganics Pt | 135 | 0,233 | 0,00778 (0,00713 135 0,0197
Climate
change Pt | 16,9 | 0,0228 | 0,00252 ,00262 16,9 0,0108
Rdiatien | Pt X X X X X X
Ozone layer Pt 10,0714 1,33E-7 | 7,12E-6 | 8,59E-6 | 0,0713 431E-5 -
Ecotoxicity Pt | 2,14 |0,00218 | 0,0021 | 0,0027 213 0,0025
Acidification/ y
Eutrophication Pt | 40,8 | 0,0243 | 0,00119 |0,00132( 40,8 0,00483
Land Use Pt [0,0519] 0,0381 X 0,0138 X X
Minerals Pt 10,123 0,123 X 3,86E-6 X X
Fossil fuels Pt | 152 | 0,177 | 0,0217 | 0,0216 152 0,0936

The greater impacts are in categories:

-Respiratory inorganic 135Pt for the category of damage
Human Health

-Acidification/Eutrophication 40,8Pt for the category of damage
Ecosystem Quality :

-Fossil fuels 152Pt for the Resources category
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Table 5. Diagram LCA wine: Characterization

Water

Category of impact Unity Total Wine scenario for

glass botile
Carcinogens DALY 0,000209 9,61E-5 0,000113
Respiratory arganics DALY 6,13E-5 3,22E-5 2 9E-5
ﬁgfggr?itggy DALY 0,00827 0,00897 0,0013
Climate change DALY 0,00156 0,00087 0,000691
Rdiation DALY X X X
Qzone layer DALY 6,51E-6 3,68E-6 2,83E6
Ecotoxicity PAF*m2yr 847 220 327
éﬁ'fggﬁggg’m PDF*m2yr 482 419 63,2
Land Use PDF*m2yr 0,532 0,632 X
Minerals MJ surplus 3,65 3,65 X
Fossil fuels MJ surplus 8,08E3 4,53E3 3,55E3

From the analysis of the characterization the considerations are:

-Category of damage Human Heaith the category of impact
that produces the greater damage is Respiratory inorganics
with 0,00827 Daly

-Category of damage Ecosystem Quality the category of
impact that produces the greater damage is Ecotoxicity with
547 PDF * m2yr

-Category of Resources damage the category of impact that
produces to the damage greater is Fossil fuels with 8,08E3 M.J
surplus
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Table 6. Diagram LCA wine: assessment

Category of impact Unity Total ) Wine \g?t:lgggilﬂ;g
[Total ’ Pt 520 350 170
Carcinogens Pt 4,06 1,86 2,19
Respiratory organics Pt 1,19 (.626 0,563
ﬁifgg:itgsry Pt 160 135 25,2
Climate change Pt 30,3 16,9 134
Rdiation Pt X X X
Qzone layer Pt 0,126 0,0714 0,055
E cotoxicity Pt 5,33 2,14 3,19
Euirophicaton i 47 408 6.16
Land Use Pt 0,0519 0,0519 X
Minerals Pt 0,123 0,123 X
Fossil fuels Pt 272 152 119

The greatar impacts are in the categories:

-Respirstory inorganics 160Pt for the cstegory of damage

Human Health

-Acidification/Eutrophication 47Pt for the category of damage
ecosystem Quality

-Fossil Fuels 272 Pt for the category Resources

Sensihility Anslysis

In this stage of the LCA, possible improvements in the impact
categories are estimated and for this analysis are considered:

. 1.In vineyard, comparison batween materisl used for stakas
(metal and concreta) with stakes in recyclad plastic
2.In production winery, comparison between Sicilian wine (for
- the absence of synthetic chemical in every phase of cultivation
of the grape and transformation in wine) can be defined
biclogical and a conventional Spanish wine present in the
literature (10).
3.In order to improve the efﬁclency of the transport, the
comparisan between packing glass bottles with plastic bottles
(PET)
4.Finally a last comparison in the phase of disposal the
possibility to reused glass packing -
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For various comparisons input considered are:

-Comparison of traditional stakes (in concrete and metal) with

stakes in recycled plastic

Table 7. Elements for one hectare of vineyard

takes

Elements Dimensions Weight Quantity
Concret stakes g x 9,5 cmx 240H 20 Kg/ml N 88
Metal stakes 4x4cmx240H 2,32 Kg/ml N 616
Recycled plastic

takes 6x6omx240 H 3,58 Kg/ml N 88
Recycled plastic | g, g om x 240 H 8,1Kg/ml N 616

Table 8. Elements for production of one bottle wine

akes

Input
Elements Quantity
Concret stakes 1,32 Kg
Metal stakes 0,924 Kg
Recycled plastic 0,016 Kg
stakes
Iflecycled plastic 0,0054 Kg

Table 8. Comparison of glass bottle with plastic bottle

Input
Elements Quantity
Glass bottle 0.75Kg
Plastic bottle (PET) 0,035Kg

Table 10. Elements for comparison between Sicilian wine bottle and Spanish wine

Sicilian wine input

Spanish wine input

Elements Quantity Elements Quaritity
- - fertilisations 0,145 Kg

- - phitosanitaries 0,01 Kg

- - phenol 0,014 Kg
507 0,001 Kg §02 0.013 Kg
Water a7 Kg water 362 Kg
Fuel 0,023 Kg Fuel 0,086 Kg
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Table 11. Comparison vineyard traditional stakes (étakes in concrete and metal) with
stake in recycled plastic: Characterization

Category of impact Unity travciiri]tﬁ:y:ar?s“:a“l(ls Vlg?gfég m“?
recycled plastic
Carcinogens DALY 9,61E-5 2,1E-7
Respiratory organics DALY 3,22E-5 2,598E-8
Respiratory inorganics DALY 0,00697 1,83E-6
Climate change DALY 0,00087 8,17E-7
Rdiation DALY X X
Ozone layer DALY 3,.68E-6 3,04E-9
Ecotoxié‘lty PAF*m2yr 220 0,755
’éﬁ’t‘r’ggﬁggt’;é ] PDF*m2yr 419 0,0772
Land Use PDF*m2Zyr 0,532 0,143
Minerals MJ surplus 3.6 0,013?
Fossii fuels MJ surplus 4,53E3 4,21

-In Human Health the damage is reduced of 99.97% (from
0,00697 to 1,83E-6 Daly)
-In Ecosystem Quality the damage is reduced of 99.98% (from
419 to 0,0772 PDF*m2)
-In Resources the damage is reduced of 99.61% (from 3,6 to

0,0137 MJ surplus)
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Table 12. Comparison of vineyard traditional stakes (poles in concrete and metal)
with stakes in recycled plastic: Assessment

Category of impact Unity tre\:{:ilri]t?r?;fjs‘;\gi(ls st;/klg?g:r?e.e:;ged
plastic
Total Pt 350 0,227
Carcinogens Pt 1,86 0,00408
Respiratory organics Pt 0,26 0,000503
Respiratory inorganics Pt 135 0,0355
Climate change Pt 16,9 0,0159
Rdiation Pt X X
Ozone layer Pt 0,0714 5,89E-5
E cotoxicity Pt 2,14 0,00737
’éﬁﬁiﬁgggg R Pt 408 000753
fand Use Pt 0,0519 0,0139
Minerals Pt 0,123 0,00046
Fossil fuels Pt 152 0,141

Use of stakes in recycled plastic in the vineyard reduces the impact
total of 99,93 % the use of the traditional materials in concrete and
metal:
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-In Human H. 99.97% of reduction

-In Ecosystem 99.98% of reduction

-In Resources 99.90% of reduction respect vineyard with
traditional stakes
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Teble 13. Comparison of Sicilian wine with Spanish wine convantional:

Characterization
. . - . Spanish wine

Category of impact Unity Sicilian wine conventional
Carcinogens DALY 0,000209 0,00866
Respiratary.organics DALY 6,13E-5 0,000667
Respiratory inorganics DALY 0,00827 0,149
Climate change DALY 0,00156 1,98E-7
Rdiation DALY X X
Czone layer - DALY 6,51E-6 9E-5
Ecotoxicity PAF*m2yr 547 2,25E4
\Acidification/ .
Eutrophication PDF*m2yr 482 8,06E3
Land Use PDF*m2yr 0,532 1,59
Minerals MJ surplus 3,85 0,389

. [Fossil fuels M.J surplus 8,08E3 1,11E5

-In Human Health the damage is reduced of 94%
-In Ecosystem Quality the damage is reduced of 97%
-In Resources the damage is reduced of 92.70%
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Table 14. Comparisen of Sicilian wine with Spanish wine conventional: Assessment

. . i " Spanish wine
Category of impact Unity Sicilian wine conventional
Tatal Pt 520 8,22E3
Carcinogens Pt 4,06 168
Respiratory organics Pt 1,19 13
Respiratory inorganics Pt 160 2,89E3
Climate change Pt 30,3 413
Rdiation Pt X 0,00384
Ozone layer Pt 0,126 1,75
Ecotoxicity Pt 5,33 219
IAcidification/
Eutrophication Pt 47 786
Land Use Pt 0,0519 0,155
Minerals Pt 0,123 0,0131
Fossil fuels Pt 272 3,74E3

Sicilian wine regarding the Spanish conventional wine reduces the
impact of the 93, 67%:

-in Human Health the damage is reduced by 94.46%
-In Ecosystem it is reduced by 94%
-In resources the damage is reduced by 92.72%
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Table 15. Production of wine in bottle of Pet: Characterization

Growing|Praduction

Category of . . i . _[Transport|Passenger)
impact Unity Total (VFI’Z?) m(\glgsry Bottling (Pet) | car B250
Carcinogens DALY |2,35E-7(4,35E-8| 5,51E-G |9,73E-8(1,83E-10| 8,85E-8
Respiratory : y ~ g : :
organics DALY |2,82E-8|1,96E-9| 2,14E-9 |1,20E-9|6,16E-11| 2,28E-8
Respiratory DALY |1,36E-5|1,2E-5 | 1,55E-7 |4,01E-7} 1,33E-8 | 1,02E-6
inorganics

Climate
change DALY [1,87E-6(1,17E-6| 2,59E-8 | 1,3E-7 | 1,66E-9 | 542E-7
Rdiation DALY X X X X X X
Ozone layer | DALY [2,66E-9 6’?25' 5,36E-11 3'%'5' 7.02E-12| 2,22E-9
Ecotoxicity PAF*m2yr[ 0,706 | 0,223 | 0,00832 | 0,216 (0,000418| 0,257
IAcidificaticn/ .
Eutrophication PDF*m2yr| 0,318 | 0,249 | 0,00616 [0,0122( 0,0008 | 06,0496
Land Use PDF*m2yr| 0,381 | 0,391 X X X X

. MJ

Minerals surplus 3,65 3,65 |0,000116 X X X

. MJ
Fossil fuels surplus 8,98 | 528 0,268 | 0,646 [0,00864 | 2,79

-In characterization the greater contribution to the category of
damage Human Health comes from the category of impact
Respiratory inorganics 1,36E-5 DALY

-The greater contribution to the category of damage
Ecosystem Quality comes from the category of Ecotoxicity
impact. 0,706 PAF*m2yr

-The greater confribution to the category of Resources
damage comes from the category of impact Fossil Fuels 8,98
wMJ :
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Table 16. Production of wine in bottle of Pet; Assessment

Growing [Production

Category of . . P .| Transport | Passenger
impact Unity| Total (\.'Fl’r;?) in (]walgte;ry Bottling (Pet) car B250
Total Pt | 0,806 | 0,621 0,0133 |0,0372|0,000667 0,133

Carcinogens | Pt [0,00456(0,000845( 0,000107 [0,00189| 3,55E-6 | 0,00172

Respiratory ~ : g
organics Pt [0,000547 3,8E-5 | 4,14E-5 | 2,5E-5( 1,19E-6 | 0,000442

Respiratory | oy | 564 | 0233 | 0003 [0,007780,000258| 0,0197
Inorganlcs

Climate
change Pt | 0,0364 | 0,0228 | 0,000502 (0,00252( 3,22E-5 0,0105
Rdiation Pt X X X X X X

Ozone layer | Pt |5,16E-5|1,33E-7 | 1,04E-6 |7,12E-6| 1,36E-7 | 4,31E-5
Ecotoxicity Pt [0,00688]0,00218| 9,09E-5 |0,0021| 4,08E-6 0,0025

IAcidification/
Eutrophication Pt | 0,031 0,0243 | 0,000601 |0,00119; 7,.8E-5 0,00483

Land Use Pt | 0,0381 | 0,0381 X X X X
Minerals Pt | 0,123 0,123 391E-6 X X X
Fossil fuels Pt | 0,302 0,177 0,00899 |0,0217 | 0,00029 0,0936

The greater impacts are in the categories:

-Respiratory inorganics 0,264 Pt for the category of damage
Human Health

-Land Use 0,0381Pt for the category of damage Ecosystem
quality

-Fossil fuels 0,302 Pt for the category Resources
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Table 17. Comparison of preduction of wine in plastic boitle (PET) with glass boitle:
Characterization

. . Wine in Glass | Wine in Plastic
Category of impact Unity bottie bottle (Pet)
Carcinogens DALY 0,000209 2,36E-7
Respiratory organics DALY 6,13E-5 2,85E-8
Respiratory inorganics DALY 0,00827 1,36E-b
Climate change " DALY 0,00156 1,88E-6
Rdiation DALY X X
Ozone layer DALY 6,51E-6 2,69E-9
Ecotoxicity PAF*m2yr 547 0,709
IAcidification/ .
Eutraphication PDF*m2yr 482 0,318
Land Use FPDF*m2yr 0,532 0,391
Minerals MJ surplus 3,65 3,65
Fossil fuels MJ surplus 8,08E3 g,02

Use of the plastic bottles reduces the damage by 99,83%:
-In Human Health the damage is reduced by 99.87%

-In Ecosystem quality the demage is reduced by 99.88%
-In Resources the damage is reduced by 99%
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Table 18. Comparison of wine production in plastic bottle (PET) with glass bottle:

Assessment

Category of impact Unity Wini;r:tlglass Wti)r:)‘iﬂig ('T:I,Zf)tic
ITotal Pt 520 ©,808
Carcinogens Pt 4,06 0,00459
Respiratory organics Pt 1.19 £,000553
Respiratory incrganics Pt 160 0,264
Climate change Pt 303 0,0365
Rdiation Pt X X
Ozone layer Pt 0,126 5,22E-5
Ecotoxicity Pt 5,33 0,000691
S . i
Land Use Pt 0,0519 0,0381
Minerals Pt 0,123 0,123
Fossil fuels Pt 272 0,303

The wine production with the use of plastic bottle has 99.84% of the
impact total regarding the wine production in glass bottle:

-In Human Health is reduced by 99.83%
-In Ecosystem is reduced by 99.93%
-In Resources is reduced by 99,88%.
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Table 19. Comparison between wine production without reuse of glass boltles and

with reuse of glass bottles: Characterization

. . Wine without | Wine with reuse
Cotegory of impact Unity reuse glass bottle|  glass bettle
Carcinogens DALY 0,000209 6,27E-5
Respiratory organics DALY 6,13E-5 1,84E-5
Respirstory inerganics DALY 0,00827 0,00248
Climate change DALY 0,00156 0,000468
Rdiatien DALY X X
Ozone layer DALY 6,51E-6 1,95E-6
E cotoxicity PAF*m2yr 547 164
IAcidification/ N
Eutrophication PDF*m2yr 482 145
Land Use PDF*m2yr 0,532 0,16
Minarals MJ surplus 3,65 1,09
Fossil fuels MJ surplus 8,08E3 242E3

There is a reduction of the damage by 70% with reuse of the glass

bofttles:

-In Human Heslth the damage is reduced by 70%
-In Ecosystemn Quality the damage is reduced by 70%
-In Resources the damage is reduced by 70.13%
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Table 20. Comparison between wine production without reuse of glass bottles and
with reuse of glass bottles: Assessment

. ; Wine in Gless | Wine in Plastic
Category of impact Unity bottle bottle {Pet)
Total Pt 520 156
Carcinogens Pt 4,06 1,22
Respiratory organics Pt 1,19 0,357
Respiratory inorganics Pt 160 48,1
Climate change Pt 30,3 9,02
Rdiation Pt X X
Ozone layer Pt 0,126 0,0379
Ecotoxicity Pt 5,33 1,6
Acidification/
Eutrophication Pt 47 141
lLand Use Pt 0,0519 0,0156
Minerals Pt 0,123 0,0368
Fossil fuels Pt 272 81,5

Wine production with reuse of the glass bottles of 70% of the impact
total regarding the wine production without reuse of glass boftles:

-In Human Health the damage is reduced by 70%

-In Ecosystem the damage is reduced by 70%

-In resources the damage is reduced by 70%
Improvements

. Possible improvements in the impact categories are estimated.

In this study o result important improve the final efficiency of
bottling and transport of the product.

The fuel demanded for transport is influenced by the weight of the
glass bottles in addition to the energy 1o produce the glass.

In order to improve the situation it possible:

-to reduce the weight of the packaging, and to increase the use
of plastic bottles

-to reduce the weight of the botties of glass, redesigning them
without increasing fragility

-to reuse glass bottles
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The use of retumable glass bottles avoids the consumption of
resources and materials associated with the production of new
bottles. In addition, returnable glass bottle produces less volume
waste and hazardous waste than a system that remelts all bottles.

Comparing wine biological (Sicilisn wine) with wine conventional
(Spanish wine), Sicilian wine reduces environmentai impact during
the life cycle. Milazzo's company is one example of vineyard and
winery that utilizes organic viticulture and their management is
committed to environmental sensitivity. Their success proves that
wineries can be profitable while minimizing their impact on the
environment and attempting to creste a sustainable business.

Conclusions

Ecodesign delineates an innovative approach, for to the reduction
of the environmental impacts. In Ecodesign the main guide is: the
reduction of the consumption of resources (raw materisils, energy);
the increase of the employment of material derives from renewable
resources from reuse and recycle of the post-consume products. A
valid method is the Life Cycle Design, which is in the case of
redesign ecological of an object.

Now designers must contribute to render these ideas visible and
favour sustainsble plenning. It is @ process that can carry to new
competence of the designer, and to new processes of identification
and valorisation that can contribute to the development of 5 territory.
In this panorama the role of the design in the territoriai valorisstion
can develop added value to the product and in particulsr it can have
o role in order to favour the new processes ot production (for entire
chain production, from the vineyard to the packing), coherent with
environmenta! sustainability. :
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ABSTRACT

The concept of sustainability is becoming increasingly important all over the world.
Communities and industries are working to prevent poliution and over-consumption
from ruining the natural resources. There is a crucial need o make all industrial
products and processes 'sustainable'. Traditionally, issues considered in design have
related only to function, form and financial concerns; but recently, designers and
consumers have started to look beyond the surface.

Environmental reguiations and conscious consumers force manufacturers to become
more responsible for the safe disposal and recycling used products. However,
environmental issues are complex and hard to desl with. In this case, not only
designers, but also manufacturers must understand the basic relstionship between a
product and the environment. To develop products in 3 sustainable way, designers
and manufacturers must be able 1o assess which design solution is better from the
environmental point of view.

Keywords: Sustainability, Ecological Design, Product, Environment.

1. Introduction

Products are the source of all environmental problems. Sustainable
design converts global environmental concerns into products at the
local level. Product design is an environmental focal point, because
design decisions determine ievels of resource use and the
composition of wastes. Considering environmental issues,
designer's responsibilities will become more difficult than before.
Designers are in a powerful pasition; they are able to help create a
better world by considaring environmental issues and creating
environmental processes and products. Thus, designers should aim
to create a better design in a better way for the environment.

2. Sustainability and Product Dasign

Environmental product development requires some fundamental
changes in approach by designers. Consciously or nat, design of
products and processes is the main determinant of environmental
impact. Deasign is the key point for making radical improvements in
the environmantal performance of products.

2.1. The Concept of Sustainability

'Sustainable Product Design' is intended to develop more
environmentally conscious products and processes. The application
of sustainable product design involves a particular framewoark for
considering environmental issues and a challenge to traditional
procedures for design and manufacturing. Unfortunately, in many
past situations, the environmental effects were ignored during the
design stage for new products and processes. However, change for
any existing products and processes is difficult.
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2.1.1. The Features of Ecological Design

Designers have a crucial role to play in creating more ecologicsl
products and processes. This concept is vital to designers, who
have a critical influence over every aspect of a product's life, from
manufacture and use to repair and disposal.

In this case, these are some aspects, which should be included in
ecaological design;

-manutacture without producing hazardous waste

use a renewable energy saurce for its manufacturing process
-use clean technologies

-use non-hazardous recyclable materials

-use recycled material and reused components

design for ease of disassembly

-encourage the user to minimise environmental damage while
using the product

-provide grester utility tor the user, such as multifunction
products ar rented products

-facilitate long life by simplifying repair and upgrading

-make product more efficient in its use of energy, water and
materials, both in manufacture and use

-make product more cyclic, safe and renewable [FIK 93; HIL
a3].

2.2. The Role and Responsibility of the Designer

In most places, design has not been taught in the context of its
social and ecological impact. So, many designers assume that their
area of responsibility is limited to function and appearance. Many
environmental problems are caused by the pollution, which results
from the production and use of products. Most products use natural
resources, many ot which are irreplacesble. The manufacturing
process uses energy and creates waste. Many products have a
significant effect on the environment when in use, and finslly, the
product may be disposed of, causing another set of problems.

Designers must demonstrate an ability to take on the complex
issues, which surround designing, for the minimum environmental
impact. This will require 2 willingness to underiske a thorough
research before sterting the design process, an understanding of
environment issues and the ability to know where to look for
guidance. In addition to that, some technical understanding of the
production process and of the properties of materials will also be
essential tor the environment-conscious designer. [MAC 91]

Usual definitions of good design already include criteris such as
successful pertormance, ease of use, attractive appearance and 3
suitable price range. Designing for sustasinable markets does not
ignore the traditional criteria for good design, but it does demand
that new considerations are also taken into account. Far example,
the designer can no longer develop a product in isalation from the
effects that the materials and production processes may have on
the environment, or without thinking through the implications of
eventual disposal.

Although, all new products need to be designed in a sustainable
way, existing designs slso need to be revised. In this case, there are
3 lot ot responsibilities that should be considered by designers. For
example, all designers should take a loak st all their own activities
and establish how they can limit environmental damage from day to
day.
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3. Sustsinable Product Design Process

If we want to minimise the environmental problems, design and
design process will have to be altered, and also consumers and
industries will have to change. Changing consumer priorities and
industrial competition will make the pressure for this inevitable.
Because of the changes, designer's responsibilities will become
more important than before.

3.1. The Changing Design Process

Environmental problems become an increasingly important aspect
of the designer's work to minimise the risks coming from the product
or process. Because of the rapid technological development,
environmental problems increase every day. On the other hand,
new technologies often tend to be both less polluting and
dangerous than what they replace. Designers have been persuaded
to take responsibility for sustainability, because of the crucial role
they play in influencing the environmental performance of products.
The central position of the designer provides a real opportunity to
affect the changes.

3.1.1. Sustainable Design Tools

A designer must understand the basic relation between a product
and the environment. To develop products in @ sustsinabie way,
designers must be able to evaluate which design solution is better
from the environmental point of view. Some rules crucial to create
sustainable products and processes are given below;

-Designers should try to design sustainable product life cycle.
They should consider all design process, from the concept of
design to the manufacturing process, and finally the use and
disposal of the product.

-Material selection is another crucial point that environment-
conscious designer should take into account. Designers and
manufacturers should become more aware of the possibility of
using recycled materials.

Designers and manufacturers should not ignore the
environmental impacts of energy.

-Increasing product lifetime is another way to create
sustainable products. In that case, designers can influence the
product lifetime in several ways, such as, making it more
durable or multifunctional, etc.

-Minimum usage of material is another crucial point and it is
more complex than a designer think. Minimising materisis
requires careful attention to the production processes as well
as to the design itself.

-Finally, designers should make sll products recyclable.

By considering these basic criteria, we can make huge
improvements in the environmental performance of producits.

4, Guidelines for the Production, Processing, Packaging and
Labelling of Agricultural Products

An agro-industry is an enterprise that processes agricultural raw
materials, including ground and tree crops as well as livestock.
Agro-industries contribute significantly to a developing country's
economic growth, because they are the primary method of
transforming raw materials and agricultural products into
consumable products. Agro-industries often constitute the base of
the manufacturing sector, and their products are frequently the
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principal exports of the country.

Ecological production systems are based on specific and precise
standards of production, which aim at achieving optimal socially,
ecologically and economically sustainable agro-ecosystems.

Agriculture is based on minimising the use of external inputs, .

avoiding the use of synthetic ferilizers and pesticides. Ecological
agriculture practices cannot ensure that products are completely
free of residues, due to general environmentsl pollution. However,
methods are used to minimise pollution of air, soil and water. The
primary goal of ecological agriculture is to optimise the health and
productivity of interdependent communities of soil life, plants,
animals and people. [GL 32 - 99]

4.1. Principles of Ecological Production

Ecological production systems seek to provide food and herbal
products of the highest quality in sufficient quantities. The following
principles are the foundation of organic management methods:

-Protect the environment, minimize pollution, promote health
and optimise biological productivity.

Maintain diversity within the farming system and its
surroundings, and -.protect and develop plant and wildlite
habitat.

-Recycle materials and resources to the greatest extent
possible within the farm and its surrounding community as part
ot & regionally organized agriculture system.

-Maintain the integrity and nutritional value of organic food and
processed products through each step of the process from
planting to consumption.

-Develop and adopt new technologies with consideration for
their long-range social and ecological impact. [GL 32 - 01]

4.2, Processing and Manufacturing

Processing methods should be mechanical, physical or biological
and should minimise the use of non-agricuitural ingredients and
additives. The main objectives of the advanced asnd optimised
technologies and processes are;

-to optimise the existing process technologies leading to safe,
high quality foods and beverages;

-to develop advanced food & beverage processing
technologies;

-to minimise the damage of food & heverage processes fo the
environment;

-to develop minimal, functional and safe packaging processes
[GL 32 - 01].

4.3. Packaging

Any examination ot sustainability needs to begin with the question
"Is the product necessary?”. The negative impacts of a product on
the environment, and the possible solutions, need to be considered
within this context. In addition to that, packaging plays a critical role
in ecological design process.

The most commonly listed benefits of packaging were:
1.Product containment and preservation

2.Convenient transport and distribution
3. Tamper evidence and food safety
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4.Product infarmation and identification
5.Marketing and product differentiation
6.Conveanience for consumers; and
7.Product life extension.

Increasingly, packaging delivers important information to
consumers about issuas such as specific content and instruction;
however, packaging can contribute to solid waste.

Sustainable packaging,

-meets essential needs, performs a valuable tunction and is
not excessive;

-does not generate any waste, can be managed through
strategies ot reuse, recycling or composting;

-responds to the expectations of customers and stakeholders;
and

-is material and eneargy-efficient, with minimal impacis over the
packaging life cycle [GER 97].

4.3.1. The Packaging of Organic Food Products (Wine & Olive
Oil)

Sustainable use addresses the long-term environmental, social and
ecanomic aspects ot packaging use. Examining the lite cycle of
packaging materials is an impaortant tool in gaining a more accurate
assessment of environmental impact.

Design for resource conservation

-Specify the minimum guantity of material required for the
function; specify renewable materials

-Design for cleaner production

-Avoid material wastage; specify low impact technologies and
processes

Design for efficient distribution

-Minimise weight of packaging to save energy in transport;
specify reusable or recyclable packaging; specify efficient
transport systems

Design for minimal consumption and low impact use

-Minimise the use of disposable/consumable components;
provide clear instructions for consumers on reuse, recycling or
dispasal; pravide clear instructions tor consumers on efficient
operation, recycling or disposal

Design for reuse and durability

-Specify durable materials; eliminate potential weak points in
the design

Design for disassembly and recycling

-Minimise the number of separate components; locate
companents with the highest value {or recycling patential) in
accessible places; minimise the number of different materials
and specify commonly recyclable materials; avoid the use of
composites, labels, or coatings that may contaminate
recycling.
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Design for degradability

-ldentify likely disposal routes and use biodegradable
materials where appropriate; provide instructions for
composting or collaction.

Design for safe disposal

-Avoid the use of toxic or hazardous materials; provide
disposal instructions on the Iabel, ensure hazardous parts are
clearly marked and essily removed. [GER 01; GER 99]

4.4, Labelling

The objective of eco-labelling is to reduce damage to the
environment by promoting products with the least environmental
impact. Information about the environmental impact of a product,
which may have to surround ingredients, manufacturing method,
usage and disposal instructions must be included on the packaging.
Consumers wish to obtsin an immediate impression of the
environmental characteristics of their intended purchase; they also
raquire usage instructions and disposal instructions, which make
the right behaviour appear simple and desirable.

4.41. The Eco-Labelling of Organic Food Products (Wine &
Olive Oil)

"Eco-labelling” is 3 voluntary method of environmental performance
certification and labelling that is practised around the world. An
"gco-label” is a label which identifies overall environmental
preference of a product within a specific product category based on
life cycle considerations. Ecc-labels on food are becoming
increasingly visible all over the world. Eco-labels convey information
about the environmental impact of producing, processing,
transparting or using a food product such as wine or olive-oil, etc.

Eco-labels serve a number of purposes such as:

-Allowing the rewarding of growers and processors 1o use
environmentally friendly production practices.
-Giving consumers an opportunity to express their
environmental and socisal values in their purchasing decisions.
-Finally, helping to push the food and agricultural industry
towards environmental stewardship. [LEF 96]

5. Conclusion

Today, the concept of sustainability has become more important.
The challenge of sustainable design is to alter traditional design and
manufacturing process to incorparate environmental considerstions
effectively. So, this requires a change in these existing procedures.
Designer is in @ powerful position, able to help create a better world
by considering environmental issues and creating environmental
process and products.

Consciously or not, design of products and processes is the main
determinant of environmental impact. Design is the key point for
making radica!l improvements in the environmental performance of
products. The relationship between design and ecology is a very
close one, and makes for some unexpected complexities such as
the acquisition of raw materials through the manufacturing process
and assembly, the purchase of the complete product which also
includes packaging and advertising, the use, the collection of the

263

il ]

TETPG T T 10



praduct after use, and finally the re-use or recycling and final
disposal. Designers have always tried for a better way of doing
things, now that better way includes environmental, ethical and
social issues, too.
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A NEW LIFESTYLE OF METROPOLITAN
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ABSTRACT

Marshall's "Global Village™ concept describes vividly today's life style where the
concepts of time and place disappesr and distances come closer. The individual who
suffers anxiety, doubts about future and risk, while getting further away from
traditional life styles finds himself in searches of new waves of living in post-industrial
societies. In recent years, behind the demand +for erganic nutrient products, natural
life, healthy menus, the mysticism and philosophy of the far east, and natural
therapautic mathods, rests the respense of the uneasy metropolitan individual. In
arder to suppress this uneasy behavior of the metropolitan individual, lots of new
altemative products concerning food and cosmetic sector in the world were
produced.

Along with the disadvantageous effects of "Fast Food” upon human healih, the
demand for natural food has constantly increased and this has necessilated the
better understanding and informing of the society about healthy natural nutrition. The
sections of supermarkets where erganic food and cosmetic products which do net
hold chemicasls are steadily getting more poputar. The metropolitan individus| who is
encouragad to consume these products, both creates popularity for betier body
aesthetics and by consuming these products he challenges a nove! identity. Hence,
is how he paradoxically endeavors to create some sort of idle and vague
communication with the nature which he wanis desiroy.

Kaywords: Consumption, Modern Individual, Identity, Organic Life.

1. INTRODUCTION

In this study, the increasing demand for ecolagical, organic or
natural products including foad, cosmetics, decorative elements
and natural healing methads and that chaice of madern individual
thraugh to live in mare naturat life in post-industrial societies will be
discussed within a general sociological perspective. Morecever, the
problems of modern individual will mostly bea analysed giving
refarancas to THE post industrialist socialagists like Durkhaim,
Simmel and Marcuse in relation with the concepts like cansumptian,
modern individual, identity and organic life. After explaining the
metropalitan individual, the term organic will be taken under
analysis and finally tha relation between madern and arganic life
canditions will be emphasizad.

The metropolitan individual who is encouraged ta cansume organic
ar ecalogical praducts feels himself more comfartable against the
negative aspects of city life. Increasing demand far these products
was an expected result for cansuming individual prevailing after the
industrial revolution who was becoming isolated and discontented.
The issues like environmental consciousnass and ecolagical
balance that have gained publicity in the 20th century have
increased anxieties abaut the future of the world. As a result of
these anxietias, a new solution is proposed: Returning back to the
nature. Additionally and surprisingly enough, these products had
bacome like papular luxury praducts, which are sald for double the
prica and rarely in supermarkets nowadays. These conditions for
organic products prevent their prevalance through the all society.
This is how human beings paradaxically endeavors to create some
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sort of idle and vague communication with the nature, which he
wants, desiray befare.

Il. METROPOLITAN INDIVIDUAL

In today’s world which we live in, vagueness, lack of confidence,
inequality, risk, anxiety and social disintegration were still using
frequently; industrial societies are becoming firmly established in
these terms. Also, during the course of liberalization, the individual
of modern and industrial world or as Marcuse has mentioned the
One Dimensional Man had became unhappier. Consequently,
effects of globalization had played an important role during that
survey (Bozkurt, 2004:355).

The idea of Enlightment to make a foundation far modern world,
ascertains that the human control over the world will increase slong
with the development of mind, science and technology. Fram the
point of human kind, the control over the world has gone astray. We
are not in the position to talk about in arganised scope of warld, on
the contrary the world seems mare like an "anomic" phenomenon
as Durkheim mentioned befare. The uncerfainity and instability that
covers up much of our lives are not only prevelant in the lower
portional income groups but also in the middle ciass. The society is
in mare and more pesimistic anticipation about their future (Bozkurt,
2004: 357). This intensive effect of changing world system has been
abserving either world economies and daily life of human-beings.

After the industrialisation period, all theorists were emphasizing the
complicated rapid change of social life and mostly influenced by
Marxism. After the industrial revolution, Marx had defined a term
named ‘alienation’ which means being irregularity, becoming
isolated, aggression, meaninglessness and escape from reality in
general. The individual of the post-industrial society was alienated
according to him. [ndustrialisation saw the transition to a society
based upon organic solidarity with the specialisation of roles
demanded by indusirial production. ldentity became a more
complex issue as people experienced mare dimensions to their
lives, they became more confused as to their identities and their
roles; and as Durkheim mentioned the modern individual was
created by industrialisation. The modern societies would over-
emphasise the impaortance of individuality which erodes social
solidarity. According to Durkheim this "anomic" situation was a
natural result of industrial revolution and transition period of 19th
century. Durkheim had developed alternative approaches for
Marxian thoughts (Abbott, 1998: 21).

From the social inferactionists side, there was an interaction
between individual and society within mare flowing structure not in
rigid way (Abbaott, 1998: 45). According to Simmel, the psychological
basis of the metropolitan type of individuality consists in the
intensification of nervous stimulation which results from the swift
and uninterrupted change of outer and inner stimuli. The
psychological conditions which the meiropaolis creates are
impressions which differ only slightly from one another. The
metropolis exacis from man as a discriminating creature a different
amount of consciousness than does rural. The metropalitan type of
man -which, of course, exists in a thousand individual variants-
develops an organ protecting him against the threatening currenis
and discrepancies of his external environment which would uproot
him. He reacts with his head instead of his heart. In this an
increased awareness assumes the psychic prerogative.
Metrapolitan life, thus, underlies a heightened awareness and a
predominance of intelligence in metropalitan man. The reaction tao
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metropolitan phenomena is shifted to that organ which is least
sensitive and quite remote from the depth of the personality.’

Simmel had more focused on individual compared to Marx and he
had emphasized the reason of "slienation" in the metropaliitan life.
The metropolitan life had separated mind of individual into seversl
paris and it prevents to recognize himself. Much of Simmel's life has
passed in Berlin metropolis, the cultural level of his sociology is high
and reflecting the sociation forms of urban interactions. He always
focuses on certain types of interaction forms in city life and defines
metropolifan man as analytical minded, nervous and behaviorally
disordered. In spite of the criticisms made sbout Simmel's
methodology, his contributions to the science of sociology and
metropolitan life have been very tangible in the 19th century. In his
approaches to sociology he emphasizes individuality and has
influenced Max Weber also (Swingewood, 1998; 171). Simmel's
writings renged from conventional philosopher who mediated on his
themes in an insightful and digressive rather than systematic style.2
In his wrifing named "The Metropolis and Mental Life" (1903) he
discusses the relation between mind and city life (Swingewood,
1998: 191,192). The deepest problems of modem life derive from
the claim of the individual to preserve the autonomy and
individuality of his existence in the face of overwhelming social
forces, of historical heritage, of external culture, and of the
technique of life. The fight with nature which primitive man has to
wage for his bodily existence attains in this modern form its latest
transformation. The eighteenth century called upon man to free
himself of all the historical bonds in the state and in religion, in
morals and in economics. Man's nature, originally good and
common to all, should develop unhampered. In addition to more
liberty, the nineteenth century demanded the functional
specialization of man and his work; this specislization makes one
individual incomparable to another, and each of them indispensable
to the highest possible extent. However, this specialization makes
each man the more directly dependent upon the supplementary
activities of all others.3 In The Philosophy of Money (1900) Simmel
has deduced negative results on industrial society. Consequently,
Simmael talks about a dislectical and societal evolution. Modemn
culture is intrigued, modern mind calculstes and he stabilizes the
world with mathematical formulas. In The Philosophy of Money he
talks on that "disintegration” and "alienation”. Creative subject is
transformed to an object. Economy of money objectificates the
social relations in modern city life. This condition displays itself his
view of the fragedy of culture (Swingewood, 1998: 194,195) For
Simmel, the sociation consists of both harmony and conflict but this
conflict is independent and it is social form of life and this has
positive and tiring effect on saociety.

Along with Simmel, Marcuse's ideas were so popular in 1960s, his
criticisms of advanced industrial society and defence of radical
politics achieved world-wide impact. He had aftempted to re-
examine and develope Marxian project in order to make it more
relevant to the problems of present age (Kellner, 1984: 1-5).
Marcuse attempts the ambivalance between capitalist production
and nature, with the destruction of capitalism to the nature and

1 http://condor.depaul.edu/~dweinste/intro/simmel_M&ML.htm#TOP adapted by D.

Weinstein from Kurt Wolff (Trans.) The Sociology of Georg Simmel. New York: Free

Press, 1950, pp. 409-424.

2 Robert Audi {General Editar), The Cambridge Dictionary of Philosophy, 2nd Edition,

Camridge University Press, 1999, s. 844.
http://condor.depaul.edu/~dweinstefintro/simmel_M&ML .htm The Metropolis and

Mental Life.
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increase sovereignity of capiialism to the nature. He argues that this
is a destructive evolution of industrial society and this effect creates
a society which sovereign on nature and human beings.*

Marxism suggests that capitalist societies tend to produce certain
type of idently, modern capitalism is producing human beings who
are stunted and deformed or {o use the phrase of Herbert Marcuse,
"one dimensional man®. Capitalism produces a culture which
promotes the development of identities which are distortions of our
nature. It turns people into alienated workers (Abbott, 1998: 35,36).
It should be noted that, reasons stand behind in that increasing
desire to live in more natural life and to be familiar with ecological
treatment methods, aroma-therapautic healing methods, organic
products are relaied with the social transformation period afier the
industrial revolution.

1. MEANING OF ORGANIC AND ORGANIC LIFE

"Organic product’ word identifies ~ environmentally friendly and
nutritionally pure product. Ecological or natural terms can be used
instead of organic products. Moreover, "organic" term is defined in
lots of meanings such as; being or coming from living plants and
animals, producing a physical change in the structure of an organ or
part of the body; not using artificial chemicals in the growing of
plants and animals for food.5 Other meanings are having parts that
are organized and interrelated in a way that is the same as, or
analogous to, the way in which the parts of a living animal or other
biclogical organism are organized and interrelated. Thus, an
organic unity or organic whole is @ whole that is organic in the above
sense. It has applications of the concept of an organic unity which
are to works of art, to the state, to the universe.® As general,
"grganic” means forming a whole composed of organs; pertaining to
a system of organs; inherent in, or resulting from, a ceriain
organization like organic government; produced by the organs;
pertaining to an organ or its functions, or to objects composed of
organs; consisting of organs, or containing them; the organic
structure of animals and plants; exhibiting characters peculiar to
living organisms; as, organic bodies, organic life, organic remains;
instrumental; acting as instruments of nature or of art to a ceriain
destined function or end.”

Organic is a universal word that has become a sort of bolt-on term
to describe an array of products, practices and procedures
perceived as healthy for man, animal and the environment. Virtually
all definitions of the word tend to share commen meanings, yet each
definition has its own unique features. It is important io gather some
understanding of how various sectors of the food marketplace tend
to interpret their understanding of what organic means.8

Organic life also has several meanings like an essential constituent
of life, esp. the blood; the potential or animating principle, also, the
period of duration, of anything that is conceived of as resembling a
natural organism in structure or functions; the living or actual form,

4 SENER E. Hasan, Marcuse: lleri Sanayi Toplumunun Bir Elestirisi, Demokrasi

Kusaginda Girisim Dergisi, 2000.

hittp:/iwww.metu.edu.tri~senerfarticles/marcuse.htm

5 Cambridge Advanced Learner's Dictionary, Cambridge University Press, 2003, p.

875.

6 Robert Audi (General Editor}, The Cambridge Dictionary of Philosophy, 2nd Edition,

Cambridge University Press, 1999, s. 633.
http:/fen.thinkexist.com/dictionary/meaning/Organic/
http://cooperativegrocer.cooplaﬂicles/index.php?id=5320
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person, thing, or state; as, 2 picture or a description from the life; a
certain way or manner ot living with respect to conditions,
circumstances, character, conduct, occupation, etc.; the vital farce,
whether regarded as physical or spiritual; animation; spirit; vivacity;
vigor, energy, the state of being which begins with generation, birth,
or germination, and ends with death.?

A central focus of this study on "organic” term will be about
environmentally triendly and nutritionally pure product. As we
mentioned before modem societies had created popular products.
Of course cansumerism becomes an important source of identity
differing among different classes (Abbot, 1998:118). Nowadays one
of the most popular issues is to contro! bady in order to create their
own sense of identity. It is observed that eating or buying "organic”
or "ecological” foods from shopping centers was like being a
differing signiticance upon classes. Since the price of the organic
foods are higher, the middle classes and lower clesses were not
attempting to buy it. These products were serving as luxury and
healthy objects. Naturally, to consume organic products does not
mean being sensible to environment but today to consume such
products is so tashionable. Consuming people are mdre
environmentally sensitive while consuming. ‘

The ecological farming is growing rapidly today end is about
consumers finding more meaning in their food. Consumers who
have telt good about their spending on organic products because
they feel they're helping the environment, tostering human
treatment ot animals, and supporting family farmers could become
seriously disillusioned.0

IV. ORGANIC AND MODERN IDENTITIES: INDEPENDENT BUT
ANXIOUS INDIVIDUAL

The spirit of 19th century is problematic, it applies several
phenomena, this age is more individualistic which is composed of
individuals who settle their own interest and fundamentally
technological and rational. In postmodernist era, consumer culture
which is created affer First World War had globalised all over the

world. At the same time this ers was 2 era of unidentification.

Postmodernism was a rejection ot the sovereign sutonomous
individual with an emphasis upon anarchic collective, anonymous
experience. Not only is knowledge in postmodem societies
characterized by its utility, but knowledge is also disfributed, stored,
and a11'1renged differently in postmodern societies than in modemn
ones.

According to Marxian Theory, in the capitalist system, there has
been standing economic structures and in industrial sccieties part of
the accepted social definition of success and the enjoyment of good
life is having their own consumer durables. The more stuff we have,
the better off we are in every respect (Knutilla, 274).

In Table 1 adopted trom Abbot there is a comparison between
modern and postmodemn society.

9 hitp:#en thinkexist.com/dictionary/meaning/life/
0 hitp:/lcooperativegrocer.cooplarticlesfindex.php?id=53211
Reclaiming the True Meaning of Organic From Mark Kastel, July - August 2004.
hitp:/fwww.colorado.edu/English/ENGL201 2Klages/pemo.html, Postmodernism.
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Table 1. Comparison between madern an

d postmodern saciety.

Table is adopted from David Abbot, Gulture and ldentity, Hodder and Stoughton, UK,

1998: p. 119.

Modern Society

Postmodern society

Concerned with mass praduction of
standardised goods

Cancerned with cantiunally changing
styles, calars, etc.

Class societies

Sacieties are na longer araund the issue
of praduction. Consuming societies

Economic and sacial arrangements were
hoth developed and defended by nation-
istates competing in a largely free market

IThe nation state is being eclipsed by the
rise of glabal culture; there are frequent
assertions of local identity

Clear distinctians between high culture

Blurred differences between high and

land mass culture napular culture

Basically, Western Europe was being transformed from s teudal to
5 capital society which is a radical revolution. The emergence of
capitalist society involved radical and dramatical changes to the
political, economical, family, religious, military snd educstionsl
orders. In addition, an intellectual revolution had changed ideas
about how we come to understand the world we live in (Knutills,
1996: 132).

Particulatly, feelings such as frequently repeated snxieties, fears
like earthquake or war, unconfidence to some circumstances leads
the people being more "sliensted” to the world which they live in and
to themselves. That's why Simmel describes that individual as to
present his or her own personality, differentisted, behaving like
mentally disorder or complicated, feeling self-confidence such
behaviors.

In Marcuse's view, the powers of reason and freedom are declining
in late industrisl society with the increasing concentrstion and
effectiveness of economic, political and culiural controls, the
opposition in all fields has been pacified, co-ordinated or liquidated
(Kellner, 1984: 434). He also proposes that contemporary society
has produced s technological world in his writing "De L'ontologie
la Technologie". According to him, technological world is seli-
contsined and self-perpetuating world and it sllows change only
within its own institutions and parameters (Kellner, 1984: 234). In
the "One Dimensional Society", the subject is assimilsted into the
object and follows the dictates of external, objective structures, thus
losing its abilities to discern more liberating possibilities snd to
engage in transformative practice to reslize them. In his analysis,
the "One Dimensionsl Man" has lost or has been losing individuslity,
freedom and the sbility to dissent ard to control one's own destiny.
"One Dimensional Man" does not know its true needs because
these needs sre not his own they are superimposed and
heteronymous (Kellner, 1984: 235-237).

In today's individual, "consumerism" plays an important role, the
peopie recognize themselves in their commodities, they may find
their soul in their goods. From Marcuse's side, this society made
possible by new forms of social control which creste needs and
consciousness that conforms the system. New forms of social
control such as mass culture and advertising, produce needs that
integrate individuals into the consumer society (Kellner, 1684.243).
Increased number ot population is not being able to support the
needs, distorted urbanization reinforcing this aggressive mood. As
s result of this, one reason, which slerted ecological
disorganization, is migration from rural to urban areas {Ertug, 2001:
248). Most of that migrated people sre mentally and spirituslly
aggressive as Simmel mentioned before.

Around 1970s the Green Revolution movement had started as a
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messenger of destroyed nature, this movement had started as o
message of emancipation from superimposed needs, it was a
solution o reach more presence world. Since people can no longer
gain a sense of security from the old sources, they may have to
create new ways of gaining s sense of identity like the Green
movement, New Age travelers. At the same time another
movements have been raising like the Cyberculture, which refers to
the culture growing up around the technology. Beyond the critics of
postmadernism and globalization ers, Giddens argues thst -he
defines that era as late modemism- the society can be thought of as
a post-traditional society, since tradition of all types is increasingly
chsllenged. An individusl identity is constructed in different ways to
traditional society. Individusls can assess how successful they are
in cresting their desired identity, they may adopt seversl sirategies
if they fall short of it like dieting, buying new clothes, etc (Abbott,
1998: 125-131). The increasing demand through to organic life is &
way of cresting an identity for individual. Affer the globalization
inconfidence, inequality, the distance between classes have been
growing fast. According to saome sociologists, these negstive
conditions in the society tends people to retum their fundsmentals
(Bozkurt, 2004: 361).

Before 1970s, destroying natural sources was not a popular subject
in developed countries, because these countries were more
focusing on development. According to future-oriented projections
of ecalogists; in the future, spiritual norms, socistion forms, new
technologies which are more sensitive to the nature and items like
recycling will be getting importance (Kiglaoglu, Berkes: 1988: 274,
275). Besides, in the future what is greater importance in
contemporary society is the incressing degree of risk which is
brought in our life by technology, or problems like pollution,
diseases like AIDS, world climate.

We sre faced with global climate change, mastly caused by
industrialized world. In Koyoto Agreement, orgenized in Exeter city,
by a conference of climate scientisis world have been alerted on
ocean temperatures and by the publicity surrounding the
introduction of the Kyoto Protocols on reducing greenhouse gas
emissions. The world’s oceans have become warmer and more
scidic due to capifalism spewing out increasing quantities of
greenhouse gases, particularly CO2. There is an urgent need o
limit these emissions and keep the rise in globsl temperatures
below 2°C. Failure to do so threstens nof just wildlife, but increasing
disasters, droughts, floods and loss of human life on & massive
scale. The future should want to work towards saving the
environment.12

Today the food production is an important subject and in the future
it will be more important. Many people sre suffering from disease;
because of the food scsreity many people are hungry. Although the
food sources are available, these people could not afford to buy it
since the prices were high (Ford, 2000: 83). According to Ford, the
artificislity of civilization has made us into refined people and after
the industrial revolution, there was an incressing demand for refined
food but now to hold a brown bread or brawn sugar is getting more
important than refined food. Today the cross-culturai fusion food is
set to expand. According to Ford, if human beings are to survive in
a crowded world, then the future of food must be very different from
its recent past (Ford, 2000: 19-22). In the future, small farmers will
re-emerge to provide the luxury items like special foods, self-

12 Radikal, 4 Subat 2005.
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sufficient farming will increase with direct sale through the Internet;
subsidies that were envisaged as a way of protecting farmers in
poor sreas are being commercially exploited by weslthy
landowners. Since farming damages the soil, we will need to return
much mare organic waste (Ford, 2000: 79).

In the future climatic changes in the atmosphere will pose problems
in the world. There is stfil an increasing danger for all argsnisms.
Industry is forcing the giobal climate changes. Becsuse of that, to
choose living in organic or natural conditions seems like an
emancipation way for metropolis people. According to this tendency,
organic farming is becoming mare and mare popular among the
wealthier nations. Moreover, some organic producers argues that
ecological producers and consumers cannot be able to come
together depending on their hign prices since they have castly
production methods. They also emphasize on these products since
they are not just a kind of food but slso a kind of lifestyle, especially
in Europe and United States. 13

V. CONCLUSION

As noted, organic life style means not just a kind of a nourishing way
but also an slternative lifestyle aiming to create happier nations, to
achieve social interactions, to be in respectful for human beings and
nature, to support sustasinable evolution philosophy. The changed
conditions in advanced industrial society were greatly enhanced by
the development of technology snd industry. Technology can be
seen as a form of capitslism to prevent all further human progress.
Changing conditions and transformations in the status is an
increasingly mechanized and automated process in every day life
and leisure time in industrial societies (Kellner, 1984: 370, 452);
these conditions had created a maore anxious individual. Modem
individual had achieved his independence, but he was dissatisfied.
As Marcuse argued, freedom of nature will be achieved by using
technology in convenient conditions. Marcuse claims that "new
technology” will aim st cresting an environment and a way of life
expressive of needs for joy, happiness and beauty. The new culture
and sensibility will create a technology of liberation and a social
environment which in turn will continue to gratify and enhance
human needs and personalities (Kellner, 1984: 330). So, tuming to
organic life is a way of maovement for being happy for modern
individual or a organic products have been used as an insirument to
create 8 more liberated mood of life. The problem with organic life
is that despite the popularity of arganic life style products, that does
not mean a transformation through to environmenia! sensibility. It
has to be 8 social, political, intellectusl and cultural majority
consensus for change.

As 3 result, improvements schieved during post-industrialization
period has pravided human kind a multitude of positive outcomes as
well as 8 more anxious human model pursuing primarily his own
ego. Mankind has far too surpassed his limits incompensating for
what they have lost with his brutality over his once to benevolent
nature. Now we have only got an opportunity to save what is left
behind in meager amounts. We are apt to do this very soon for we
are very short of time. That is why organic products must either be
sold with cheaper prices or made possible to be supplied to wider
parts of the society with reasonable precautions taken. So the
"Modern individusl" will be more present as an "organic individual”
in the future.

13 Organik Uriin Tiketici ile Bulugamiyor
http://www.cine-tarim.com.t/dergifarsiv52/sektorel02.htm
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ABSTRACT

This article is @ resull of a master's degree research and it discusses the design
contribution to the prevention of pollution and to the environmental protection. The
growing need of environmental preservation makes us consider the project of
ecologically correct products as a possible solution to the exaggerated consuming of
raw material, as well as to the industrial residues.

In order fo avoid those problems, we propose the minimum usage of natural
resources and it is also important to avoid the residues generation. In other words,
we should decrease the interference of productive processes and the use of products
in the environment as well.

One of the ways to reach these aims is fo have a maximum incresse of time to use
the material resources and this resource will be possible if the concept of residue
circulstion is applied to it; this is known in the industrial ecology context, as a kind of
industry that uses residues of other productive process as raw material to
manufacture products. This is an example of how design can really contribute to the
preservation of the environment.

This article proposes a list of project requirements, based on concepts of the
industrial Ecology that aim to increase the importance of the usage of ecologically
correct materials such as: recycled agro indusirial residues. This article has, as an
example, the usage of wood sawing as g base of 8 promising eco-compaosite.

Keywords: Industrial Ecology, Eco-Design, Agro Industrial Residue, Recyeling.

1- INTRODUCTION

The necessity for environmental preservation has been growing as
the human activities of production and consuming have been
endangering important natural resources. These activities are
based on the idea that the environment is a plentiful or even an
unlimited supplier of power and raw materials, as well as it is also
seen as an unlimited recepiacle of residues (MANAHAN, 1999}.
This system, which is known as linear or open, understands that
residue generation is inevitable and inherent to the productive
process and to consuming, and it is not concerned with the
efficiency in production or the origin of the raw materials, nor with
the existence of toxic substances or the disposal of residues or
even with the outcome of these actions. This system can be seen in
PICTURE 01.

INDUSTRIAL
UNLIMITED SYSTEM UNLIMITED
RESOURCESA WASTES
HUMAN USE ol
— —_———— ENVIRONMENT

IMPACTS

PICTURE 01 - The linear system of production and consuming
(TEIXEIRA & CESAR, 2004)
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In this context, we have example of how the wood industry has been
using the natural resources inappropriately both in the stage of
extracting virgin material as in the production of consumer goods as
well as in the disposal of solid residues. According to FREITAS
(2000), in Brazil, from 1/3 to 2/3 of the virgin wood volume is turned
into residues like sawing. This residue has had a low value
destination or it has simply been burned cutdoors or in landfills,
worsening environmental problems. As & means of reducing these
risks, technologies that make use of wood natural resources in a
more economic and in 2 less polluting way have been used. This
research aims to check the possibility of using recycled woad
sawing that is generated from the solid wood processing as material
for the industry of reinforced plastic.

2- INDUSTRIAL ECOLOGY AND ECO-DESIGN

The industrial ecology aims to prevent negative environmental
impacts, optimizing the usage of raw materials by cycling materials
between productive processes. It is based on the natural model of
ecology, where there is interaction between living beings without the
destructive exploiting of natural resources or residue generation.
The preservation of the environment takes places by decreasing the
demand for virgin resources and reducing residue. Thus, industrial
ecology states that something that is considered a residue of a
certain productive process is then used as a raw material in another
process, creating a closed cycle of raw material usage as PICTURE
02 shows, making the amount of transiting material constant within
the biosphere (KIPERSTOK & MARINHO, 2001).

LIMITED
RESQURCES
AND.
ENERGY

PICTURE 02 - Closed cycle of material resources between productive processes
(TEIXEIRA & CESAR, 2004)

The industrial ecology uses the Eco-Design or the DfE, the Design
for Environment, as its tool, and it aims fo use means of
environmental protection as its basic project requirements all along
the material life cycle and for all consumer goods. This way, these
proeducis should pollute less, use less natural resources, less
energy and they should alse be easy to buy and respectiul to local
cultures.

Thus, it becomes a matier of grest relevance to select row materials
that comply with these goals. The list below shows the
environmental requirements that are suggested by the Eco-design
in detarmining the ecologically efficient materials (RAMOS E SELL,
2002; MANZINI, 2002; KIPERSTOK, 2003; FUAD-LUKE, 2002).

-Use abundant materials that have no usage restrictions.
-Reduce the energy spent in manufacturing.

-Use recycled and recyclable materials.

-Use abundant materials that have mutual compatibility.

-Use materials that come from residues of other processes.
-Avoid materials that can produce emissions, residues or toxic
derivates.

-Use low-impact and eco-efficient productive processes and

275

I ! : f

HTTHET T



technologies.

-Give aesthetic value to recycled materials.

-Possibility of a cartain matarial to ba used as raw material in
other productive processes.

A certain material will ceasa to be a residue if it can be a potential
raw material in making other products. In this case, the residue is
now considered a sub-product in the productive process (VALLE,
1995 apud SAVASTRANO Jr, 2000). From the producer's point of
view, this could bacomea an excellent businass opportunity, as he
will be manufacturing a product at a much lower cost, using as raw
material something that was considered as waste, basides being
able to use the available wood almost completely, wood being
considered a noble raw material.

An alternative usage for agro-industrial rasidues is taking them as
reinforcamant for composites - a raw material in manufacturing
products that combine two or more differant materials, basically a
main matarial and a reinforcement one, combining their propertias.
In the case of substituting the native wood, this material comes as
a great attraction that would help preserva the forest reserves
(CARVALHO, 2003; BISWAS et al, 2004; BAKSI et al, 2004),
changing the consuming to products that have been made of
composites as well as having an opportunity to create new jobs and
resourcas in poor areas or communities. Table 01 shows some
vegetal fibars, virgin or residual, that have a great potential to be
used in composites.

TABLE 01 - Vegetal fibers used in composites (TEIXEIRA, 2005}

ORIGIN FIBER
FSisal -Waad
-Banana -Linan
VIRGIN AND RENEWABLE. -Cotton -Piagava
RAW MATERIAL ~Jute -Hemp
-Vegetal sponge  -Bromeliad
FDwarf mallow -Bamboo

-Sugar cane husks and other vegetables
-Coconut bark

~Pineapple crawn

RECYCLED RESIDUES -Paper and cellulose

-Cereal peal and straw: rice, wheat, peanut,
etc.

tWood sawing

The advantages of using vegatal fibers to reinforce composites are
(CARVALHO 2003} -

-Low cost if compared to artificial fibers.

-Full usage of tha Phytomass.

-Environmentally friendly and renewable.

-Non-abrasive to the processing equipment.

-High resistance, low elongation.

-Low energy consuming and non-toxic.

-Providing us with recyclable and/or biodegrading products.
-They contribute to the creation of jobs in countryside areas.

The disadvantages are:

-The weather-depandant production.
-The seasonal production.

276



Agrindustnial Design Symposium and Exhibifion: Qlive Ql, Wine and Design
Izmir 2005

3« MATERIALS AND METHODOLOGY

The research involved two industrisl companies located in the
metropolitan ares of Salvador (the capital of the state of Bahis, in
Brazil). The first company, which will be called Process 1 from now
on, is a factory that produces goods made of sewed solid wood,
eucalyptus and pinewood, being the producer of the sawing used in
this research. The second company, which will be called Process 2
from now on, is a factory that produces fiberglass-reinforced plastic
produicts,

3.1- The recycling of the wood residue

The wood residue is basically constituted of cellulose and lignin. It
has a low density, it is biodegradshle and also stoxic if there are no
contaminating materials in its volume such as psint, vamish,
insecticide or preservatives. The sawing is generated during the
mechanic processing of the solid parts , and there is 3 specific
residue from each kind of processing machine, that is different from
the others. The recycling process took place in two stages: the
drying and the sifting, so three kinds of particles could be classified:
small, medium-sized and large particles, as PICTURE 03 shows.

SMALL MEDIUM-SIZED

PICTURE 03 - Residues of recycled wood {TEIXEIRA, 2005)

3.2- Development, shaping and testing the composite

The recycled wood residue was mixed to s polyester ortoftalic-type
resin (Cray Valley 5061) in 15 kinds of mixtures, according to the
size of the particles that were obtained after sifting, and it was
shaped by the process of cold-pressing. The cold-pressing process
was chosen because of its:

-Easy handling

~Low acquisition and operating cost
-Low vapor emission

-Low consumption of water and power

S[x of these mixtures can be seen in Picture 04. The testlng'

samples were shaped according to the Brazilian Technical Rules,
the NBR 5014 for determining water absorption, the NBR 7456 for
determining hardness SHORE D, and NBR 7447 for bending
resistance in 3 areas.
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20% SMALL 20% MEDIUM-SIZED 10% SMALL +
10% MEDIUM-SIZED

10% LARGE 6%LARGE + 6% MEDIUM-SIZED |10% LARGE +
+ 6%SMALL 10% MEDIUM-SIZED

PICTURE 04 - Residues of recycled wood (TEIXEIRA, 2005)
4- RESULTS

1st Water Absorption: The studied composite remained
underwater for 15 days, and it presented an absorption rate varying
from 1,19% to 5,08%, compared to the dry composite.
2nd_Hardness Study: There was a variation from 67 to 78 in the
SHORE D scale, that goes as far as 100. The pure composite,
without the sawing, showed & value of 80, considering the same
scale.

3rd_3-Area Bending Study: It showed Young Module values from
1701,56 to 2799,33 N/mm2.

The variation of the values that were obtained from the 15 mixtures
considers the amount and the size of the sawing particles used in
each mixture. The mixtures that contsined a greater amount of
small and medium-sized particles showed a greater general
performance. .

5« CONCLUSION

According to the studies, the developed composite was considered
eco-efficient for having been made of wood sawing which was
recycled and valued as a sub-product of a productive system.
Besides this, it presented a low level of water absorption, a good
performance in bending and good resistance to penetrating objects
according to the SHORE D scale. This all makes it a potential raw
material for the manufacture of several products. These products
can be of many kinds, such as pieces with plain surfaces, like
tables, other kinds of furniture and utensils, as well as other
products of complex shapes.
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CONCEPTS THAT SHAPE TRADITIONAL
OLIVE OIL MILLS AND SOME ASPECTS FOR
THEIR SUSTAINABILITY
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ABSTRACT

Previously, the main values associsted with the culturs) heritage were culiural and
scientific. With the new trends of globalization, these were confronted with the social
and economic reslilies, and the policy of environmentally susiainsble development.
The shift to safe-guarding traditional know-how and living culiures insiead of the re-
establishment of status-quo requires the acceptance of change as an esseniisl
parameter in the process. The aim of this paper is to define the essence of what is
maintained and the criteria for managing change, while dealing with traditicnal
production buildings in rural settlements. Olive il production has been a part of
traditional life in the Mediterranean region throughout ages. The traditicnal clive oll
mills have been subject to both seasonal and historical change. Determination of
conservation guidelines for such buildings necessitates the darificstion of some
destgn concepts such as authenticity, traditional continuity and sustainable planning.
The conservation design, proposed for these olive oil mills, should provide a way of
distinguishing between the concept of authenticity related to historicity, and the
meaning of revived iraditions. Within this frame, historical olive oil mills documented
in Karaburun peninsuls are introduced and evaluated. Via these olive oil mills, ways
of undertaking sustainable human development within the potential of existing
cultural, physical and environmental rescurces are explored. In fact, this is what
medern conservation demands.

Keywords: Olive Ol Mills, Change, Traditional Continuity, Sustainability,
Conservation Design.

There is limited research on the traditional production buildings of
Turkey. The present ones are being lost because of changes in the
production techniques. This paper focuses on a series of olive oil
mills documented in Karaburun, izmir. It is claimed that the question
of sustainable architecture in Turkey in fact includes the guestion of
the definition of a conservation design problem. The study
addresses the problem of producing sterile canservation projects in
Turkey, where the design is isolated from the existing economic and
social conditions. It stresses the need for developing an approach
to conservation design, which would define architectural
conservation as a sustainability problem -dealing with the social,
gpiritual, sesthetic and economic problems of the related society.
The study seeks to recognize ways of canserving sustainable olive
oil production structures in the architectural scale, by taking the
conditions and characteristics of Karaburun, a province of lzmir, as
a case in point.

The crucial point here is first to define sustainability for the
traditional olive oil mills in Karaburun, and then to identify the design
approach that will affect the development of Ksraburun into a
sustainable rural settlement. Such a rural settlement will have an
agriculturally based livelihood.

The Characteristics of Karaburun Peninsula
Karaburun peninsula is st the north-west of izmir and controls the

entrance of the gulf fogether with Foga {(Focae). The governmental
center of the peninsula is Karaburun disfrict, which is nearly 100 km
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to izmir by highway. Mordogan county and thirtean villages sre the
sub-sattlaments. The traces of different civilizations starting with the
Calceolitic can be obsarved here. The landscape and traditionsl
settlements consarved as s fortunata rasult of the-poar quality of the
present transportation system present a potantial for the
devalopment of the peninsuls. Bettarment of this transportstion
system, especially by the vitalization of sea transportation, will
provide an opportunity for marine commarce and tourism.
Nevertheless, natural values such as the sea gulfs, which are being
rapidly lost; continuous wind with high velocity, which may be used
as an alternative energy source; and qualified agricultural products
such as olive, grape and narcissus together with cultural values
including traditional ways of life and their ralated built heritage
should all be enhanced. In fact, agriculture together with natural and
cultursl tourism are the two important economic potentials®. In the
ecanomic life of the peninsula, table olive and alive oil production
have played an impartant role throughout the history. 'Hurma zaytin'
is the special name given to the olives of this region.

Ancient Background of Olive Qil Production in the Reagion

In the archaeological excavations carriad out in the antique
Clazomenai, ruins of an olive oil mill dating the first half of tha 6th
century B.C. have been documented. Clezomenai is one of the
twelve lonian cities snd it is within the borders of Urls, s district of
lzmir naighboring Karaburun. The mill exhibits two phases: the first
includas production for the inhabitants of the city only and the
second includes ovarseas trade. Possibly, the number of mills
discovered in the region may increase in the following years
because olive oil production was one of the major activities in the
city. The Clazomenisn amphorae found st far colonies in the
Mediterranean and Black Sea prove the important position of
Clazomanei in oil production and trade in the second half of tha
sixth century B.C.

The technical components of this antique mill may be defined as
follows: first of all, there is the polima. This is a three-compartmant
separation system that decomposas olive pieces - olive oil - water
combination by tha help of the unity of cups principle. It ensbles
continuous production. Sacondly, there is the roffermill carvad out of
hard rock with cylinders turning around the mill. Thirdly, a press and
capstan are used for squeezing the cracked olives. This technical
system expands tha capacity. All of thesa tachnical aspects, which
seem to have baen applied first in the Clazomenisn mill in Aegesn,
are still baing used in the traditional mills in the region2.

Traditionsl Olive Oil Mills in Karaburun

The mills were documented in fiald trips carried in the winters of
2003 and 2004. There are nine traditional mills and three relstively
madern mills in different parts of the peninsuls. The fraditional ones
are in Késedera, Ambarseki, Saip, Tepeboz, Haseki and Sarpincik.
Basides photographic survey, scaled plan sketches of these mills
were prepared?. The mills in Saip were documented in 1 /50 scale
with convantional drawings. Dapending on these dacuments, it is
quite possible to arrive at an analysis of the traditiona! olive oif mills
in Karaburun in terms of site characteristics, storey systams, spatial
characteristics, technical components, enclosure systams,
structursl characteristics and sustainable peculisrities point of
views. -

It.has been observad that all of thase mills present similaritias in the
way their sites are organized. First of all, the mills sre prefarrad 1o
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be located at the border of the villages, but not within them
{Ambarseki, Saip). Presence of a natural water source is important
in the choice of the site. Therefore, a fountsin and a plane tree are
indispensable elements of the site. These are observed in all
excluding the ones in Késedere and Haseki. Sometimes, a few mills
are preferred to be organized around this water source (Ambarseki,
Saip, Kbsedere). Since the organization of a special entrance for
the olives at half storey level is a prerequisite for the process;
situating the building masses on slope of a hill, has been a commeon
choice in all of the examples. The rise in slope is around 15% in
Saip. The inclined surface is terraced so that a series of open
spaces and building masses can be organized. The open spaces
are composed of 3 series of courtyards and vegetation terraces.
The courtyards are connected fo the main road via individual paths
wide enough for the access of a horse cart. The primary courtyard
is & datum element around which the whole mill area is organized.
Provision of water, storing of oil amphorae and olive cake, resting of
the workers and animals under the shadow of the plane tree sll take
place here. The mill buildings border the sides of this main
courtyard. On the other hand, the secondary courtyards are only for
ithe olive storage and washing activities. Here, the pools within
which the olives are washed before they enter the mills can be seen
close by the buildings as in the cases of Tepeboz, Sarpincik and
Kosedere. Consequently, the terraces for vegetation circumscribe
the mill area. Here, olive trees, grape yards, narcissuses gardens
and almond trees are present.

The storey systems of the mills are originally composed of a ground
storey and a half storey. The half storey covers up only a small
volume at one of the building corners. If is 4.6 by 3.6 meters in mill
1 of Saip, where as the ground measures 14 by 7.3 meters*. The
ground floor-first floor combinations in Sarpincik and Haseki, and
single ground floor in Késedere are thought to be aliered cases. The
half and first stories are for the gradual pouring down of the olives
through openings on the floors to the rollermills on the ground level,
On the other hand, the ground floors are completely for the
production of olive oil in. 3 series of subspaces. The total interior
heights are sround four and a half meters to provide enough air for
the production process.

The spatial fayout of the historical olive oil mills in Karaburun
peninsula is based on the utilitarian necessities. Although the
process whole takes place in & single volume, subspaces were
defined for different phases of the production process. The level
differences and vertical partitioning elements are the border
elemenis of these subspaces. Each of these subspaces refers 1o
one of the stages in the processing of the olives. In the first phase,
the olives sre washed in the courtyard and carmied into the half
storey of the mill. These are the washing and pouring spaces,
respectively. Then, the olives are crushed in the roller mill and
stuffed into sacks. This is the crushing space. The crushing space
is separated from the pressing space with a low stonewall around
1.70 meters in height as in Mill 1 in Saip. The press functions
originally with manpower. The rope in connection with the press is
turned around the timber capstan close to one of the sides of the
press. In turn, the press moves up and down. For the extraction of
oil from the cracked olives, hot water is necessary. Water carried
from the fountsin at the courtyard is heated in the fireplace close to
the press. Then, it is poured onto the sacks during the pressing
phase. There is a parted separation system at the front of the press.
The olive oll - olive water combination is directed into this system.
Then, the combination is moved into an amphora in the neighboring
storage zone. The amphora has a tap at its bottom to control the
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purification. When only olive water comes out of the tap, the water
is poured out and the oll collected above the amphora is taken into
a smaller amphora within which it is transparted.

In the determination of this spatial organization; the paths the
workmen follow, the animal follows, the olives follow, the water used
in the decomposition process follow and olive water follows are
important inputs. The technical components involved in the process
are placed slong these paths. They have been altered in
accordance with the developments in the production technologies.
These components in the order of their usage are timber funnel,
rollermill, press, fireplace and amphors with 3 tap. The timber furnnel
is for directing the clives down to the rollermills. So, it is positicned
just above the opening on the floor of the half storey. The rollermill
is composed of four separate cylinders rotating around an axis, and
a stone cylindric basin circular in plan, around 1.30 meters in
diameter (Mill 1, Saip}. The original rollermills making use of animal
power can still be observed in Tepeboz and Sarpincik. In the ones
in Saip and Késedere, power of electricity has taken the place of
animals. In tumn, motors were added to the cracking system. The
presses and capstans are used in the squeezing process. Chios
type of presses work on the basis of the Archimedes screw
principle. Only in the mill in Saip, hydrolic press has been used. The
fireplace and a chimney in connection with it is a must for heating
the water to help the decompaosition process. Finally, the amphora
with the tap is used in the purification process.

In the formation of the enclosure systems, necessity of controlling
sunlight, which has negative impacts on alive oil, has been an
important criterion. In addition to this, the mills are only used during
the winter and they are Kkept locked with all their technical
components inside throughout the year. Therefore, security is 3
second criterion in the determinsation of elevation morphology. So,
minimum number of openings giving way to low intensity of daylight
at the interior has been preferred. The elevations whose design is
guided by functional and structurat concepts rather than symbolic
ones provide plain faces to these rural buildings standing on their
own in the scrubs and olive groves of Karahurun geography.

The structural sysfems of all of the mills are stone masonry for the
walls, and timber skeleton for the half or first stories and roofs. The
walls are out of rubble stone and some tile pieces put together with
lime mortar. Series of timber beams support the even distribution of
loads in the walls. They are also used to span the openings. The
surroundings of the openings are further reinforced with brick. The
surfaces are originally exposed without any plastering or white
wash. The joints are recessed back. The ground floors are covered
with earth. The timber beams and posts are ariginally covered with
timber, while concrete repairs are observed in some parts today.
Timber is also preferred in the wings of the doors. Fireplace are out
of brick and mortar, and they are not plastered. Marseilles fype of
tiles are preferred in the roof covering. On the other hand, the
courtyards and the paths connecting them to the roads by are
originally covered with stone.

The discussed building type can be analyzed from its sustainable
peculianties point of view. Such an analysis brings forward a set of
climate based design principles. In the search for cool spaces in the
summertime as well as warm anes in the wintertime; the heavy

solutions, the massive forms with dense wslls are preferable |

because of their capacity to insulate heat. Similarly, the minimum
number of openings on the building surfaces is a sustainable choice
in order to avoid the destruction of sunlight on the olive ocil.
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Sustainability for Traditiona! Olive Oil Mills in Karaburun

Sustainability is related to the systems approach of the biological
sciences. It is the capacity of a system to maintain continuous flow
of whatever each part of that system needs for a healthy existence.
The sustainable place making activity represents modest-scale,
praciical, realistic, autochthonous and context-specific solutions,
requiring living with the possibilities and constrainis imposed by a
combination of the ecological, social, culiural, spiritual, aesthetic
and economic context of a places. Therefore, the building type and
the geography as the case in peint should be discussed within a
broad-based comparative study, undertaken just to address the
unique problems of this particular place.

The European Union is the leading world producer in the olive
sector. Turkey, Syria, Tunisia and Morocco are the other main olive
oil producers®.Olive oil processing structures in the EU reflect the
mix of traditional olive mills and more intensively managed modern
plants?. Similarly, the olive ol processing struciures in Karaburun
reflect the mix of traditional olive oil mills and some relatively
modern milis as observed in Mordodan, Eglenhoca, Kdsedere and
Ambarseki. They are either transformed traditional or new
constructions, whose physical characteristics resemble the
traditional ones.

The olive sector is a key element of the EU model of agricuiture. it
is an important source of employment and ecanomic activity in the
main producer areas such as Spain, Italy, Greece, Portugal and
France8. On the other hand, there has been an extensive migration
to the metropolitan city of izmir from Karaburun since 1950s.
Unfortunately, only 25% of the population is continuously employed
at present. The reorganization of the olive secior ig cerfainly
necessary.

It is known that the traditional olive oil mills are valued for their role
in promoting biodiversity?. Unfortunately, the majority of the
traditional miils in Karaburun peninsula are under the risk of
demelishment because of production disruption and sbandenment.
Therefore, it is necessary to improve the competitiveness of these
olive oil processing structures so that the rural economy of
Karaburun is supported.

In the zones of traditional production, where a sustainable
development is desired, economical, environmental, social and
cuitural concerns should all be considered!d. Consequently, funds
for the maintenance of the ftraditional mills in Karaburun lands
should be provided. Measures for the improvement and
conservation of the natural environment should be developed. The
advantage of providing seasonal employment in  winters,
complementary with other agricultural and also touristic activities
should be made use of.

The opporiunity of marketing the iraditional production structures
via nhatural and cultural tourism should be considered. It is known
that tourism makes a significant positive contribution to widen public
access to the cultural heritage, and the revenue derived from
tourism can provide substantial resources jor the upkeep and
preservation of the cultural heritage. The tourism development
should be to a level compaiible with the ecological and social,
carrying capacity of the site’2. The visiting of mill sites should not
exceed sustainable levels, which are set by the vuinerability.
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Design Approach for the Sustainability of the Mills

The basic question in the determination of a design approach for
these mills is how to establish ‘traditional continuity’ as a
contemporary trend in conservation practice. The concept of
traditional continuity'13 can be explained as follows: Praviously, the
main issues associated with the built heritage were cultural and
scientific. With the new trends of globalization, thase were
confrontad with social and economic realities, and a policy of
environmentally sustainable development. W hile the classical care
for historic resources was generally aimed ar the re-astablishmant
of a status quo, the shift to safeguarding traditional know-how and
living cultures requires the acceptance of change as an essential
parameter in the process. The purpose is to define the essence of
what is maintasined, and the criteria for managing change whether
dealing with historic gardens, cities, rural villages or cultural
landscapes. All of these are subject to continuous change even if
gradual or seasonal.

In the case of this study, the mill had undergone physical alterations
as a result of the changes in the production technologies. In addition
to this, lack of maintenance has played a role in the change of their
physical characteristics. The set of 'what is maintained’ has
elements varying between almost total preservation of the
architectural characteristics of @ mill and its surroundings, and total
loss of spatial quality.

The criterig for managing change in these mills may be defined as
follows:

-The mills should be rehabilitated and maintained to be used
for the processing of olive oil. The production process itself is
a value to be conserved for the economic sustainability of the
inhahitants. The process is also valuable from the viewpoint of
biodiversity. A standardized production process and technical
equipment should be preferred in all mills that will continue to
be used as olive oil processing structures.

-Decent production conditions should be established in line
with the contemparary processing necessities.

-Refunctioning as a museum can be accepted only for the
limited cases, documenting the historical production
technology making use of animal power, with the majority of
their authentic elements. For example, the authentic mill in
Saip may be canverted into a museum of traditional olive oil
production. The tactile values of the highly authentic mills in
terms of low intensity of light, aroma of olives, kina-aesthetics
of the production process and echoing resonance of the
footfalt of both workers and animals should be considered.
-Alternative seasonal usages may be suggested for the mills to
be rehabilitated. During the summers, mills together with their
open spaces may serve as teahouses and olive product shops
for the tourists. This requires the design of modest-scale,
removable, standardized, but context-specific architectural
elements such as shads, tables, benches, exhibition stands,
cabins faor storage and wet services. Similarly, car parks should
be provided.

-However, traditional olive oil mills are located in agricultural
land. Thus, the proposed new additions should use as little
land as possible. Some of the open areas may be sacrificed for
agricultural purposes. Cultivation of plants indigenous to
Karaburun such as olive, grape and narcissus may be
supported.

-Local material usage and construction techniques with which
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the villagers are familiar with should be preferred in the
interventions so that cultural consciousness that has been
gradually refined through time can be siisined. The tectonics
of the new materials should be understood and respected as
weli, when making use of them in the interventions.

-in the management of the mills, the water flowing
continuously from the fountains in the mill sites should be
accumulated and hamessed. The black water problem should
be coped up with. Passive heating, cooling, lighting and
ventilation systems should be installed.

Conclusion

This paper has discussed the traditional character of the olive oil
mills in a selected geography, Karaburun. If has been documented
that these buildings are in poor structural conditions at present as a
result of lack of maintenance. Their abandonment can be aveided
only if their functions are sustained. This includes the betterment of
working conditions in the mills, preservation of natural environment
by controlling waste disposal, modernizetion of production
technigues without losing the biodiversity value of every mill and
provision of access for cultural tourists. This will bring economic,
social and cultural sustainability. Traditional continuity is the suitable
conservation approach for these mills whose traditionality instead of
historicity is intended fo be emphasized. Authentic historicity as a
design approach can only be accepted for limited cases, which
document the historical production technology in animal power
period with the majority of their authentic characteristics.
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Figure 2. Plane tree and fountain - twi
organization
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Figure 3. The two mills, the primary courtysrd and the terraced organization of the
site, Saip

Figure 4. Half storey on the left and ground storey on the right, Tepeboz example,
present situation
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Figure 5. Spatial organization of the ground storey, Mill 1, Saip, restitution
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Figure 9. The fireplace, Mill 1, Ssip

g 10. Metal and plasiic bins used instead of ceramic amphorag, Kosedere
example
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ABSTRACT

The challange far the agriculiural firm is to successfully grow and harvest its crops
and to get the frults of their Jabor to market - all at a profit to sustsin themselves.
With this major accomplishment comes the assumption that such efforts in
agricultural productian wili be widely acceptad in the marketplace. Hawevar, with tha
various cultural and markating pressures acting upon the farm praducer, there is tha
reality and recognition of certain purchesing characteristics and behgviors and traits
hald by today's buyers, which have an impact upon certain value creating processes
brought about by many food handlers and pracessars before the food gets to the
market, namely fast foad and convenience. How to anticipate the worthwhila nature
and the likelihaod for success of efforts 1o create value-added products and services
assaociated with a basic farm crop, in this case, the demand and acceptability of
"dried’ tomaloes by the consumar - the subject of this resaarch work - is not widely
apprecigted nar understoad by many.

To meet customer market patentials for the dried tomato, one firm in Turkey has
examinad the nature of the pressures and demands for quick and ready use of 'fast
faod’ with tha attandant effarts to successfully enter the international marketplace, at
a time when demand lavels may saem to exist. in addition ta having studied the
international marketplace, to assist themselves in analysing the motivation and
behavior of the consumer, they also have deployed the use of a consumer decision
modet, "The Cansumer Dacisian Process", with the intention of it baeing an important
element within the new business plan for the project.

A raview of bath the scademic and business-oriented literature reveals that there is
a growing recognition, acceptance and use of certain decision support systems inthe
firm's new business developmant processes; thase activities include designing inta
the product and into the marketing efforts relevant customer attitudes and
prefarences. Given the pressures io find new markats, contain marketing costs and
increasa efficiencies, the business manager wanis o ba creative and find new ways
to achiave their goals. The researchers conducted both a primary research survay
through personal interviaws with agricultural crop growers and processors, as weil as
an analysis of related empirical data collacted fram a multinational agricultural
pracessing firm engaged in tomata crop development and processing programs for
bath domestic production and export activities. With the dapioymant of thase special
R&D, design and pragram management processas within a dried tomato praduction
and marketing pragram, it is suggestad that agriculural crop plannars can utilize
certain analytical modelling processes to damanstrate the advantages of increasing
efficiencias, containing costs and simultaneously adding value to thair product or
service offerings within thair international farm products and commodities that are the
very praducts of their country's natural resources base. The firm's use of a consumer
dacisicn pracess model is described in this wark.

As there are virtually no articles or books specifically addressing tha Turkish
agricultural firm's praduct design and development attampts o develop these
processes far anhancing the marketability, acceptance and effectivaness of such
new business development and promational programs, a basic purpose of this
research work is to explore the firm's attempts fo gain competitive advaniage in the
global marketplaces.

Keywords: Agricultural Program, Compalitiva Advaniage, Product Dasign, Supply
Chain, Consumar Behaviar, Consumer Decision Modal.
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1. INTRODUCTION

Agricultural pracessing activities play a strategic rale in a ragion’s ar
an individual country's ecanomic grawth and sacial devalopment.
The development histary of a country's agricultural base is derived
from the underlying goal far the impravement af custamer sarvice.

With the challenge to be successful in cultivating crops for
successful entry inta the marketplace, mulitinational agricultural
firms, in general, sre called upon to play an increasing role in
designing such products to meet consumer tastes and desires.
Agricultural firms, in consideration af the perishable nature of the
processas within crap production, have included themselves within
this anslytical process far studying just what tha customer demsnds
might be. In such a dynamic marketplace these firms have to adjust
to new challenges in dealing with praduct freshness, perishable
natura, cansumer demand and marketability cancerns.

For this reason coordinated sirategies are required whera the
international marketplace issues may leverage involvement inta the
product design and development processes. The way that an
agricuitural processing firm has cansulted and used the cansumer
decision-making model as a referanca in detarmining the viability far
design and development of a dried tomato praduct for the
markeiplsce is the subject of this resasrch work. The paper is
structured into 5 sections. Fallowing the Introduction, in Section 2,
an averview of the current situation is given highlighting the need for
coordinated product design and development sirategies. In Saction
3 a focus is placed on the stratagic activities by the firm as it seeks
o imprave its business development processas and ta influence its
successful achievement and aptimal performance in detarmining
consumer demand within the intarnationsl marketplace. Within
Section 4 is presented the structure of 3 consumer behaviar model-
based approach along with a descriptive discourse on its adaptatian
far use by the firm. Finally Section 5 discusses the rationale and
activities in implementing decisions made within the firm's praduct
design and development effarts as a result of its modeling aof
consumer decision making process.

2. CURRENT ENVIRONMENT OF THE AGRICULTURAL FIRM

Agricultural processing aperations are functioning in & business
climate that is highly competitive with all companies increasingly
depending upon efficient and cost effactive processes, from the
design and development of processes aftendant to business
development and marketing through praduction and fransportatian
fa the cansumer. Certain trends in global custamer and market
development will inevitably further influence the most basic
decisions of praducers on what fo grow and how ta package for the
international marketplace (Evans, Moutinho, Van Raaij, 1996).

With the order cycla for products shrinking significantly and more
deliverias of carga being "critical” in terms of perishable nature,
these factars paint ta ane thing: the critical rale of the agricultural

products processar ta arrive at sound and timely decisions far a -

food processas system that will create value-added products and
services.

The agricultural industry is of great commercisi significance ta
Turkey and is a majar contributor o the regianal and national
economy (http:/fwww.die.gowv.ir, hitp:/fwww.dpt.gov.tr,
hitp://iwww.fareigntrde.gov.ir, http:/fito.org.tr, http:/figeme.gav.ir).
Expansion aof this industry is driven by trends and demands
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governed by market forces.

3. EMERGING PRODUCT DESIGN AND DEVELOPMENT
ACTIVITIES OF THE AGRICULUTURAL FIRM

Global commerce has expanded at a double-digit pace in the last
decade with new ftrends in product design and development
strategies and intense pressure of globalisation - all having
aftracted the attention of the agricultural firm operating in the
intemational marketplace.

At the agricultural firm in Turkey, the objectives in product design
and development include:

-Delivery performance in terms of freshness and perishability
factors

-Forecast accuracy and internal analytical capabilities within
the firm

-Production planners with adequate visibility on consumer
needs and desires

-Accuracy of available date being caused by lack of a process
for contributing to effective planning

-Improvements needed in product design and development
processes to support increased brand types and levels and to
meet customer order fulfiiment time for both domestic and
international deliveries

-Goals for the reduction in business development and
marketing costs

-Improvements in forecasting deemed desirable by
management

-Simplification and the integration of effective product design
and development processes

Plans were arrived at for the implementation of a new product
process derived from the result of using a consumer decision-
making model study; as a result of the above-mentioned objectives,
specific improvement proposals were developed to meet the goals:

-To optimise the product design and development process
-To optimise the acceptability by the consumer of the new
product and process

-To optimise finished goods in terms of freshness and non-
perishability standards

-To improve the bases for developing the new processes

-To optimise the firm's coverage in support of all marketing
initiatives

-To optimise coverage in support of all processes materials
-To exercise control (configuration control} over changes to
differing products and sizes in order to minimize spoilage and
outdated, obsolescent materials

-To shorten response time of planning, product design
overview and budget reporting sessions

-To collaborate inventory stocking information with vendors
-To synchronize market entry timing and advertising initiatives
in coordination with area distributors

-To explore alternative and additional processes for
optimization of product deliveries and to minimize response
lead times

-To investigate options planning processes

Resulis of the different initiatives included a greater degree of

responsiveness to be offered to customers - with the realization of
some understanding of what motivates their behaviors in product
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salaction.

Future initiativas will include greater collabarstion with distributars
an forecast stack levels - rasulting from customer acceptance levels
as sales volumes increase. In addition, planning is underway to
expand into additional areas with full consideration far domestic
demand and an anticipatian of grawth in tood processing servicas
that can create added value.

4. UTILIZATION OF MODEL FOR CONSUMER BEHAVIOR
DECISION MAKING - AN ADAPTIVE STUDY IN MARKET
DEVELOPMENT

Globalization has became an imperativa in the management of a
true glabal supply chain, requiring the management of business
pracesses across trading partnars cancentrating on the objective of
meeting consumer demands. The current market environment can
be characterized by the growing emphasis on datermining and
understanding the consumer decision making pracess, given rapid
technological changes and research and product development
goals that affect praduction, sourcing, marketing and distribution
activities (Kedzior, Karcz, 1999).

Consumer pressure for lower prices, canvenience foods, fast foad
and s mare responsive and higher quality service are forcing
retailers, manufacturers and distributors, to achieve higher
efficiencies and improve lead times, making praduct design and
development effectiveness a critical factar in gaining competitive
advantage (Mowen, 1987). Radical changes are being forced on
manufacturers and distributars by this consumer led demand, which
in turn is generating @ need for more dynamic products and
services.

However, as a rasult of rapid technology develapment the trend of
determining consumer behaviar patterns seems ta be replaced by
new applications for studying the forces behind this decision-
making process. We are witnessing the emergence.of mare interest
in this research paradigm model in which product design and
development planners work together with praduction operation
planners tawards @ comman goal and share their respansibilities
with an understanding of the cansumer (Engel, Blackwell, Miniard,
2000).

Management's vision for adapting an analytical decision making
process is supported by various deployment strategies, not the least
of which is the use aof 'instinct and market savvy.' Mare analytically
based and perhaps better realism anchorad processes may come
from the use of a model. The dimensions and approaches to these
challenges will determine success (Engel, ET AL). There are many
market forces that are changing the way companies are anticipating
consumer needs and desires. Increased global camplexity with the
cansolidatian of customar damands all create pressuras an the firm
and represent the challenges far praduct design and development
managers who are charged with adding new processes to the
operatian. As a result, the business planner saeeks a concept of
effectively praducing goods and services in concert with meeting
market demands.

The cancept of consumer behaviar services requires an advanced
planning that puts into place a comman goal to coaordinate
pracesses across diffarant lines of business, with local executian
and local decision-making within the attendant empowerment
execution (Klappich 2004). The concept of a decision-making
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system model for determining consumer behavior has emerged as
a means of dealing with new types of products with an application
of the latest management strategies and technologies to provide an
environment for further rapid development and application of this
tool for correctly gauging the consumer's needs and desires (Engel,
ET AL),

The Turkish company decided to try out the application of such a
consumer decision-making model in hopes of arriving at another
tool or opinion for the likelihood of success in this new business
development initiative. The firm deployed the consumer motivation
and behavior decision-making model for its advanced product
design (dried tomatoes) and afterwards, the development oriented
section of a new business development initiative driven by the
conclusions were arrived at by working with the model. The
objective for the use of the model is that it is based upon the
measure of the consumer's acceptance of new products related to
innovations, like transition/conversion into functional food, with
consideration for the evolving nature of consumer habits (Engel,
Blackwell, and Miniard, 2000). Areas and processes studied are
illustrated in the following graphic Figure 1 of the Consumer
Decision Making Process. Results are noted from the adaptation
and implementation of this modelling system for the dried tomato
agricultural processes firm. Areas identified for special study involve
motivation and the intended uses for the dried tomato product by
the consumer.

THE CONSUWVIER DECISION PROCESS
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Fig. 1. The Consumer Decision Making Process
Source: (Engel, James F. & Blackwell, Roger D. & Miniard, Paul W. 2000}

The input factors within the model are the results of research on;

-Production site requirements and qualifications
-Product design, variations and consideration of development
processes
-Labor and material costs
-Dried packaging processes
-Production and preservation processes
-Crop growing conditions
-Competition analyses
-World producing and consumption areas
-Changing trends of production and consumption rates
-Annual consumer consumption rates
-Climate control considerations for product storage and
transport
-Cost and pricing strategies
-Marketing and business development strategies
-Market demand projections
(Engel, ET AL)
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The firm is lacated in Manisa, Turkey (refer Figure 2) being
geographically lacated in s desirable region favoring tomata crop
davelopment, cultivation and processing activities for the export and
domestic markets.

Fig. 2. Map of Manisa Turkey
Source: hiip://www.geocities.com/ner_sos/anasayfa.htmi#

The infarmatian processing factors within the model are taken from
analyses daaling with:

-Market surveys
-Trade shows
-Advertising media
-Customer interviews
-Memary retention studies
(Berkman, Lindquist, Sirgy, 1996; Engel, ET AL)

The decision pracassing factors include inputs about:

-Buyer psychology

-Behaviorial studies

-Clinical trails

-Canflict resolution scenarios

-Caomparisan, preferences and selection analyses

-Memory recall characteristics and stimuli
(Bazerman, 2001; Engel, ET AL)

Other pracesses with the model include:

-Internal
-Learning
-Parsonality
-Matives
-Emotions

-Extarnal
-Culture
-Subcultural
-Social class
-Refarence graups
-Family

(Cialdini, 2000; Engel, ET AL)

5. IMPLEMENTATION PLAN FOR THE DESIGN OF NEW
PRODUCT DEVELOPMENT

At the firm in Turkey, existing processes were examined to
determine where ta place the emphasis an consumer wants and
desires. Alternative plans were developed far various consumer
groups and differing cultural markets. Pertormancea measurement
pracesses are applied on all dacisions taken with the abjective to
either positively reinforce decisions taken or remedial action to
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dynamic consumer demands and the identification of alternatives in
response to changes of other market conditions. A documentstion
trail of performance criteris for measurement was set up to identify
areas in need of corrections/modifications of processes and
implementation of changes.

The consumer decision-making model displays a pathway for
consideration of the factors that influence decisions for acceptance
or non-scceptance of products based on collsboration with market
suppliers and customers for coordination and benchmarking
methodology using industry news and intelligence, sttendance at
seminars and trade fair observations.

These analytical tools are deployed to critically examine specific
dried tomato product requirements in support of the production plan,
manufacturing processes, feasibility plans for all changes, facility
layout optimization, work simplification, standardization, material
flow, movement and handling, and traffic patterns production flow
processes. With planning participants, an integrated product design
and development plan through the production phases is prepsred
for all processes, sllowing the worker to do the job.

The adapted model system being studied here provides reliable,
effective, efficient, and fully integrated product design and
development that will best meet the needs of customers st
continuously improving levels of service and at a cost which
supports the goals of the agricultural firm.

The purpose of this methodology is to illustrate how planning
managers and consultants may apply the use of a model like that
used herein, that of the Consumer Decision Process. The model
may assist during the product design and development stages with
insights about the psychology underlying customer decision-making
and insight and may permit such insight to be incorporated within
their business and marketing strategies (Engei, ET AL).

Such use of the model may sllow the agricultural business
development manager to acquire knowledge of the many factors
that influence - often without their swareness - how customers and
consumers make decisions. Often this involves such faciors as the
effects of memory on decision-making, principles of influence,
effects on choice, influence of emotion and affect, customer self-
control, investment psychology and such. Results of the consumer
decision-making process and the model itself have been made a
part of the firm’s new business plan.

6. SUMMARY AND CONCLUSIONS

A firm's plans for determining the most effective processes in
product design and development cannot be considered in isolation,
but should be integrated into an accepted model for determining
customer decision making leading to new busiress development
initiatives {Lasher, 1994). There should be synergy between new
business planner and production operations personnel. Long-term
plarning for meeting customer demands and market development
should run parallel to the plans of the firm (Russo and Schoemaker,
2001).

Competitiveness is 8 key aspect that influences any country’s place
in global markets. To compete successfully for business in domestic
and international markets, product design and development teams
must have the ability to react swiftly to changing consumer and
market conditions (Bernstein, 1998). Examples drawn from the
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empirical data of an agricultural processing firm in Turkey have
baen studied. The results of the model serve another tool in the
business plan to support the firm's decisions and subsequent new
business strategies and tactics. it is suggested that agricultural
industry strategic planning professionals can utilize the essence of
a consumer behavior decision-making model, like the one utilized
here to study consumer behaviors and motivations within the
organization as part of their new business development initiatives
and simultaneously add value to their firm product or service design
and development offerings.

The madelling system for the agricultural firm offers a number of
advantages. Primary among them is the potential to reduce an
arganization's overall business development and new marketing
costs by obtaining an improved return on development activities.
With continued pressure to reduce costs, the strategically-oriented
business development manager must seek out and embrace new
ways that will help in reaching new markets. Carefully conceived
and studiously applied analyses using consumer behavior decision-
making processes can help maintain efficiencies and competitive
advantages and ensure that the organization's activities are future-
directed. The modelling system approach to the new business
development challengas of agricuitural firms may hold significant
potential for creative new market development efforts in many
situations; as a direct result, planning managers may someday have
the abilities to add significant improvement to the agricultural firm's
competitive advantage within the global marketplace.

It is well established that successful marketing and business
strategies depend on a thorough understanding of how customers
make decisions. Howevaer, traditional models of customer decision-
making, especially so-callad normative or rational models have
serious limitations. Rather than making decisions in the manner
postulated by these models, customers often use a.variaty of rules
and processes that lead to (sometimes counterintuitive) decision
. behavior. For instance, customers have an exaggerated tendency
to selact compromise or middle options when making choices.
Customers are also easily seduced by features of a product that
seem to differentiate it from other products, even when these
features in fact add no value. Seamingly "“irrational" customer
decision phenomena such as these abound.

Similar findings from research in customer decision-making have
powerful business implications. Marketing and business
development planners interested in developing marketing and
business strategies based on cutting-edge research in the
behavioral science may want to apply such a model. The
researchers conclude that investigating how the use of such a
model may be leveraged within the product design and
development phasas may contribute to more successful product
with the attendant marketing and business strategies; the
agricultural firm may benefit from using this model and it can be a
significant source of competitive advantage.
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ABSTRACT

Because of globalization effects an the textile sectar, lagistics support services has
become an important factor as retailers attempt to take on the campetition via the
supply chain. A review of hoth the academic and businass-orientad literature reveals
that there s & growing awareness of lagistics services cantributions within the textile
firm's operations. These firns are meeting the competition head-an and want to
make use af the technclogies and methadologies of lagistics services that are
available. Givan increasing pressures froem their customers, hoth the textile and
garment apparel supplier firms and logistics planners are striving to be crestive and
find new ways to achieve their gaals.

In additian to using examples drawn fram the trade press, the researchers conductad
twa primary research surveys of representstives, one survey - at recent textile
business sympasium sessions in Cesme, Turkey, and the ather survey - at recent
lagistics trade sessions st the Aegean Free Zone, in Gaziemir, Turkey.

A study of the textila firms’ needs and demands for services as campared ta thase
services now being performed by lagistics companies suggest strategic planners can
utilize certain strategies and tactics to contain costs and simultanesusly add value to
their custamers and to their companies offerings. As there are virtually no articles nor
hooks specifically addrassing the textile and garment apparel firms' attempts to use
strategic sllisnces and agreements in contracting for services provided by the
logistics company, this resaarch work explores the firm's sttempts to gain competitive
advantage in global business.

Keywards: Fashion Logistics, Refail Services, Supply Chain, Compelitive Advantage,
Garmeant Apparel, Textile Logistics.

1. INTRODUCTION

Within the textile and garment apparel sectors, suparmarkets,
fashion outlets and verfically integrated retsilers are achieving
growth and market share objectives. Supply chain capabilities and
shaorter lead times are the reason for this success; logistics services
have become the discriminator for fashion retailers that set the pace
of the competition. Retailars will search for those logistics services
providers capable of achieving improvements to their supply chains;
there are opportunities for logistics service providers to significantly
contribute to the quality and performance of their own supply
cheins. Logistics providers are beginning to target this business.

For upscale and specialist fashion retailers, extremely short lead
times have hecome critical. As emphasis is placed on thase new
lead times and pre-emption of onas' compefitors to be first to
introduce and exhibit "the latest,”" wholesalers and retailars seak
partners that wilt help them. As a result, these business entities
have stepped up their outsourced spend on logistics services at a
pace not seen in this industry sectar.

The researchers seek to explore the growing recognition,
acceptonce, adaptation and deployment in an organization's
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operations those logistics services and processes that can be the
focus for achieving improvement. Thus, a basic purpose of this
analysis is to explore the use of logistics services - specifically those
being provided today in the agricultural-based materials within the
textiles and fashion apparel indusiries - as a tool for measurement
and as a sirategy to the traditional methods of improving operational
efficiencies, eliminating wastes and cutting costs within the firm's
processes. With this knowledge of the 'right thing' to do, planners
will need to take an sggressive and proactive posture in rooting out
wastes and inefficiencies by using the creative methodologies of
contemporary logistics services and techniques to find the firm's
areas for improvement. Supply chains, in principle, exist
everywhere as corporations provide services, products, equipment
and informeation flows [Stevens, 1984).

2. PROVIDING LOGISTICS SERVICES TO FIRMS IN THE
TEXTILE AND GARMENT APPAREL INDUSTRY - NEW TRENDS
AND SERVICES

The researchers examined empirical trade industry data. Analysis of
the data illustrstes how logistics service providers can meet the
demand by customers and how they can be used as g means to
improve competitive advaniage. This work examines the use of
such services by the agricultural product based firm's attempts to
improve its textile production operation.

Certsin trends are noteworthy; they include:
-desire for quicker response times and strategies
-an internationalization of logistics practices
~contract logistics
-careful attention being paid o the lead-time gap
-importance of agility
-temperature-conirolled supply chains
-impact of lead time reductions on manufactured inventory
stocking leveis
-greater colisboration between members in the supply chain
-use of radio frequency identification (RFID) cards for tagging
of garments
-emergence of the role of "mass customization”, ie., the
production of custom-made, high-quality, clothing
competitively priced with rapid delivery
-increasing use of air freight for the garment industry, though
not necessarily only for the textites industry
-bypassing of distribution centers in the garment industry
-more shipping to the ultimate customer's door
-certain specifically created logistics services being designed
for the special group of clients

Some of these logistics services that have been especislly
developed for the client include such value-added services as:

-garment-on-hangar/move on hangar, special containers - at
origin, door-to-door service for shipping semples

follow-up orders

-exhibition items and small quantity fashion shipments boxed

-air cargo priority to high fashion

-special confainers to move garments on hangars

-Pick & Pack warehousing services

-infermediste storage

-versatile re-conditioning services in order to appear attractive
and ssleable to the retsiler, hand pressing, repair by sewing,
siain removal, packaging, hanging of garments, labeling,
sorting, etc.; specially equipped modern transport vehicles to
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carry special products

-offsite store management services

-pre-retailing services (such as price-tagging for certain
selected currencies, like Euros, efc.)

-All Risk insurance coverage

-monitoring of shipments through multifaceted information
systems

-forwarding and EDP services including customs clearance;
customs warehousing; surface consolidation services
-expedited airfreight transits ‘

-multiple vendeor pick-ups

-several trailer releases weekly

-team service

-sort & segregation

-airfreight departures nightly

-purchase order (PO) verification at point of dispatch

-route planning and aperation

-paris sequencing

-dedicated deliver

-inbeund and eutbound shipment

-information management for reverse logistics

-data retrieval on past and current shipments

-quick response service to include store floor replenishment
and timely transit of goods to each retailer

2.1. Methodologies of the Primary Surveys
2.1.1. Pre-testing of the surveys

The survey instruments were pre-tested to determine clarity,
meaning accuracy, and appropriateness using vocabulary within the
trade industry. Several versions were created and then tested again
to eliminate any ambiguities and confusion.

2.1.2. SPS510.0

SPSS 10.0 is used as a too! for the analysis and statistics tool for
the metholody of the survey. Other programs such as COPSS and
ANOVA can also be used for these methods and analysis.

3. PRIMARY RESEARCH SURVEYS

To support this work, the researchers conducted two primary
research surveys of representatives, one survey - at the recent
textile and garment apparel business symposium sessions in
Cesme attended by trade industry representatives, and the other
survey - at recent Logistics Business Days trade sessions at the
Aegean Free Zone, Gaziemir - lzmir attended by logistics services
providers, as well as, an analysis from a study of empirical data
collected from trade journals and media. A study of the textile and
appare! firms' needs and demands for services as well as those
services now being performed by logistics companies in Turkey
suggests strategic planning professionals can utilize certain
strategies and tactics to contain costs and simultanecusly add value
to their customers and their companies offerings. The surveys were
made to -determine the level of awareness, needs and demands,
past experience and attitudes of textile and garment apparel firms
in regards to logistics services providers and services being offered
to their customers.

Results from the primary research surveys are examined to search
the supply chains, for discrepancies and to make comparisons
between logistics services being offered and those demanded by
the textile sector. :
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3.1. Survey of Textile and Garment Apparel Firms at Business
Symposium Held in Cesme - lzmir To Determine Needs,
Awareness, Experience and Attitudes about Logistics Services

Business representatives attending the Cesme business
symposium were from companies using the various agricultural-
based fabrics and materials as: cotton, silk, wool, knitted fabric,
denim, leather and synthetic; the compaosition is reflected in Table 1.

Table 1. Firms at Symposium Using Various Agricultural-based Materials

I\I!I{aligrti)zl Con?pt;t'lies Percent Valid Percent Cllg’r::jc:::lltve
Cofton 9 17,3 17.3 17.3
Silk 7 i3.5 13,5 30,8
Wool 13 250 25,0 55,8
Knitting 4 7.7 7,7 63,5
Leather 7 13,5 13.5 76,9
Synthetic 6 1.5 11,5 88,5
Denim 6 11,5 11,5 100,0
[Total 52 100,0 100,0

Respondents to the survey of textile business representatives
aftending trade sessions were asked to rank the services in
importance:

-International & domestic cargo handling & distribution

services

-International & domestic shipping services

-Alr, land & sea transport services

-Reverse logistics

-Customs clearance

~-Packaging

-Order processing & administrative management

-Bar-code and labeling

-Warehouse computer system

. -Bonded warehousing

The respondents also cited services listed in the survey that are
offered by logistics service praviders but are not needed in their
operations:

-Warehouse & inventory/stock management services

-Bonded Warehausing

-Procurement of materials snd componenis

-Returns management

-Vendor managed inventories {VMI)

-Cross-dacking stations/depaots

-ERP (enterprise resources planning) system

-Free zane services

-Product re-configuration services {ironing, hangars, repairs,

cleaning, tagging)

-Security scanning

These responses may change as the full impact of wanting fo
interface with the new EU guidelines and addition to European
market supply chains develap further.

3.1.1. The Cesme Survey

The atiendees responding fo the written survey indicated a relative
consistency of opinions of services desired and being fulfilled.
Responses are illustrated by percentages through the use of bar
charts in Figure 1; actual responses in quantities are illustrated in
Table 2.
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OUTSOURCED LOGISTICS SERVICES IN TEXTILE AND APPAREL SECTOR

=
o

Percent
(= ) W H O (=] ~ =)

Responses in Percentages (%)

Table 2. Logistics Service Types - Responses (frequencies) are illustrated in actual

quantities

Frequency Percent Valid Percent Cl;z::::;’:e
Warehouse
Distribution 1 A 4 4
Systems
Bonded
Warehouse 1 4 4 8
Services
Raw Material and
iCompanent 12 47 47 5,5
Procuring
Damestic Cargo 17 6.6 66 121
Services ' ! )
Internatianal
Cargo Services 22 8,6 88 20,7
Domestic
Transport Air 18 6,3 6,3 27,0
Domestic
Transport Land 22 8.6 8.6 35,56
Domestic
iTransport Sea 17 6.6 6,6 422
|nternational
Transport Air 21 8.2 8,2 50,4
International
ITranspon Land 21 8.2 8.2 58,8
International
Transport Sea 19 7.4 74 66,0
Specialized 14 55 55 115
containers ' , .
Warehouse
Computer 2 ,8 8 723
System
Bar-Code
labeling, labeling,
dispatch to store, 10 3.9 3.9 76,2
returns co
Reverse logistics 16 6.3 63 624
services : f )
Customs 21 8.2 8.2 008
klearance
Order pracessing 12 47 a7 953
land management ! ) )
Packing 12 47 4,7 100,0
Total 256 100,0 100,0 100,0
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Other services were not mentioned as being needed or desirable,
such as Vendor managed inventory, Inventory management
system, Depots used as "cross-docking stations”, ERP (enterprise
resource planning) system, SAP control systems, Import clearance,
Security scanners, Trade in Free Trade Zone and Product
reconfiguration services by the textile and apparel firms. One may
conclude that these activities may be not applicable or are being
done by the companies themselves.

3.1.2. Findings

The highly used services of the textile and garment appare! industry
as logistics service providers are: Internstional cargo services,
Domestic cargo services, Domestic air transportation, Domestic
land transportation, Domestic sea transportation, International air
transpertation, International land transportation, Internstional sea
transportation, Reverse Logistics services and Cusioms clearance.
The logistics service providers should pay attention on this side and
try to improve service focusing on these topics. To provide other
topics to become high appreciated logistics service providers
should improve their:

-Customer response on time
-Flexibility

-Agility

-Quality

-Information Systems
-Service concept and scope

3.2. Survey of Logistics Firms at Sessions Held at the Aegean
Free Zone in Gaziemir, lzmir, to Defermine the Nature of Textile
and Garment Apparel Logistics Services in Turkey

In addition to commenting on past experiences and on familiarity
with the logistics services concepts and on the awareness of such
quality improvement processes in Turkey, the logistics firms
attending the Free Zone sessions were asked 1o designate, from a
listing of services, a ranking of the ten {10) most important services
that their logistics company/organization offers. They were invited to
identify any additional services not listed in the survey.

3.2.1. The Esbasg Survey
In the evaluation part the first question of the ranking of the
important service that the logistics providers give to their customers
are examined as from 1, highest priority to the 5, lowest priority.
The answered services from the logistics providers are:

-Textiles and garment apparel shipments

-Domestic distribuiion

-Air freight

-Impert clearance

-Bonded warehouse & Re-Export Zone services

Firstly, as the analysis of the frequency table shows:
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Table 3. Statistics .

. Bonded
e f) Gamment Domestel s g | 752, warohus

fnswered 29 14 fte 13 12 14
Not answered 0 15 13 16 17 15
Mean 15,00 2,00 [,00 5,00 4,00 3,00
- Errorof 1,58 00 oo | 00 00 00
Median 15,00 2,00 1,00 5,00 4,00 3,00
Mode 1 2 1 5 4 3
Std. Deviation 8,51 ,00 ,00 ,00 ,00 ,00
Variance 72,50 ,00 ,00 ,00 .00 ,00

- [Range 28 0 0 0 0 0
Minimum 1 2 1 5 4 3
Maximum 29 2 1 5 4 3
Sum 435 28 16 65 48 42

An observation from the data in this table is that domestic
distribution if the most preferred service offered by the logistics
service providers; the value is 16 as an answered stiendee number
out of 29,

The numbers in bold represent the answered and not answered by |

the sttendee, as well as the mean and median. Median and mean
numbers indicate the priority numbers (1 to 5). The services
highlighted below in Table 4 are: garment shipment, domestic
distribution, sir freight, import clesrance and bonded warehouse
service and are prioritized according to the responses.

Table 4. Frequency tables

Garment ship. Domestic dist.

Frequency|Percent Frequency|Percent
Near Highest
IAnswered | highest 14 48,3 | |Answered Hiorit 16 55,2
priority P ¥
Not Not
snswered System 15 51,7 answered System 13 44,8
Total 29 100,0 | [Total 29 100,0
Air freight Bonded warehouse ser.
Frequency|Percent Frequency|Percent
Lowest Normal
Answered priority 13 44,8 | lAnswered priority 14 48,3
Not Not :
lanswered System 16 55,2 lanswered System 15 51,7
Total 29 100,0 | [Total 29 100,0

Import clearance

Frequency|Percent
Near
Answered | lowest 12 414
priority
Not
answered System 17 58,6
Total 29 100,0

As it is seen from the frequency tables, the most preferred service
offered from the logistics service providers is domestic distribution
with 55.2%; this service is followed by garment shipments and
bonded warehouse & free trade zone services with 48.3% (both two
are the same), air freight with 44.8% and the least percentage
owned by the service of import clearance with 41.4%.
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4. DISCUSSION OF THE RESPONSES AND FINDINGS FROM
THE PRIMARY SURVEYS
4.1. Survey of Textile and Garment Apparel Firms (at Cesme)

With 29 out of _52_ (a 56 % retum) responding to this survey, all
indicated that they had knowledge of or otherwise were involved in
forms of logistics services and most of these were or had been
engaged in these services activities within the recent past. Notably
saveral respondents made reference o on-going and beneficial
arrangementis with other cost cutting activities.

As a resulf, a conclusion may be drawn which suggests the logistics
services being offered may have applications in these two areas:
(2.) with that already established business in need of gaining 8 more
competitive advantage for its operations, and (b.) with the smaller
and newer company charged with new operational challenges
seeking information about which logistics services may be needed
to determine advantages to its business operations.

The services demanded by texiile and garment/appareal customers
at the Cesme sessions include:

-international warehouse distribution services
-specialized container usage

-packaging

-bar-code labeling - control of the apparel error
-order processing and management, cargo services
~domestic cargo services, domestic air transportation
~domestic land iransportation

-domestic sea transportation

-international air transportation

-international land transportation

-international sea transportation

-revarse logistics services

-customs clearance are mostly demanded from the fextile
-apparel industry companies

4.2. Survey of Logistics Firms Offering Fashion Logistics
Services io Textile and Garmeni Apparel Indusiry (ai the
ESBAS sessions)

With 29 out of _50 (a 58 % return) responding to this survey, all
indicated that they had knowledge of or otherwise were involved in
forms of logistics services and most of these were or had been
engaged in these services activities within the recent past.
Specifically, when asked fo rank the impertance of various logistics
services to their customers, the first and highest priority was for
"faster delivery and shorter transii times". The second highest
ranked service drew more varied responses, with 30% citing
"inventory management services", 30% citing "availability of air
freight/air cargo shipping”, and 30% rasponding "other" - the latter
priority factors were generally indicated to be "price and cargo
freight charges” and "shipping status information”.

When asked to rank their customer business types by importance,
40% of the respondents cited the first most important customers
were the multinational fextile manufacturers; second were the
garment/clothes manufacturers, selected by 50% of the
respondents; a disiant third ranking held by a small number of
respondents (10%} included an array of customers within various
sectors, as those in retail food/beverage, textiles and
garment/clothes moanufacturers, and electrical appliances
producers.
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These companies also ranked in order the fashion logistics services
that are most important, i.e.,

-International disfribution

-Shipment of garments

-Store delivery services

-Warehousing

-Domestic distribution

-Warehouse management technical systems
-Vendor management inventories
-Bar-code labeling

-Reverse logistics services

-Returns logistics

-Custom clearance and security scanning
-Multi-femperature storage

-Order processing assistance

Interestingly for the time being, there were no indications of any
importance being placed on such services as:

-Warehouse management sysiems

-Compuier systems/enterprise resources program (ERP)
-\endor-managed inventories

-Computer on-line receiving

-Value-added services, like price tagging - clean / repair /
press / iron garments, etc.

-Refrigerated warehouse section

-Re-labeling

-Primary collection of goods from the factory and lafer,
secondary deliveries fo retail outlets/direct customers

The services offered by logistics companies are

-domesitic distribution,

-garment shipments,

-bonded warehouse & free frade zone service,
-air freight

-the import clearance.

In comparison of these supply & demand values, of significant note
is that the services of

-import clearance,
-air freight
-domestic distribution are both demanded and supplied.

As a result, one may conclude that the supply chain and economies
of scale are efficiently operating in these three areas.

However, the other services demanded are not being recognized
by the logistics service providers and are not being provided /
supplied efficiently nor effectively.

This span of services arranged by outsourcing may change at some
point depending upon pressures brought by growing involvement
within European Union supply chains. Those responding to the
survey did reveal a great impartance being placed on logistics
services being offered to the fexfile and fashion apparel industry
reflecting some of the trends and some indications of the new
developing services noted earlier in this report.

Those logistics services being offered will benefii (8.) those slready
established logistics businesses in need of gaining 2 more
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competitive advantage for their operations, and (b.) with the smaller
and newer logistics companies charged with new operational
challenges by seeking information about which fashion logistics
services may be needed to determine advantages to their
operations.

5. SUMMARY AND CONCLUSIONS

Examples drawn from the trade and industry press involving the
study of empirical daia from the texiile and garment apparel industry
and from the primary research surveys of both the leading textile
and garment appare! firms in this industry as well as from the
logistics services providers invalved in meeting their customers'
demands, suggesis there is a growing awareness and appreciation
of what the global markets will demand of these players in Turkey.
Adaptations to this awareness are growing in the intemational
global arena, yet many firms have not attempted to utilize this
innovative approach to logistics activities in support of their
customers' production, manufacturing and business support
services (like warehousing, etc), while at the same time seriously
giving thought to outsourcing alternatives.

QOutsourcing offers a number of advantages. Primary among them is
the potential to reduce a firm's overall costs by obtaining an
impraved return on aperations. With continued pressure to reduce
costs, strategically oriented planning managers must seek out and
embrace new sirategies and tactics that will help in achieving
needed reductions. [n addition, the impact of these straiegies can
significantly impact activities of other functional areas of the firm. A
carefully conceived and cross-functionally infegrated logistics
services plan can help maintain efficiencies and competitive
advaniages and ensure that the firm's acitivities are future-directed.

REFERENCES

Batiou, Ronald H. Business Legistics Management, 4th edition. Upper Saddle River,
NJ: Prentice Hall, 1998,

Stavens, G. C. (1989), "Integraticn of The Supply Chain,” internatienal Jeurnal of
Physical Distribution and Logistics Management, 19:3-8.

Womack, James P. (2004). "A Century of Lean Thinking", 10th Annual Lean
Manufacturing Cenference, University of Michigan, May.

WEBSITES

http:/fwww._aircargoworld .com/features/1004_3.htm

www.cim1.org Caouncii of Logistics Management

www joc.com Journal of Cemmerce Magazine
hitp:/Awww.jehnnurminen.com/fgarment/

www.kewill.com Kew ill Shipping System

http://legistics.about.com Abaut transportation and logistics
http:/fiwww.pacific-logistics.com/fashion-retail.html
hitp:/iwww.lotal-logistics.co.uk/cgi-bin/ofigo.plicase/show_case.him?uid=76

www.trafiicworld.com Trafiic World Magazine

310


http://www.aircargov/orld.com/features/1004_3.htm
http://wvinw.clm1.org
http://www.joc.com
http://www.johnnurminen.com/garment/
http://kewill.com
http://logislics.about.com
http://www.pacific-logistics.com/fashion-retail.html
http://www.total-logistics.co.uk/cgi-bin/of/go.pl/case/show_case.htm7u
http://www.trafficworld.com

MEASURING THE EFFECTIVENESS OF
CHANGES TO THE LOGISTICS OPERATION
IN SUPPORT OF THE AGRICULTURAL FIRM'S
PRODUCTS AND SERVICES - USING THE LEAN
PROCESS OF "MAPPING” TO MEASURE
PERFORMANCE AND CREATE VALUE
WITHIN THE SUPPLY CHAIN

Istvan KEREPESZKI
lzmir University of Economics - Turkey
istvan.kerepeszki@ieu.edu.tr

Frank BATES

lzmir University of Economics - Turkey
frank.bates@ieu.edu.tr

Tolga UYSAL

lzmir University of Economics - Turkey

ABSTRACT

An emerging frend to create value in the transaction of global business has brought
claims of significant costs savings and increased logistics operational efficiancies
gained through the use of lean processes - the cornerstone of total quality
management {TQM). The study examines a primary research survey and empirical
data from a multinational agriculiural processing firm's use of the lean process tool
of 'mapping' to demonstrate awareness and applications. Logistics warehousing
planners tasked to teke an aggressive and proactive posture in rooting out wastes
and inefficiencies may want to consider lean process techniques by which to
increase competitive advantage of the firm within the supply chain.

Kaywords: TQM, Lean Processes, Agriculture, WMS, Material Handling,
Warehousing.

1. INTRODUCTION

In periods of great economic stress, lean processes make
advances, as witnessed by the activities from Toyots Motor
Company in the 1950s, when they were forced to reduce their work
force by 25% permanently and adopt their Toyots Production
System throughout the company. Later as a result of the 1973 oil
crises, the Japanese were forced to incorporate lean principles
countrywide. With the recession of 1981-1982 when Toyots had its
first entry into the U.S., American car companies began to look

- seriously ot this new emphasis on lean processes [Jones, 1990].
The greatest advance for adaptation of lesn came in the recession
of 1991-1992 when there was wide acceptance by the aerospace
industry, European motor industry and genersl manufacturing in
many places [San Filippo, 2002].

With the globai development of the supply chain has come the well-
known phenomenon of lean processes when used in defining
effectiveness and in achieving competitive advantage in the supply
chain development process [Kemp, 2001]. An emerging trend in
supplier-customer relations is the attempt to add value within the
supply chain as a means to transact business on a global basis.
Lean processes industry and educational groups have written of
estimates of significant costs savings and incressed operational
efficiencies gained through the use of lean processes. International
forums, workshops and seminars are conducted at growing
frequencies to spread the word. While much has been written about
global business attempts at improving supply chain networks in both
business magazines and academic journals, articles and books
specifically addressing the issues involved in the logistics
warehouse planners attempt to enhance the agricultural processing
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firm’s competilive advantage within supply chains are virtually
nonexistent in Turkey.

As a result, the researchers seek to explore the growing
recognition, acceptance, adaptation and deployment in an
organization's opersations of lean processes - the cornerstone of
total quality management (TQM). Thus, a basic purpose of this
analysis is to explore the use of lean processes -specifically
mapping- as a tool for measurement and as a strategy to the
traditional methods of improving operational efficiencies, eliminating
wastes and cutling costs within the firm's agricultural processes,

For this to occur, planners need to take an aggressive and proactive
posture in rooting out wastes and inefficiencies by using the creative
lean methodology of mapping techniques to find the firm's areas for
improvement. Once the organizational processes are defined and
mapped, management of the function over a period of time will
result in savings and greater efficiencies. Supply chains, in
principle, exist everywhere as corporations provide services,
products, equipment and information flows [Stevens, 1989,

A mapping of the processes within the supply chain is used to
search for inefficiencies, to assist in decision-making support
systems, to identify areas negatively impacting caosts and schedules
and to illustrate relationships between the chain's members and the
effects of logistics warehouse and distribution decisions on the
agricultural processes.

The final step of mapping is to create and implement a plan for
achieving the future state. Value stream mapping helps create a
vision of a leaner future state by which all of the lean activities are
deployed. Various improvements can be identified which involve
moving operations closer together to facilitate the efficiency of
communications. Once the wastes in the steps are eliminated,
barriers are eliminated, thereby allowing a product -or service-
oriented organization that will reduce lead times; this is improving
the Material Flow process [Womack, 2004].

The resulting culture change benefits plant operations by increasing
efficiencies, creating more useful space, improving the flow of work
and material, optimizing the frequency of cargo pickup, storage and
dispensing. Achieving the future state -also known as 'perfection’- is
the process for TQM, made possible by adaptation to lean
processes [Marchwinski, 2003].

2. PRIMARY RESEARCH SURVEYS TO DETERMINE LEAN
AWARENESS, EXPERIENCE, ATTITUDES

To support this work, the researchers conducted a primary research
(non-scientific) survey of business representatives that attended
recent business sessions held at the Aegean Free Zone in Gaziemir
- lzmir, Turkey. The survey was conducted among the attendees at
the "Yalin Uretim Zirvesi 2004, Lean Processes and Continuous
improvement in Manufacturing Operations,” in February, 2004. The
survey was made to determine the level of awareness, past
experience and attitudes of lean processes within business
operations.

From the small number of firms responding to the survey, the
respondents (professionals and managers of Turkish companies
attending 'the lean processes sessions including interested local
business representatives from such sectors as: medical,
manufacturing, cosmetics, automotive, banking, construction,
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government municipality departmentst officials and staff) do deploy
lean processes in Turkey. Although the lean processes approach is
widely popular, with firms in attendance indicating some awareness
of the processes, none reported on the resulis of their efforts.

In addition to commenting on past lean processes experiences and
on familiarity with the lean manufscturing concepts and on
awareness of such quality improvement processes in Turkey, the
participants of the sessions were asked if their
company/organization used lean or confinuous improvement
processes in the following functions:

-Transportation / Shipping

-Customer / Warranty Services

-Hazardous / Toxic Materials Handling / Disposal
-Logistics Communications & Information Technology
~Warehousing / Storage

-Procurement / Purchasing

-Customer Services

-Material Handling / Packaging

-Handling / Re-cycling of Returned or Out-Dated Goods
-Security

-Environmental Controls

-Manufacturing / Production

-Inspection / Quality Assurance / Quality Conirol
-Equipment Calibration

-Marketing/Business Development

-Water services

3. RESPONSES AND FINDINGS

With 12 out of 60 (& 20% return) responding fo this non-scientific
survey, all indicated that they had knowledge of or otherwise were
invalved in forms of lean processes and most of these were or had
been engaged in lean processes activities within the recent past.
Most significantly, all either agreed or are unsure or are neuiral
about the lean processes having a posifive or favorable role in their
business activity (this high volume of non-negafive responses may
reflect the perception of the need to improve efficiencies and solve
waste problems and of the need for greater efficiencies in their
operations). None of the attendees cited any disagreement for the
inclusion of the lean processes in their business activifies; they
explained the rationale of already having cost cutting familiarity and
some lean processes experience for some of the listed services.
Not any of the meefing attendees had moderste or strong
disagreement on the place for lean processes in the business
operation (this volume of responses reflecting relative agreement
for a role of lean processes in the business operations may be
explasined by the nsture of the economic times wherein there is
rising pressure fo attain levels of conformance standards within the
Europesn Union entrance criteria in relation to Turkey's candidacy
for membership}.

Those reporting existing and past involvement with such lean
processes report worthwhile business experiences and satisfaction
in their deslings - however not necessarily for those services
suggesied in the survey. Notably several respondents made
reference to on-going and beneficial arrangements with other cost
cutting acfivities. ,

Most interestingly is the relatively low response rate of 20% (12 out

of 60 firms attending sessions) - this was not considered a scientific
survey. In keeping with a natural tendency not to reveal corporate
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performance data or criteria to outsiders, the data received from the
survey is considered statistically invalid; as a result detsiled
analyses and illustrations are not included in the report. Never the
less, the attendance does reveasl a great importance being placed
on lean processes for the primary processes of production,
manufacturing, inspection and warehouse functions.

As 3 result, a conclusion may he drawn which suggests lean
processes may have applications in the two areas: (a) with those
already established businesses in need of gaining a maore
competitive advantage for its manufacturing and logistics
operations, and (b) with the smaller and newer companies charged
with new operational challenges by which more knowledge about
lean processes may be needed to determine advantages to their
total business (both primary and support processes) operations.

4. ILLUSTRATION OF AN AGRICULTURAL PROCESSING
FIRM'S UNDERTAKING OF THE LEAN PROCESS OF
"MAPPING" BY THE LOGISTICS WAREHOUSE ORGANIZATION

The researchers engaged in the collection of empirical data from
that of -a global multinational entity's agricultural processing
business unit in Turkey - desling in local and imported agricultural
based products, later undergeing local manufacturing processes;
the firm, known here as Company X, will remsin anonymous for
purposes of this study. Examination and analysis of the data
ilustrates how lean processes can be incorporated into the logistics
warehouse operational activilies of firms and how they can be used
as a means to improve competitive advantage. This work examines
the use of lean processes by a firm's own attempts to improve its
operation.

The experience of Company X provides a useful illustration of how
lean processes applications within the organization can be used /
deployed. Specifically, the following example focuses on the firm's
use of mapping current and future states. While the agricultural
processes of cargo handling, storage racks and dispensing are
examined, the readily available "lean" application of the mapping
methodology will alse work for analyzing most agriculiural
production areas - such as bulk pressing for ocils and juices,
cleaning, spraying, drying, fertilizing and other such process
activities. '

A typical problem faced by many large firms is that of declining
efficiencies, increasing costs and waste levels, schedule slippages
and such problems. One siternative to remedy the situstion is 1o cut
right away headcount levels, marketing and promotional
expenditures, freeze hiring plans and eliminate supervisory levels.
Sometimes this can work only on a short-term basis, with the
undetlying inefficiencies remaining within the firm, unresolved.
Another way is to deploy siudies to adapt lean processes to the
operation. This is how Company X of Turkey has set about their
tasks af improving their operation.

5. THE ROLE OF THE LEAN VALUE SYSTEM

What should be the role and ‘expectations of the lean processes
manager with respect to the firm's efforts to improve its logistics
warehouse operation? Getting started and making the most of lean
process opporiunities requires a fearning process that suggests
starting the learning process prior to the need by getting acquasinted
with the lean principals in several lean organizations
(benchmarking) and study studies. There is a need to work closely
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with the major contributors, i.e., the workers, on the adaptations to

lean processes in the firm's environment.

The new initiative at Company X began with a re-organization and
management changes, with special emphasis on leadership within
a new Strategic Planning Operations Department. The previous
organization had the functions of Engineering, Manufacturing
Services, Production, Industrial Engineering, Operations Planning &
Analysis and Continuous Improvement reporting to a vice president
level. The new Strategic Planning Operations section now has the
" functions of Operations Planning & Analysis, Industrial Engineering
and Continuous Improvement. The change reflects management
emphasis on prioritizing the planning and analytical processes into
all operations for maeximum effect and for performance
measurement and appraisal.

The methodology deployed by the firm involved the theme of
"Strategic Positioning,” by which to preserve what is distinctive
about the company's operations - its core of excellence. The self-
analysis was to identify the firm's unique capabilities and all
associated activities in support of the operation, thereby creating
fit" for synergy of all operations; trade-offs and alternatives were
identified for management consideration.

The self-analysis led to defining those activities being performed
that were different from the compefition. Customers' needs and
accessibility were matched to the firm's activities. The resulting
creation of fit set the goals for achieving competitive advantage in
the global marketplace. QOrganizational goals have long-term
horizons, and continuous improvement processes provided
opportunities for growth and performance measurement. A roadmap
has been designed in concert with the Mission Statement in
acknowledgement of changing trends and modifications of
strategies. Current individual group objectives were reviewed,
validated, integrated amongst all other groups and prioritized in
concert with the firm's mission statement. An action plan was laid
out with performance time frame schedules and designated
assignments.

6. CURRENT STATE MAPPING

The current state mapping (refer to Figure 1 - Current State of the
Agricultural Warehouse Utilization Improvement Study) shows how
production volume requirements drive logistics warehouse actions.
In this specific case, the current state shows how material is stored
with attendant flows located in the production area; the stock is
uniquely stored as buffer stock within the conditioning process.
Headcounts in the varying operations are based on and driven by
production volume levels. Bottlenecks exist in machines directly
supporting production processes and material flow and handling
functions. Decisions for new machine acquisitions, identification
and utilization of wark sites, machine layout planning, material flow
routings are mandated downward from the home corparate office fo
the firm's operations involving processes and workers.

The extent of such logistics warehousing activities, such as material
flows and handling, production area cleaning and maintenance,
storage, warehouse material handling, mechanized material
issuance and distribution are determined and illustrated in the
mapping graphic. In-house salaried headcount perform periodic
maintenance upkeep, emergency repairs and production equipment
operating rates and machine setups. The improvement study also
facilitates planning for the outsourcing of certain segments of the
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operation, i.e., material handling, equipment maintenance and
calibration; it also assists in the decision-making processes for
equipment make or buy decisions.

-3‘“ J £ =

I E—— T
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Figure 1. Current State of the Agricultural Warehouse Utilization Improvement Study
(Single Deep Back to Back Racking for Buffer Stock)

Decisions for outsourcing are evaluated by supervisory level of the
related operation and process. Production levels and activities, for
example, processes dealing directly with plant facility services,
workshops, water and waste water handling, are driven by
marketing forecasts by the firm's technical staff. The production plan
is prepared in accordance from forecasts of sales, siock and
shipment requirements in consideration of in-house resources and
change requests. Changes in production levels of certain product
brands affect other product brand production levels. Production
planning is prepared at intervals of weekly, monthly and annually.
Bottleneck analyses are performed on an "as required" basis.
Material/inventory stock spoilage affects return on  equity
verformance, Production machine maintenance schedules are
fixed.

The work improvement suggestion system collects inputs into
manual database for supervisory evaluations, testing and
implementation activities. The warehousing function is covered in
this feedback system of performance measurement and appraisal.
Rewards and recognition ceremonies are conducted. Other
systems are set up fo c¢ollect inputs, based on continuous
improvement teams, ISO 9000 Correciive Action Requests,
analytical trouble shooting teams and by departmental improvement
activities on the shop floor.

Support of marketing and sales promotional initiatives is provided
without due regard to work simplification, effective and optimal
usage of inventory stock, machine production and attendant
material flow and handling processes - all place undue burden on
the existing production plan which drives logistics warehousing
activities in suppert of production levels.

Supply chain management directives related to source selection
and purchase commitments come from corporate office downward
to each strategic business-operating unii. For instance, the routing
of agriculture-based local and impeorted materials, for production
requirements, travel from Brazil 1o Antwerp o Turkey - resulting in
inefficient transport, material flow and handling processes.

The palletization system (invelving full pallets) creates confusion

and additional handling processes, resuliing in wasted materials,
added handling costs, flow inefficiencies, schedule delays and extra
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work time within processes for access to distributors. Existing
warehouse capability in Turkey is inadequate and inefficient to meet
requirement ot new integrated production plan. The Current State
graphic in Figure 1 illustrates what is o be modified as a result of
the Implementation Plan detailed below.

7. IMPLEMENTATION PLAN TO ACHIEVE FUTURE STATE

Existing processes are examined to determine where wastes can
be eliminated and efficiencies can be created. Alternative plans are
developed for acquisition, set up and integration into rew
processes. Pertormance measurement processes are applied on all
equipment with headcount correlations with each process and
activity. Analysis and identification of alternatives takes place for
changes to equipments, headcount levels, and suppliers to achieve
the Future State. A documentation trail of performance criteria tor
measurement is set up to identify areas in need of
corrections/modifications of processes and implementation of
changes.

Decision suppott systems are comprised of mathematical modeling
and simulation, cataloguing, internet based collaboration with
materials suppliers and with customers using intranet utilities for
coordination and benchmarking methodology using industry news
and intelligence, attendance at seminars and trade fair
observations.

These analytical tools are deployed to critically examine specific
material requirementis in support of the production plan,
manufacturing processes, feasibility plans for all changes, facility
layout optimization, work simplification, standardization, material
flow, movement and handling, traffic patterns production flow
processes. With planning participants, an integrated production
plan is prepared for all production processes, allowing the worker to
input the processes, the time spans for uptime and downtimes and
material handling and movement and storage.
Headcount/manpower planning is coordinated to optimize uptime
and production machine capabilities, limitations and to maintain
optimal levels of warehouse inventory stock. The collective impact
and effects of projected production level changes to all product
brands are to be analyzed during the planning of production. All
suggested changes for the redesign of processes would take into
consideration the minimization of brand change. Processes in
support of marketing and ssales promofionsl activities will be
coordinated within the integrated production plan.

A new suggestion system is prepsared involving a pre-evalustion by
direct supervisor of employee submitting the idea, then evaluation
by specific work shop floor teams, which assign an alphabetic grade
award, thereby simplifying the process and shortening the review
and recognition cycle.

Production machine maintenance schedules will be developed to
minimize down times, using in-house system methodology that
provides for the Maintenance and Calibration Work Program that
pricritizes checks in accordance with latest equipment and
production standards and needed manpower levels tor specitically
designated work maintenance teams. All work will be in accordance
with machine operation compliance standards and current and
tuture production targets.

The strategic business-operating unit - based on results and
experiences, drives supply chain management activities (this
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represenis a significant change to more involve the local business
unit, in place of these levels of decisions being mandated from the
head office in another country). Performance measurement and
appraisals will be conducted using an Integrated Business Modeling
& Design system. Studies are initiated to expand existing
warehouse capability in Turkey in order fo meet requirements of the
new integraied production plan by initiating a warehouse utilization
and material flow improvement study.

8. FUTURE STATE MAPPING

Areas and processes to be modified are illustraied in a future state
graphic, Figure 2 - Future Stete of the Agricultural Warehouse
Uiilization Improvement Study, dencting results from the changes
made to the material storage section within the production area -
specifically for material being used as buffer stock within the
conditioning process. Areas identified for changes involve
specialization, work simplification, standardizstion, woark layout
improvements, and the transfer of work, workforce to suppliers, to
competitors and to customers, as applicable.

Purchasing supports the outsourcing decisions by engaging in
source qualification, contracting activities, transportation,
warehousing and other logistics processes and activities. This
mapping graphic demonsirates ’the future state' 1o be sttained in
support of the Implemeniation Plan cited above.

ALL;

Figure 2. Future State of the Agricultural Warehouse Utilization Improvement Study
(Double Deep Back Racking for Buffer Stock) .

The routing of materials storage and flow is simplified for production
travel direct from Brazil to Turkey - to improve and simplify transport
and warehouse handling processes. This involves consideration for
and examination of different routing possibilities, a new warehouse
design and more effective usage of existing storage facilities and
material handling equipment. The palletizstion system has been
revised to incorporaie mixed pallets for access to distributors, which
will minimize confusion, handling processes, wasted materials,
handling costs, Inefficiencies in purchasing and supply
management, schedule delays and work times. The strategic
management function, at the local straiegic business-operating unit,
will incorporate decision support systems that will be locally
available for applications in real time analyses, updates, revisions,
database maintenance and upkeep.

9. SUMMARY AND CONCLUSIONS

Examples drawn from the trade and industry press and from the
primary research survey, the study of empirical daia from the multi-
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national agricultural processing firm in Turkey and from the lean
processes involved in developing the improvement actions for the
logistics warehouse organization have been studied. It is suggested
that industry strategic planning professionals can utilize lean
processes within the organization, as part of their cost containment
initiatives and simultaneously add value to their companies’ product
or service offerings - and ultimately to the firm's competitive
advantage.

It should be emphasized that lean processes - particularly the
mapping of processes of the current stata and that of the desired
future state, can be an extremely beneficial alternative methods of
operational planning for the logistics warehouse organization.
Adaptations to lean processes in the organization are growing in the
international giobal arena, yet many agricultural firms have not
attempted to utilize this innovative approach to the operational
activities of production, manufacturing and business support
services (like warehousing), while at the same time seriously giving
thought to outsourcing slternatives.

Lean processes offer a number of advantages. Primary among
them is the potential to reduce a firm’s overall costs by obtaining an
improved return on operations. With continued pressure to raduce
costs, the strategically oriented planning managers must seek out
and embrace new lean tools and processes that will help in
achieving the needed reductions. In addition, the impact of lean
processes, such as mapping of agricultural processes can
significantly impact the activities of other functional areas of the
firm. For example, multi-national sites for material sources and for
production processing offen creates problems when cost cutting
goals become the major program emphasizad. A carefully
conceived and cross-functionally integrated lean process plan can
help maintain efficiencies and competitive advantages and ensure
that the agricultural firm's activities are future-directed.

While the various approaches to lean processes activities do not
represent & panacea for the problems of material and logistics
managers, thay do hold significant potential for creative corporate
problem solving in many situstions. Planning managers who have
not examined these approaches may be over looking opportunities
to add significant improvement to their agricultural firm's level of
competitive advantage.
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ABSTRACT

With tremendous cultural and marketing pressures acting upon the farm producer,
there is the need to develop the rationale for investing in the cultivation of crops and
the need te minimize the risk of loss of oppertunity that may arrive at harvest time
when there may not exist a market for readily perishable fruits and vegetables. The
unknown factor of uncertain markets and trendy consumer habits - some trading
heslth for the convenience of fast foods traits - held by many of today's consumers
can negatively impact some of the various other value improvement processes
brought about by many handlers and distributors aleng the way to the fast food,
convenience and health conscious food buyer markets. How 1o anticipate the
worthwhile nature and the likelihood for success of Turkey's efforts to create value-
added processes and services associated with erganicslly-farmed (OF) crops - the
subject of this research work - is not widely appreciated nor understoed by many.

To meet customer market potentials for the organic crop, the researchers have
examined the critical factors / problems to be solved in achieving competitive
advantage in the glebal marketplace for organically grown food crops. Given the
pressures to be creative and find new ways i¢ achieve the nation's export goals, the
researchers conducted both a primary research survey through personal interviews
with a multinational organic agricultural farm c¢rop association representing crop
growers and processors, with an expert possessing ‘corporate memory' on the
intreduction of OF and its subsegquent stage of develocpment we see ioday, as well
3s, an analysis of related empirical data collected from trade media about organic
farm crop development and processing pregrams for both domestic production and
export activities.

A review of both the academic and business-oriented literature reveals that there is
a growing recognition, acceptance and deployment of certain precesses in organic
agricultural operations; these activities include designing changes inie the processes
and into the marketing efforts that deal with custormer attitudes and preferences -
such as health, ecclegical and envirenmental concerns. It is suggested that
agricultural crop planners dealing in organic farming in Turkey can utilize certain
analytical processes, such as "benchmarking” - 8 component closely aligned with
Total Quality Management (TQM), to demcnsirate the advantages of organic
agricultural farming to contain new product and processes development costs and
simultaneously add value to their product or service offerings - in essence those
products that are part of their country's natural resources base.

Keywords: Agricultural Crops, Benchmarking, Soil Conservation, Ecological
Problems, Organic Farming, Environmental Measures.

1. INTRODUCTION

Crganic farm agriculture is a crop production system that promotes
environmentally, ecologically, socially and economically sound
cultivation of food and fibers, and excludes the use of synthetically
compounded fertilizers, pesticides, growth regulators, livestock feed
and additives and genetically modified organisms. Utilizing both
traditional and scientific knowledge, organic agricultural systems
rely on practices that promote and enhance biocdiversity, biological
cycles and soil biclogical activity. It is based on minimal involvement
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of off-farm inputs and on management practices that restore,
maintain or enhance ecological harmony. The purpose of organic
farm agriculture is to optimize the health and productivity of
interdependent communities of soil life, plants, animals and people.
Organic farm agriculture is based on generally accepted principles
which are the bases for social, economic, geo-climatic and cultural
contexts (www.ifoam.org). .

Organic farming is a production system which avoids or largely
excludes the use of synthetically compounded fertilizers, pesticides,
growth regulstors and livestock feed additives. To the maximum
extent feasible, arganic farming systems rely on crop rotations, crop
residues, animal manures, legumes, green manures, off-farm
organic wastes, and aspects of biclogical pest control to maintain
soil productivity and tilth (tillable cropland), to supply plant nutrients
and to control insects, weeds and other pests. It should be
emphasized that the organic label certifies that a product has been
produced in a particular way; it is not a guarantee that it has certain
desirable qualities. In other words, organic standards are based on
the method of production, not on the characteristics of the finished
product. Yields from orgsnic farms are generally lower than from
conventional farms. The question of yields is explored more fully in
paragrsph 57, but as a rough guide, which takes no account of
gifferences between sectors, organic yields are on average around
60-70% of conventional yields (Organic Farming and the European
Union, 1999).

Organic agriculture in Turkey began in 1984-1985 to meet the
demand of a few European countries. During this period traditional
exported products were primarily dried figs and raisins. Beginning in
the 90s, exports were few in number with exporters working with
agencies representing foreign firms.

lzmir and the Aegean region have an important place in OF
agriculture in Turkey. The first orgsnic farming activities began in
lzmir -Aegean Ares, started by the Rapunzel Company of Germany.
As a result, most organic / ecological processing institutions in 1zmir
have responsibilities for issues desling with controls and
certifications; most of the products are exported from the Port of
lzmir. Figure 1 offers a portrayal of the significance of the Aegean
area on organic farming.
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Figure 1. Portrayal of Organic Farm Activity in Turkey
(Source: Website: hitp://www.rapunzel.com.tr/ifetisiming.htm)

Adventageé to the OF sactor of Turkey include:
-Chemical and synthetic chemicals are only rarely used in

Turkey, so the shift from traditional to organic agriculture has
gone without major adjustments
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-Organic agriculture provides savings from non-use of
chemical feriilizers, pesticides, and energy inputs

-Exported organic products, on average, cost 10-20% mota
than traditional food products resulting in a higher added value
in the crops for export

The production of dried produce in Turkey includes figs, raisins,
hazelnuts and apricots. The volume of processed organic products
in Turkey has increased in recent years. Worldwide, the volume in
dollars and tonnage is approaching that of othet export categories,
such as furniture, cosmetics, shampaoo, fishery and wool materials.
According to data from the Ministry of Agriculture, there are 7,364
producers, performing processing activities on areas totaling 22,771
hectares by 829 enterprises. 98% of organic products produced in
Turkey are being exported. Germany receives 60% of the Turkish
organic producis exported; the balance is exported to the U.S. and
other European caouniries. Annual export revenue is approximately
USD$ 100 million.

It is estimated that the waorld market for organic farm products is
about US$16 billion; annually the average market increase is 25%;
some couniries are experiencing a growth rate of 40%. In 120
countries (Australia, Argentine and ltaly are the top 3), organic
farming occupies a total composite area of 17 million hectares.
Organically grown food products account for just 3% of the warld
agriculiure. The number is expected reach 20% in 2010 by some
accounts. For the time being, only 1.8% of food businesses sall
organic products.

Trade magazines and industry news accounts indicate that
European agricultural groups are increasing their efforts to make
agricultural invesiments in Turkey, while taking steps to switch their
invesiments from Spain and Africa - perhaps in response to the long
term prospecis for entry inio the EU. Trade news media report that
these foreign invesiors are planning to cultivate organic fruits and
vegetables in the Aegean Region, organically dried beans in the
Middle Anatolia regions and fodder silage in the East Anaiolia
region. Some interests are being shown in support of organic fish
production projects sponsored by the Ministry of Agriculture. With
the advent of such efforts in the agricultural sector, the agricultural
and marine farm producers are engaged in fitting into the supply
chain to service the growing mass market demand far organically
grown and processed food products {(www.turkishdailynews.com:;
www.ifoam.org).

With the likelihood of progress being made by Turkey to enter the
European Union (EU) in the coming period, there is increasing
speculation about what the agricultural contribution will be from this
addition to the European membership
{hitp://www.turkishdailynews.com/FrTDN/latest/dom.htm#d3). For
this speculation of the increasing importance of Turkey's
coniribution to materialize, planners need to take an aggressive and
proactive posture in roofing out problems using creative analytical
methodologies and fechniques to find the areas for improvement.
Once the processes are defined and undersiood, management and
oversight of this activity, over a period of time, will result in savings
and greater efficiencies. Supply chains, in principle, exist
everywhere as corporations provide services, products, equipment
and information flows (Stevens, 1989).

With the foday's global challenges influencing all aspects of the

supply chain network, business planners have been working to
understand the tie-in between their own organization's goals and
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objectives with that of Totsl Quality Managament (TQM) and its
concepts. This interest has not escaped the attention of the
agricultural sector. The process of 'benchmarking' has received
some degree of recognition in these effarts due ta the rational
pracess inherant in the use of this TQM tool.

A benchmarking of the processes within the organic agricultural
farm sector parmits a search far inefficiencies and problem solving,
while contributing to decision-making support systems; the results
can assist in identifying areas negatively impacting quality, costs
and schedules objectives and in illustrating relstionships betweean
the supply chain's members for improvements. Ultimsately, the
objective af benchmarking is to prave that impravements in current
processes and activities have been achieved.

The resulting changes can benefit agricultural operations by
increasing efficiencies, improving the quslity and creating added
value while increasing the flaw of materials. Achieving these
impravements in arganic agricultural farming is the pracess for
TAQM, made possible by adaptation ta such evaluatian and
improvement processes [Marchwinski, 2003].

As a rasult, the researchers seek to explare and evaluate the
applicability of a 'fit' of generslly accepted criteria dealing with
prablem salving and resolution into this analysis of the
‘benchmarking’ of Turkey's standing and activities within organic
farming, in consideration of its growing recagnition, acceptance,
adaptation and deployment of OF activitias far the glabal
marketplace.

2, PRIMARY RESEARCH SURVEY - THROUGH PERSONAL
INTERVIEWS - TO DETERMINE AWARENESS, EXPERIENCE,
ATTITUDES TOWARD EVALUATION OF BENCHMARKING
CRITERIA

To support this wark, the researchers conducted personsl
interviews with arganic agricuitural farm representatives working in
lzmir, Turkey. The non-scientific survey was conducted amang
thase directly involved in pragrams to imprave quality and crop
yields in various areas, in accordance with international standards
of organically grown produce. The survey was made to determine
the level of awaranass, past experience and attitudes of the TQM's
benchmarking processes within business operatians.

From thaose responding to the oral survey through persanal
intarviaws, the respondents do not deplay benchmarking pracessas
in Turkey. Although the benchmarking processes approach is widely
papular, nane of those being interviewed reparted any significant
experience or efforts made within this area of TQM.

In addition to cammenting an the awareness of certain quality
improverment processes in Turkey, the participants at the interview
sessions were asked if their organization/assaciation used any
benchmarking evaluation or continuous improvement processes in
the following functians:

-New arganic crop sowing and harvesting processes
-Chemical fertilizers and insecticide spraying alternatives
-Praductivity yields and praductian levels related to arganic
processes

-Access to new markets

~-Environmental controls

-Soil treatment and preservations measures
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-Irrigation techniques and waier resources
-Crop menagement and rotstion

-Government subsidies and incentives
-Supply chain awareness

-Market forces

-Strategic allisnces and partnerships
-Technology transfers

-Inspection / quality assurance / quality conirol
-Land and conservaiion praciices

-Impact of long term climate changes

While there sppeared to be some genersl awareness of
developments in these areas during the interviews, no connection
with TOM or benchmarking was formed st the time of the
discussions.

3. INTERVIEW RESPONSES AND FINDINGS

With two agricultural representatives responding during the
interviews, none indicated that they knew of or were invoived in any
forms of benchmarking processes;, none had been engaged in
benchmarking processes activities within the recent past.

Most significantly, sll either agreed or sre unsure or sre neutrsl
sbout the benchmarking processes having s positive or favorable
role in their business activity. (This high volume of non-negative
responses may reflect the perception of the need 1o improve
efficiencies and solve waste problems and of the need for greater
efficiencies in their operations.} None of the indusiry
representatives cited any disagreement for the inclusion of the
benchmarking processes in their agricultural business activities;
they explained the rationale of already having technical evaluations
and improvement in processes but not necessarily with any of the
listed functions. Not any of the meeting sttendees had moderate or
strong disagreement on the place for benchmarking processes
within the organic farming business opersation. (This volume of
responses reflecting relative agteement for a role of benchmarking
processes in their organic farming operstions may be explained by
the nsiure of the increasing pressures to atisin levels of
conformance standards within the European Union entrance critetia
in relation to Turkey's candidacy for membership.)

As a3 result, 3 non-scientific conclusion may be drawn which
suggests benchmarking processes may have applications in those
already engaged in organic farming processes, and who are in need
of evsluating improvements in their OF operation to prove that
these improvements actually have been achieved.

4. USING THE TQM PROCESS OF "BENCHMARKING" FOR
ORGANIC FARMING

In addition o the interviews, the researchers engsged in the
collection of empitical data pertaining to that of 3 company engaged
in organic agriculiural processes in Turkey, Germany's Rapunzel
Compaeny in lzmir. The company deals in focal and imported organic
based products. Examination and analysis of the dsta illustrates
how benchmarking processes can be incorporated into problem
solving activities and how they can be used as a means to apply
towsrd the evaluation of Turkey's fit and activities in this sector.

A typical problem faced by many companies is that of being able {0

document thaet control measures and processes implemented to
improve the quslity of their operation and to solve problems have
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been successful. One alternative to achieve some visibility is by
adapiing benchmarking processes to the operstion. This is how
those organic farming representatives in the Aegean area may set
about their tasks at improving their operation. This analysis provides
a useful illustration of how benchmarking processes applications
may be used / deployed. Specifically, the following example focuses
on the sector's use of benchmarking for evaluating and
documenting the status of problems and barriers to Turkey’s organic
farming acfivities.

5. THE ROLE OF THE BENCHMARKING EVALUATION
PROCESS

What should be the role and expectations of the organic farm
planner with respect fo their efforts to evaluate and prove that
achievements for improvement did occur? Getting started and
making the most of benchmarking process opportunities requires a
learning process that suggests starting the [earning process prior fo
the need by getting acquainted with the principals in the organic
farm organization (benchmarking) and with existing research
studies. There is a need to work closely with the planners and the
workers, on the adaptations fo benchmarking processes in the
organic farm’s environment.

This new initiafive may begin with an examination of the current
processes which, in and of itself, may lead to improvements. Soon
it may be reslized that this process can lead to accelerstion for
change; it may be a way io further develop an organic farming
program within a dynamic and constanily changing environment.
During this process, the planners may introduce themselves to
ways fo improve their program, by looking outside, to other such
programs. As a result, they may feel they are able to avoid the
uncertainty of new experimentstions in areas, as yet untested by
them; why make expenditures and invest time and money on
problems to be solved when someone else may have achieved
success in that area already and oftentimes better, faster and
cheaper? Ultimately, the objective of benchmarking is to poriray that
improvements in current processes and activities have been
achieved (Waterfield, 2003).

6. BENCHMARKING - A KEY ELEMENT WITHIN TQM

Benchmarking refers to a process wherein an entity (organization,
company or couniry) seeks to compare its own processes and
products to those of the best in the world; afterwards it must then try
fo achieve the same level or consider not continuing. With these
changes, the entity must seek to engage its workforce to
continuously improve to maintain a leadership position (Waterfield).
With this undersianding of the nature of benchmarking, the
methodology deployed by the researchers involves the analyses of
dats (criteria and factors) taken from the website: www.ifoam.org,
(Information Federation of Organic Agriculiure Movements -
IFOAM), wherein some 24 factors and criteria - each with various
sub-groupings - are listed each bringing with it definition of
problems, solutions, and a grade evaluation as fo the relevance to
an EU database. The researchers assigned values to thase same
classifications in terms of the degree of relevance, i.e., "3" for 'high
relevance, "2" for certain / moderate relevance, and "1" for
conditional relevance depending on circumstances. In an effort to
manage the analytical comparisons, the 24 faciors / criteria were
consclidated down fo four (4) major groupings / rows being
impacted by the organic farm agricultural sector as follows:
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-Cultural / Social Health Weil-being
-Environment

-Farm Producers’ Operational Efficiencies
-Market Demands and Economic Forces

Each of these major groupings were then assigned a weighied
composite value by which to compare similarly grouped and
consolidated benchmarking criteria for analyzing Turkey's unique
problem areas with attendant solutions within the organic farming
sector. The researchers determined weighted composite values in
each grouping - the values coming from an assignment of the
values of 1, 2, or 3 {o coincide with the X?, (X}, AND X relevancy
designations, respectively, in the [FOAM website provided table.

In this analysis, specific areas are codified as problems to be
solved. This is followed by the solutions and remedial / positive
measures to be taken. Factors denoting relevance to the norm (as
presented in the JFOAM guidelines) are compared io factor
relevancy arrived at by the researchers through interviews with the
German Rapunzel Company in [zmir, with interviews with other
industry trade experts and analyses of industry sector data and the
trade media. The benchmarking study (shown in Table 1) posits
those factors that form the benchmarking process of TQM in this
report.

For example, to avoid having to deal with the IFOAM grouping of 24
factors, further broken down in another 75 sub-groupings within the
IFOAM guidelines, the factors considered within the benchmarking
process of TQM are consolidated into four major categories to
assist in clarity and brevity, each with sub-groupings totaling 34:

-"Cultural/Social_Health Well-Being" (pesticides-3, antibiotics-
3, pollution-3, genetically modified organisms (GMO)-3,
degree of awareness of bio-diversity-3, urban migration-2, re-
vitalization values-1, food supply and social health-3)
-"Environment and Ecology” (pesticides-3, agrochemicals-3,
pollution-3, degree of bio-diversity-3, deforestation-1, forestry
replenishment-3, soil degradation-3 and erosion-3)

-"Farm Producers’ Operational Efficiencies” (soil condition-3,
biological controls-3, green revolution-3, low profits-1, value
added activities-3, market-oriented production-3, low cost
production labor and resources-3, use of natural resources-3,
recycling-3, crop nuirients

and production cycles-3, small farmer survivors-1)

-"Market Demands and Economic Forces” {foreign exchange-
1, currency markets-1, import / export valuations-1,
environmenial ceriifications-3, market information-3, creation
of value for achieving competitive advantage-3)
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Table 1. Factors Considered Within the Benchmarking Process of TQM

{Source data taken from Gunnar Tundgren,

www.ifoam.ort)

IFOAM President/Sweden,

Problems te be solved - Solutions / Positive Relevance of organic
Metric measures agriculture
3= high relevance
2= certain relevance
1= relevance depending on
conditions
EU Turkey
E:Sll-;(s:; eo; chemical 3 2.4
No use of antibictics 3 2
No pollution 3 2.2
No ngetically modified 3 15
organisms {GMO)
Cultural / Social Health [Degree of awareness of 3 15
Well-Being bio-diversity
lUrban migration 2 25
Re-vitalization values 1 2
Food supply concerns 3 1.5
Social health cancerns 3 2
\Average weighted values 2.63 1.92
No use of pesticides 3 2
Mo use of agrochemicals 3 2
Pollution 3 25
Degree of bicdiversity 3 1.5
Environment and Deforestation 1 1.5
Ecology Support for forestry 3 18
replenishment :
Soil degradstion 5 3
lawareness
Erosion of soils 3 26
IAverage weighted values 2,75 26
Soil condition 3 3
Biclogical controls 3 25
Green revelution 3 2
Low profits 1 25
Value added activities 3 2
. Market-oriented production 3 2.2
OpeFr::irgnF;rlogfoliz?éﬁcies :ﬁgﬁ;ﬂuﬁ?dlon Isbor 3 3
Use of natural resources 3 25
Recycling 3 1.5
Crop nqlrients and 5 3
production cycles
ISmall farmer survivors 1 3
lAverage weighted values 2.64 247
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Foreign exchange 1 3

Currency markets 1 3

Import / export valuations 1 3
Market Demands and |[Environment certifications 3 3

Economic Forces

Market information 3 2.4

Creation of value for

achieving competitive 3 1.5

advantage

Average weighted values 2.00 2.65

7. EVALUATION OF BENCHMARKS ESTABLISHED AND
FINDINGS REACHED

In looking at the comparative values in an effort ta address and
explain deviations and differences ta the 'norm’ of the EU relevancy
factors/criteria, we can arrive at certain observations:

Within the first segment of "Cultural/Social Health Well-Being,” it is
reasonable to expect differences of the relavancy of the factar
criterion between the EU and that of Turkey. One explanation is the
perceptions and the levels of consciousness between the
population entities. Comparing the first grouping, ie., that of
‘cultural health and well-being,' the differences are clearly indicated
and paint to the greater awareness and appreciation far the non-use
of chemicals by the EU versus that by Turkey, the latter assigning
only 'average impartance'. With the lower scoring by Turkey in
cancern for a better enviranment and healthful well-being - as
compared ta the EU at large - thera may be an indication that there
is not yet a grand appreciation by its citizenry in this area. This may
give an indication that the current leval of interest in the
develapment, growth and general acceptability of OF in Turkey may
hinder greater achievements in the reversal of urban migration,
given that one third of the papulation work in the agricultural sector.
Howevar there is evidence that there may be a growing
appreciation for healthier food and environment, as reflected in the
camparative values.

Within the second. segment of "Environment and Ecalogy,” the focus
s on the well-being of the general public (municipalities,
arganizations for the public gaod and such) rather only that of
individual {family unit and such) as indicated within the first
segment. Once again the average weighted value falls balow that of
the EU with similar cbservations and findings.

Within the third segment of "Farm Producers' Operational
Efficiencies,” the observatians may appear to ba mare promising. In
consideratioan of healthy profit grawth and low cost af factors of
production, Turkey seems to be on a course to achieve world class
status as indicated by the comparison between the EU and Turkey.
Further substantiating the findings in the above illustrated
benchmarking table are the interviews with industry and academic
experts in the field. In this segment, Turkey seems closely in
synchronization with that of the EU. The data suggests that the
Turkey's smalil farmer (SME's) may gain more than that of the
European Union.

Finally within the fourth segment, "Market Demands and Economic
Farces," not surprisingly, there is the anticipaied evidence of the
anomaly of different economic fartunes that have developed over
the years far the two entities. This shows the clear differences in
attention being played on the relevancy of the attendant factors - the
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EU with a readily exchangeable and internationally traded foreign
currency, infrestructures slready in place for certifications of
marketable goods and services, and the intense attention being
placed upon the creation of value between and amongst the
elements of supply chains.

8. SUMMARY AND CONCLUSIONS

As the result of the benchmarking analysis of the previous section,
it appears that there is an overall favorable rating for Turkey; the
ratings pertaining to their awareness gives indication of the
favorable pre-dispaosition by Turkey toward a 'bias for action' to
identify problems, seek paositive solutions and to prioritize their
activities in concert with that of the IFOAM guidelines.

Examples drawn from the trade and industry press and from the
interviews conducted as the primary research survey and from the
study of empirical data from the multi-nationai corporation in Turkey
have been studied. It is suggested that OF industry strategic
planning professionals can utilize benchmarking processes within
the organization, as part of their evsluation and attempts for
changes made to prove that improvements have been achieved, so
as to illustrate thet efforts to improve their farm's product or service
offerings have added to the firm's competitive advantage.

It should be emphasized that TQM processes - particularly that of
the benchmarking of processes - can be an extremely beneficial
alternative methodology for planning within the OF operation.
Opportunities and adaptations for benchmarking processes in the
agricultural sectors are growing in the international global arens, yet
many firms have not attempted to utilize this innavative approach to
their efforts at impraving their contributions within the supply chain.

Benchmarking processes offer a number of advantages. As a key
tool of TQM, it sllows us to avoid the uncertainty of new
experimentations in prablem areas, as yet untested by others; why
make expenditures and invest time and money on problems io be
solved when someone else may have achieved success in that
areas already and oftentimes through better, faster and cheaper
solutions and approaches? With TQM we are able to continuously
improve the processes and benchmarking gives us @ tool to
measure Turkey's status and activities in the organic farming sector.

With continued pressure to implement changes for improved
operstions, the strategicslly oriented planning managers must seek
out and emhrace new tools and processes that will help in achieving
their goals and objectives. While the various approaches such TQM
processes activities, such as benchmarking, do not represent the
ultimate solution to the problems of OF planners, they may institt
significant potential for crestive problem solving in many situations.
Agricultural planning managers who have not examined this
approach may be over looking an opportunity to add to their firm’s
level of competitive advantage.
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ABSTRACT

A nation's ability to produce agricuitural goods and services for the intemational
marketplace has long served as the measure of its natural, technical and human
resources bases. With the importance of meeting agricultural and farm commodity
goals has come the recognition for development of the supply chain network to
define effectiveness and to achieve compelitive advantage through total quality
management (TQM). A review of both the academic and business-oriented literature
reveals that there is a growing recognition, acceptence snd deployment of Jean
processes, as the basis for TQM, in the firm's operations.

Given increasing pressures to contain costs, agricultural management and planning
personnel need to be creative and find new ways to achieve their goals. In addition
to using examples drawn from the trade press, the researchers conducted both a
primary research survey through personal Interviews ot Turkish agricuitural growers
and business representatives, as well as an analysis ot relsted empirical data
collected from a large multinstionsl sgricullural processing firm engaged in crop
development, hybrid programs, demestic production and export activities in Turkey.

With the deployment of the lean process of "mapping” on a hybrid corn seed
program, it is suggested that agricultural crop planners can utilize lean processes to
contain costs and simultaneously add value to their product or service offerings to the
international farm products and commaodilies that are products of their country's
natura) resources base.

While much has been written about giobal business atiempts at improving supply
chains in both business magazines and academic journals, -articles and books
specifically addressing the agriculiural processing firm's atiempts to use the lean
process of mapping for measuring the performance and effectiveness of hybrid seed
programs are virtually nonexistent in the country of Turkey. Thus a basic purpose of
this resesrch work is to explore the firm's' allempts to improve operstional
efficiencies, eliminate wastes and cut costs. However for this to occur, planners may
want to consider the use of the creative methodology of mapping {o gsin competitive
advantage in global business.

Keywords: Agriculturs! Program, Lean Processes, Mapping, Competitive Adventage,
Hybrid Seed Programs, Supply Chain. '

1. INTRODUCTION

With each passing day, civilization is threatened by global warming,
air and water pollution, unplanned urbanization, technological
wastes - all caused by excessiveness and without regard to
environmental consequences; all are formidable and hazardous
behavioral factors to our survival.
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It has become increasingly difficult to feed and care for the rapidly
growing world population despite the quantities of lands available
for cultivation and various governmental regulations aimed at land
stewardship and well-meant sgricultural improvement initistives.
With the inadequacy of the volume of agricultural produce, the
quality of the produce is also questionable. It's a fact that in the next
century, in addition to the shortages in energy sources, nourishment
of people and animals will be & big problem (U.S. Grains Council,
2001}.

World governments and agricultural suthorities charged with the
responsibilities must take remedial measures in order that they do
not lose their seif-sufficiency thereby forcing them to import much of
their foods. Within most countries the national agricultural industries
producing wheat and corn are at the fop of the list in nourishing both
human and livestock populations. Never-the-less, we are having
difficulty in serving our needs even though these two crops are
cultiveted as primary and secondary crops in ecologically suitable
areas. This research work has as its objective to illuminate the
options for developing @ particular type of fodder crop for fowl
production in Turkey that will best suit the needs of planners for the
most efficient and productive deveiopment of the natural resources
within the country.

2. PRIMARY RESEARCH SURVEY TO DETERMINE LEAN
AWARENESS, EXPERIENCE, ATTITUDES

To support this work, the researchers conducted personal
interviews with agricultural business representatives working in
lzmir, Turkey (Levy, 2004). The non-scientific survey was conducted
among those directly involved in an agriculturs! hybrid seed
program to improve quality and crop yields in various areas. The
survey was made to determine the level of swareness, past
experience and attitudes of lean processes within business
operations.

From those responding to the oral survey through personal
interviews, the respondents (agricultural professionals and
managers) do not depioy lean processes in Turkey. Although the
lean processes approoch is widely popular, none reported any
significant experience or efforts made within this area of quality
management (Levy).

fn addition to commenting on awareness of certain quality
improvement processes in Turkey, the participants at the interview
sessions were asked if their company/orgenization used lean or
continuous improvement processes (specifically, mapping) in the
following functions:

-New hybrid crop design and development
-Productivity yields and produciion levels
-Access to new markets

-Environmental controls

-Crop management and rotation
-Government subsidies and incentives
-Supply chain awareness

-Market forces

-Strategic alliances and partnerships
-Technology transfers

-Farm manufacturing / production
-Inspection / quality assurance / quality control
-Land and conservation practices
-Irfigation services and water resources
-Impact of long term climate changes
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3. INTERVIEW RESPONSES AND FINDINGS

With 4 agricultural represaentativas rasponding during the
infarviews, none indicated that they had knowledge of nor otherwisa
were involvad in any forms of lean processas; none had been
engaged in lean processes activities within the recent past.

Most significantly, all either agreed or are unsure or are neuiral
about the lean procasseas having a positive or favorable role in their
businass activity. (This high volume aof non-negative responses may
reflact the perception of the need fo improve efficiancies and solve
waste problems and of tha nead for greater efficiencies in their
operafions.} None of fhe industry represantatives cited any
disagreement for the inclusion of the lean procasses in their
agricultural businass activities; they explainad the rationale of
slready having cost cutting familiarity but not with any of the listed
services. Nof any of the maating attendaes had moderate or strong
disagreement on the place for lean processes in tha business
operation. (This volume of rasponsas reflacting relative agreement
for a role of i@an processes in the business oparations may be
axplainad by tha natura of the economic times wherein there is
rising pressure to attain levels of canformance standards within the
European Union entrance critaria in relation to Turkey's candidacy
for membership).

As a result, a non-scientific conclusion may be drawn which
suggests lean processaes may have applications in two agricultural
areas: (a.) with those already astablished businasses in need of
gaining a mora competitive advantage for its manufacturing and
logistics operations, and (b.} with tha smaller and newar companias
charged with new operational chaliangas by which more knowledge
aboui lean processes may be needed to defermina advaniages o
thair business operations.

4, ILLUSTRATION OF AN AGRICULTURAL PROCESSING
FIRM'S UNDERTAKING OF THE LEAN PROCESS OF
"MAPPING" BY THE LOGISTICS WAREHOUSE ORGANIZATION

The researchers engaged in the collection of empirical data from
that of a global multinational entity's agricultural procassing
husiness unit in Turkey - dealing in locally produced and imported
agriculiural-based hybrid seed products, later undergoing local
manufacturing processes; by the firm is idantified as Ayber
Tohumculuk Ltd. S$ti of Manisa, Turkey; within this research report,
hanceaforth, tha company will be refarrad to as the "Ayber Seed
Company”. Examination and analysis of the data illustrates how
lean processes can be incorporated into the agricultural famming
activities of firms and how theay can ba usad as a means to improve
competitive advantage. This work examines the use of lean
processes by a firm's own attempts to improve its operation.

The empirical data reflects a review from participants in the
planning process for including the HOC corn production into the
company's operafion.

In Turkey, corn is in a different situsation from that of whaat; every
year Turkey imports this crop in amounis equal to our exports.
Importad without ragard for quality standards, most of this corn
product is used for the nourishment of animals and results in
significant loss of precious foreign currency. Tha quality of comn
. being used as fodder is very important. Selectaed types of corn
having high valuas of oil and proteins, known as HOC (high ail
carn), ara used in many counfrias.
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With this realization the Turkish grain and fodder production
company, Ayber Seed, has brought to the country a hybrid comn
seed (GS 308 AYB 936) having high content values of oil and
protein (Lavy). Corn as an agricultural product is generally important
for Turkey's economy and specifically for its fodder industry.

But why HOC com? The rationale exists in the willingness of
industrialists and consumers to use a product with beneficial,
advantageous results and returns. HOC corn contains more oil and
protein than other corns. Easily digestible, the quality of protein/oil
in a kernel is higher. The oxidation factor of protein / oil in corn
kernels is close to zaero. HOC corn kermels with significant roughage
are not transgenic.

The quality of protein/oil that is used in fodder is very important.
With HOC the siored energy in kemels is very high. High metabolic
energy (ME) in fodder substitutes and makes up for comns that
contain low values of oil from corn consumed from unknown
sources. A great content of poor quality oil increases the cost of
fodder and negatively affects the quality of fowl production. The
HOC corn mixes well with other ingredients during the fodder
production procasses. A high quality fodder is achieved because of
an absence of dust particles. Broiler chickens - fed with HOC corn -
develop muscles containing a faity acid with a non-saturated fat
profile. A high quality natural fodder means low cholesterol levels in
meat production and subsequently healthy nutrition for consumers
(U.8. Grains Council).

Additional advantages may accrue, including healthier fowl, a more
disease-resistant corn crop, higher crop yields and a corn product
with more oil and cellulose. Another possible result may be the
genaral improvement and upgrade within the crop farmer's
operations. With the use of corn containing HOC with its high levels
of oil and protein in fodder, benefits accrue to the industry, the
producers, to the animals that feed on the HOC corn, and ultimately
o the consumers who consume the fowl (Duxbury-Berg, 1999).

The experience of the Ayber Seed Company provides a useful
illustration of how lean processes applications within the
organization can be used / deployed. Specifically, the following
example focuses on the firm's design and implementation of a
hybrid seed program as it is illustrated using the process of mapping
current and future states. While the agricultural processes of the
hybrid corn (HOC) are examined, the readily available "lean"
application of the mapping methodology will also work for analyzing
most agricultural production areas - such as crop rotation practices,
iand conservation mezsures, crop yields, bulk pressing for oils and
juices, cleaning, spraying, drying, fertilizing and other such
agricultural process activitias.

A typical problem faced by many large agricultural firms is that of
declining efficiencies, increasing costs and waste levels, schedule
slippages and such problems (Kemp, 2001). Ona altarnative to
remedy the situation is fo cut right away headcount lavels,
marketing and promotional expenditures, freeze hiring plans and
eliminate supervisory levels. Sometimes this can work only on a
shori-term basis, with the underlying inefficiencies remaining within
the firm, unresolved. Another way is to deploy studies to adapi lean
procassas to the operation. This is how the Ayber Seed Company
has set about their tasks at improving their agricultural operation.
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5. ROLE OF THE LEAN VALUE SYSTEM

What should be the role and expectations of the lean pracesses
manager with respect ta the firm's efforts ta imprave its agricultural
hybrid seed operation? Getting started and making tha mast of lean
process apportunities requires a [earning process that suggests
starting the leaming process prior to the need by getting acquainted
with the lean principals in several lean organizations
(banchmarking) and wark studies (Kemp). There is & need ta wark
closely with the major contributars, ie., the warkers, an the
adaptations ta lean processes in the firm's environment.

The new initiativa at Company X could begin with a strategic goal
far the operatians planning arganizatian to imprave output. The
change reflacts management emphasis on priaritizing the planning
and analytical pracesses into sll aperations for maximum effect and
for performance measurement and appraisal.

The methodology to be deployed by the firm may invalve the theme
of "Strategic Positioning," by which to preserve what is distinctive
about the company's operations - its core of excellence. The self-
analysis is to idantify the firm's unique capabilites and all
associated activities in suppart of the aperation, thereby creating
"fit" far synergy of all aperations; trade-offs and slternatives were
identified for management cansideration (Marchwinski, 2003).

The self-analysis leads to defining thase activities being performed
that were different from the competition. Customers' needs and
accessibility are matched to the firm's activilies. The resulting
creation of fit sets the goals for achieving competitive advantage in
the glabal marketplace. Agricultural crap goals have lang-term
harizans, and continuous improvement pracesses provide
apportunities far growth and performance measurement. A roadmap
has been designad in concert with the Missian Statement in
acknowledgement of changing trends and modifications of
strategias. Current individual group objectives are reviewed,
validated, intagrated amangst all other groups and prioritized in
cancert with the firm's mission statement. An action plan will lay aut
with perfarmance time frame schedules and designated
assignments (San Filippo, 2002).

6. CURRENT STATE MAPPING

The current state mapping (refer to Figure 1 - Current and Future
States af the Agricultural Hybrid Seed Crap Utilization Impravement
Study) illustrates a comparisan between the hybrid corn seed and
the existing carn being harvested and haw this drives agricultural
operational actions. Included within the survey responses wera the
assertions that through the use of HOC, the results included
healthier fowl, disesase resistant fodder craps and higher crap yields.
In this specific case, the current state shows the existing crap
characteristics affecting praduction yields. Decisions far any
changes in new machine acquisitions, identification and utilization
of different wark sites, farm machine equipment layout planning and
material flow routings are mandated downward to the firm's
agricultural operations involving pracesses and workers.

The result of such agricultural crop developments activities ara
determined and illustrated in subsegquent mapping graphics. The
improvement study alsa facilitates planning for the outsaurcing of
certain segments of the operation, i.e., material handling,
aquipment maintenance and calibration; it also assists in the
decision-making processes for crop development program
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acquisitions and make-or-buy decisions.

Typically decisions for outsourcing are evalusted by farm production
supervisors of the related operations and processes. Marketing
forecasts by the firm's technical staff drives production levels and
activities, for example, processes dealing directly with new product
development services. The production plan is prepared in
accordance fram crop forecasts and seasonal varieties of weather.
Changes in praduction levels of certain crops and rotstion
procedures are all tsken into considerstion. Praduction planning is
prepared at intervals of weekly, monthly and annuslly. Soil analyses
are performed on an "ss required” basis. Farm production machine
maintenance schedules sre fixed. A work improvement suggestian
system collects inputs into » manusl cdatabase for supervisory
evaluations, testing and implementation activities. The storage and
warehousing function is covered in this feedback system of
performance measurement and appraisal.

Suppart of studies on crop yields, soil fertility, fertilizer and chemical
applications marketing promational initistives is pravided with other
dats sbout effective and optimsl usage of inventory stock, machine
aperation, snd attendant material flow and handling processes - all
can place undue burden on the existing production plan which
drives day to day farm efforts and activities in support of production
levels.

7. IMPLEMENTATION PLAN TO ACHIEVE FUTURE STATE

Existing processes are examined ta determine where wastes can
be eliminsted and efficiencies can be created. Alternative plans are
developed for acquisition, set up snd integration into new
processes. Pertormance measurement and hybrid crop processes
are applied on all cropland and eguipment with carrelations with
each process and activity. Analysis and identification of alternatives
takes place for changes to equipments and suppliers to achieve the
Future State. A documentation trsil of performance criteris for crop
yield measurement is set up to identify aress in need of
corrections/madifications of processes and implementsation of
changes.

Decision suppart systems are used that sre comprised of
mathematical modeling and simulation, cataloguing, internet based
calisboration with materials suppliers and with customers using
intranet utilities for. coordination and benchmsrking methodology
using industry news and intelligence, sttendance at seminars and
agricultural trade fair observations. These analytical tools are
deployed to critically examine specific material requirements in
support of the new HOC farm crop production plan, manufacturing
processes, feasibility plans for all changes, facility layout
optimization, work simplification, standardization, material flow,
mavement and handling, traffic patterns production flow processes.
With planning participants, an integreted production plan is
prepared far all production processes, allowing the worker to input
the processes, the time spans for uptime and downtimes and
material handiing snd movement and storage. The callective impact
and effects of projected production level changes 1o all product
brands are to be analyzed during the planning of production.

Crop harvesting and baling machine msintenance schedules will be
developed to minimize down times, using in-house system
methodology that provides for the Msintenance and Calibration
Work Program thst prioritizes checks in accordance with latest
equipment and production standards and needed manpower levels
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for spedcifically designated agricultural work maintenance teams. All
work will be in accordance with machine operation compliance
standards and current and future crop production targets.

The strategic business-operating unit - based on resuits and
experiences, drives supply chain management activities.
Performance measurement and appraisals will be conducted using
supply chain partner data and information (Stevens, 1989). Studies
are initisted to expand existing warehouse capability in Turkey in
order to meet requirements of the new integrated crop production
plan by initisting a warehouse utilization and material flow
improvement study.

8. FUTURE STATE MAPPING

Areas and processes to be modified are illustrated in a future state
graphic, Figure 1 - Current and Future States of the Agricultural
Hybrid Seed Crop Utilization Improvement Study, denoting results
from the hybrid crop program changes made to the production area.
Areas identified for changes may involve specislization, wark
simplification, standardization, work layout improvements and the
transfer of work, workforce to suppliers, to competitors and to
customers, as applicable (Womack, 2004).

The routing of materizsls storage and flow is simplified to improve
and warehouse handling processes. This involves consideration for
and examination of different experimental crop development
possibilities, 8 new production plan, warehouse storage design and
more effective usage of existing storage facilittes and material
handling equipment. The crop bundle system has been revised to
incorporate mixed volumes for access to transport systems and to
distributors, which will minimize confusion, handling processes,
wasted materials, handling costs, inefficiencies in logistics and
supply management, schedule delays and work times. The strategic
management function will incorporate decision support systems that
will be locally available for spplications in real time analyses,
updates, revisions, database maintenance and upkeep.

Outsourcing decisions are supplemented with various activities,
such as source qualification, contracting aclivities, transportation,
warehousing and other jogistics processes and activities (Womack).
The mapping graphic, in Fig.1, demonstrates 'the future state’ to be
attained in support of the Implementation Plan cited sbove.
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‘normal

Gurrent State Future State

(Normal) {High 0il)
Standard Comn HOC (GS 308) Corn
Dry Material (%) 88,62 89,73
Raw protein (%) 6,40 8,68
Raw ash (%) 1,00 1,26
Raw oil (%) 2,40 7.90
Raw cellulose (%) 1,72 2.37
Cornstarch {%) 72,05 64,46
Sugar (%) 2,69 2,60
R-M. Energy (Kcal.) 2.901 3.104
P-M. Energy {Kcal.) 3.396 3.621

Figure 1. Current and Future States of the Agricultural Hybrid Seed Crap Utilization
Improvement Study

9. SUMMARY AND CONCLUSIONS

Examples drawn from the trade and industry press and from the
personal interview with industry representatives - a primary
research survey, the study of empirical data from the multi-national
agricultural processing firm in Turkey and from the lean processes
involved in developing the improvement actions for the hybrid seed
program development organization have been studied. It is
suggested that agricultural industry strategic planning professicnals
can utilize lean processes within the organization, as part of their
cost containment initiatives and simultaneously add value to their
companies' product or service offerings - and ultimately to the firm's
competitive advantage.

It should be emphasized that lean processes - particularly the
mapping of processes of the current state and that of the desired
future state, can be an extremely beneficial alternative method of
operational planning for the agricultural manager within the new
hybrid seed crop program. Adaptations to lean processes in the
crop farming organization are growing in the international global
arena, yet many agricultural firms have not attempted to utilize this
innovative approach to the operational activities of production,
manufacturing and agricultural support services {like storage and
warehousing) while at the same time seriously giving thought to
outsourcing alternatives.

Lean processes offer a number of advantages. Primary among
them is the potential to reduce a farm's overall costs by obtaining an
improved return on operations. With continued pressure to reduce
costs, the strategically oriented planning managers must seek out
and embrace new lean tocls and processes that will help in
achieving the needed reductions. In addition, the impact of lean
processes, such as mapping of agricultural processes can
significantly impact the activities of other functional areas of the

338



Agrindustriai Design Symposium and Exhibition: Otive Off, Wine and Design
lzmir 2005

firm. For example, multi-national sites for material sourcas and for
production processing often creates problems when cost cutting
goals become the major program emphasized (Stevens). A carefully
conceived and cross-functionally integrated lean process plan can
help maintain efficiencies and competitive advantages and ensura
that the agricultural firm's activities are future-directed.

While the various approaches to lean processes activitias do not
represent a panacea for the problems of material and logistics
managers, they do hold significant potential for creative corporate
problem salving in many situations. Planning managers who have
not examined these approaches may be over looking opportunities
to add significant improvament to their agricultural firm's level of
competitive advantaga.
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ABSTRACT

A great deal of focus is being placed on enterprise structures to meet demands of the
global business environment. Globalization-driven economic changes have
considerably modified the role of logistics, particularly in light of the services being
demanded by the firm in the agricultural processing sector thereby placing additional
burdens and challenges to the supperting logistics services networks. This siudy
explores a logistics services network-based system - sometimes referred to as an
advanced planner and optimizer system (APO) - being designed and adapted for use
by an agricultural-based processing firm in Turkey within its operational improvement
goals and objectives. {The identity of the firm will remain anonymous for purposes of
this research report.)

The researchers surveyed the range of possible value-added services of
warehouses and distribution centers and extended their role into the supply chain of
a particular firm in the agricultural processing industry. Global production relations
require flexible supply chains with Jocal centers providing full level supply and
logistics services in a multi-tier supplier network. Presented in this report is @ model
solution, a practical structure of a logistics services network that has been put into
use with capabilities to cover such activities as coltaboration, planning, forecasting
and replenishment activities between supply c¢hain members with coverage of the
firm's capabilities involving storage facilities, related logistics activities, facilities and
equipment capabilities. Management planners tasked io take an aggressive and
proactive posture in increasing their competitive advantage may want to consider
such a network system within their supply chain.

Keywords: Agricultural Firm, Logistics Services, Logistics Network, Supply Chain,
Competitive Advantage, Advanced Planning.

1. introduction

Agricultural processing centers have been integrated as crucial
points in a country's logistics and transportation system; they play a
strategic role in a region's or an individual country's economic
growth and social development. As an integrated set of facilities and
services the firm in this industry sectar can be considered the site in
a supply chain where the given location serves all physical
(transport, distribution and warehousing), informational and
financial or value flows from the point of origin to the final
customer/consumer.

The development history of a country's agricultural base has proven
that they are not only places for loading and unloading goads, but
may nrovide value added for the national economy. Recent
economic demands require that the firms serve as logistics centers
- not only for farm warehouse starage and transport points where
goads are in transit and provisionally stored and handled - but also
such inventary handling functions as, partially processing and
assembly, packing and distribution for improved customer service.

Multinational agricultural firms, in general, are called upon to play
an increasing role in aftempts to fransfer more goads within an
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acceptable time frame to the environmenislly less dsmaging and
less congested intermodal transportstion snd mseking it less
expensive. Today's globalization pressures make it essential that
nations integrate their transport systems into the glohal logistics
network. Agricultural firms, in consideration of the perishable nature
of processed and production masterials, sre nsturslly being
incorporated into this changing system and have to adjust to new
challenges and to environmental concems.

For this reason coordinated development sfrategies are required
where the international issues may leverage involvement into the
global tlow of goods and services.

The paper is structured into 8 sections. Following the Introduction,
in Section 2, an overview of the current situation is given
highlighting the need for coordinated logistics services development
based upon the global environment. In Section 3 a focus is placed
on virtusl supply networks in & global context. Sections 4 and 5
cover the prasentation and analyses of the empirical data from the
agricultural firm; an implementation plan for the firm is developed,
as the firm locks inward to improve its operation and outward to
influence its achievement of the optimal performance level in
concert with the other members in the supply chain. '

Finally, in saction 6 is the structure of a logistics network-based
approach with advance planning, operational optimisation activities
and adaptstion of the system into that of the agricultural firm.

2. Current Operational Environment of the Agricultural Firm

Agricultural processing operstions sre vital to the world both in
terms of trade and transport; they are principal interchange points
for both internationsi and domestic freight movements. Agricultural
tirms are functioning in a business climate that has been generally
favorable for them, despite the stochastic tluctuations of the global
economy. Sesa transport of goods is @ major ensbling force in
worldwide prosperity and development, and sea-borne trade in turn
relies on efficient, safe and cost-effective operations.
Competitiveness of nations and, especially enterprises within a
supply chain in the global economy, increasingly depend upon an
efficient and cost effective transportation network.

Certain trends in giobal sourcing and global trade seem inevitable,
most basic of which is the dependency of business on international
markets. The order cycle for products is shrinking significantly; more
cargoes are "critical’ in terms of perishable nature while shipment
sizes are getting smaller; security considerations in the supply chain
have become more prevalent. All these factors peint to one thing:
the critical role of the logistics services within the intemational
supply chain and bringing with it the need for the development ot
information exchanges facilitated by collsboration, planning,
forecasting and replenishment activities - all to arrive at a logistics
processes network-based system that will creste vslue-added
products and services.

Transport services are of crucisl importance and include cargo
storage and handling - the level and quslity of which have decisive
influences on customer levels of satisfaction. The services
represent @ major part of the total costs of cargo transported
through ports.

The twenty-first century is seeing fundsmental changes and
progressive growth in the scale ot transport operations in most of
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the leading ports of the world. Whereas previously a single,
monopolistic service provider, in many cases publicly-owned or
controlled, was the rule, competitive market forces have gained
ground and the public sector has been marginslized. The resuits are
generally positive; ports and various logistics and transport options
have become increasingly atiractive to the private sector. As a
result, productivity in the agricultural processing industry has
increased markedly.

The agricultural industry is of great commercial significance io
Turkey and is a major coniributor to the regional and national
economy. Expansion of this industry is driven by trends and
demands governed by marketi forces, the demands of the transport
operators and the supply services by the logistics services
providers.

Port terminal operations and landside access to port facilities are
critical factors in ensuring the efficient movement of freight, which is
vital to the netion's economy. Ports slso face environmental
challenges associated with both ship and lendside operations.
Efficiencies at these terminals need to be constantly monitored and
reviewed (by terminal operators and users) in an attempt to
continue as viable service providers, competitively and functionally,
to global and regional shippetrs.

3. Emerging Logistics Services Network in Support of the
Supply Chain

Global commerce has expanded at a double-digit pace in the last
decade. Much of the cargo generated by this expansion moves on
massive container and bulk cargo ships into and out of the largest
ports of the world. Accelerated movement of goods requires high-
level logistics support with improved information exchange. New
trends in supply sirategies and the intense pressure of globalisation
have atiracted the attention toward logistics service centers.

3.1. Global Supply Chain Management - An Adaptive Logistics
Services Neiwork

Supply chain management, of necessity involves a vision for
adaptive networks that is supported by various deployment
strategies. The dimensions and approaches to these chaflenges will
determine success. There are many market forces thai are
changing the way companies are managing their logistics and
transportation supply chains. Container security, technologies (like
RFID), regulatory global irade compliance, cross border irade,
increased network complexity, consolidating warehouse operations
and pressures on lead time compression and total process cycle
times are the challenges for business managers who are only
controlling a small fraction of the assets in their supply chain. Add to
this elements of workforce being contracted for overseas, workers
retirement over the nexi five years, and organizations wanting to
adopt lean processes concepis - all meke the business planner
seek a concept of global shared service that will serve as the
infrastructure of a logistics network system.

The concept of shered services requires an advanced planning
scheduling system that puis @ common infrastructure in place with
the ability to coordinate processes across different lines of
business, with local execution and local decision-making with the
attendant empowerment execution (Klappich 2004).

Transportation management is a global shared service. In the
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1990s, inventory was 'evil' - "How do | lower inventory?" came the
nlea. Campanies becamea vary successful in cutting inventary costs
leval. But now shipments are frequently in smaller quantities,
requiring the shifting of loads, from truckloads ta lass than
truckloads, eliminating rail transpart as an option. With recent fuel
casts at the highest levels, the carrier at tha port needs to have
loads that da not need to be re-handled in order to keep thair own
casts down. This rasults in the addition of small regional carriers as
members ta the supply chain making tha network more complex
with carriers and customers ftrying to consolidate across
geographies - inbound and outbound.

In a virtual based centralized lagistics network-basead system, there
wauld ba s central element that managas and administers the
carrier data and rates system; it would maintain the planning
environment for inbaund and outbound maves across companies
and geographies. Companies seek ta leverage freight spends within
the global shared services system. Differant companies have
various packaging and different aperational processeas - not evary
load is capable of being shipped and palletized slike - the lagistics
services netwark could address these needs (Klappich). Such a
netwark dearly requiras knowledge sharing and learning.

Globalization has become an imperative in the managament of a
true global supply chain, requiring the management of business
processes acrass trading partners. By outsourcing manufacturing
and logistics services, there is na need for contralling manual
logistics systems - only communicate and wark with integrated
supply chain members, which brings information technology (IT) - a
changing factor with the responsibility of implementing realistic
applications, as manufacturing and logistics services are
autsourced, bringing with it the challenge of adaptability within the
shared services concept and the logistics services network-based
systam.

3.2, Virtually Integrated Supply Chains Using Outsourcing

Tha current market environment can be characterized by the
grawing volume of intarnational trade and investment taking place
in the cantext of increased competition and rapid technological
change. Globalization encompasseas an evolving pasttern of sirategic
alliances far research and product develapment, production,
sourcing, marketing and distribution. ‘

Consumer pressure for lower prices and a mare responsive asnd
higher quality service are forcing retailers, manufacturers and
distributors, ta achieve higher cost efficiencies and improve lead
times, making supply chain effectiveness a critical factor in gaining
campetitive advantage. Radical changes are being forced on
manufacturers and distributars by this consumer led demand, which
in turn is generating a need for a mora dynamic supply chain.

The supply chain is the framework far management of upstream
and downstream relationships with suppliers, distributors and
customers to achieve greater customer value added at less total
cost. Logistics services provide the flow of information and materials
from raw material sourcing through manufacturing and distribution
to delivary of finished goods to cansumers. In this context supply
chain management means a better product/service for the
custamer, produced ar provided mare efficiently. This definition may
also be extended to include subsequent racovary and disposal of
waste ta satisfy environmental requirements.
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Qutsourcing has, in fact, been in practice for many years, but it is
only recently that it has been pursued as a business strategy,
recognising the substantial financial and management gains that it
can bring to enterprises. Companies are constantly evaluating their
activities and where they have a core strategic advantage, they will
continue to develop in-house strengths. Where the company does
not see itself having a strategic advantage then it will outsource this
activity to a business partner who will add value to the supply chain.

Information sharing and true partnership is @ key success factor in
this process. An increasing number of manufacturers are choosing
to concentrate on their core business and outsource a greater part
of their logistics operations to third party services providers. Many
of these logistics service providers take responsibility for an
increasingly complex range of activity, such as inventory
management, sub-assembly, labelling, packaging, information
processing and other value added services, in addition to the more
established outsourcing of warehousing, transport and shipping
operations. in fact the leading service providers are developing their
capabiliies on an ongoing basis by investing heavily in new
facilities, skills and information and communication technologies
(ICT systems). With the great variety of goods passing through s
port, as well as the many kind of services required for handling
these goods, the harbor may provide the most favourable,
centralized and integrated location for logistics service providers.

However, as a result of rapid technology development the trend of
outsourcing seems to be replaced by new forms of collaboration.
We are witnessing the emergence of a new production paradigm in
which enterprises or individuals work together towards a common
goal and share their responsibilities as well as their profit in virtually
integrated supply chains.

The concept of a logistics services network system has emerged as
a means of dealing with new type of alliances. Network systems,
which serve as tools for advanced planning and optimising
operations and slliances amongst and between independent
companies, provide never experienced advantages for small SME
ventures, with the SME working as a partner with large companies
and with access to common market opportunities, resources and
joint competencies they are able to reslize a growth otherwise
unattainable. In creating the essence of a logistics services network
system there is an advanced and high capacity information network
required - not only as a precondition of the logistics enterprise, but
in the application of the latest technologies fo provide an
environment for further rapid development and application of this
tool for advanced planning and optimising operations.

4. Presentation of Empirical Pata from the Agricultural Firm

At the agricultural firm in Turkey, the challenges in the supply chain
include:

-Delivery performance was inadequate to meet requirements
of international retailers - thereby requiring additions!
investments in stock amounts to meet dynamic sales
expectations

-Forecast accuracy and. capabilities was poor leading to
problems throughout the supply chain

-Stock planners had poor visibility during the productign and
distribution phases of the chain

-Data inaccuracy was being caused by inadequate and
inefficient collaboration, forecasting, planning, replenishing
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and execution phases - wesk management decision support
systems

-Improvements were needed in customer service to support
increased brand types and levels and to meet customer order
fulfitment time for both domestic and international deliveries
-Goals for the reduction in costs within the supply chain were
established by reducing stock inventory levels, consolidating
production and storage sreas and merging warehouse sites
-Improvements in forecasting were deemed desirable by which
implementing integrated forecasting and production plsnning
processes would minimize lost ssles due to out-of-stock
events and would streamline ordering processes
-Simplification and the integration of effective order execution
process were sought

Plans were arrive at for the implement of s performance
measurement and appraisal system to determine actions for actual
work and costs deviations from a budgeted/standard costing system
throughout the supply chain for greater inventory visibility snd
tracking. As a result of the above-mentioned objectives, specific
improvement proposals were developed within the supply chain
process to meet the goals:

-To optimise the inventory storage/racking system, whereby sl
material pick up and move sround movements to be done by
contract workers and using smart business software and
barcode readers

-To optimise warehouse movement study - improving floor
utilizetion by 60% and avoiding acquisition of additional new
warehouse valued at $500K (involved movement and re-
positioning of racking systems and relocation of spare parts
and chemical materials being store

-To optimise finished goods pallet layout in warehouse storage
areas to gsin additional storage

-To improve the bases for developing the 12 month ssles
forecast on a 12 mounit rolling plan

-To optimise logistics coverage in support of sl sales days
normally little or no coverage

-To optimise logistics coverage in support of all production
materials - not just coverage for certain brands of finished
goods

-To exercise control (configuration control) over changes to
brands and size in order to minimize obsolescent materisls
-To shorten response time of planning, combining meetings
desling with planning overview and budget vs actual reporting
sessions

-To collaborate inventory control stocking information with
vendors

-To synchronize budget cycles IAW cost collection periods
-To explore alternative and additional locsl suppliers for
improvement of stock levels and to minimize response lead
times

-To investigste options plsnning software as an aid to the
overall planning process

Results of the different initiatives include substantial cost savings
through reduced inventory levels, reductions in plant snd
warehouse operational costs, inventory days of supply reduced by
10%, gained predictability of demand and in-house and vendor
capabilities which enables production to adhere to plans,
improvements in international delivery performance, higher order fill
rates, forecast sccurscy and genuine reduction in finished goods

inventory levels. Oversll, the recent annual goal for increased tots!
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revenue was realized by 11% toward the firm's five-yaar goal of
30%.

Future initiatives will include greater collabaratian with supplier and
customers an farecast lavels - resuliing with greatar satisfactian
levels with customers as sales volumes increase. In additian,
planning is undarway to expand into greater lagistics services
netwark planning in full cansideration of domestic praduction and
lagistics sarvicas in support of praductian and distribution
warehouses within the supply network applications that can create
added value within the chain.

5. Implementation Plan to Achieve Logisfics Sarvices Network
System

Existing processes are examined ta determine where wastes can
be eliminated and efficiencies can be created. Alternativa plans are
developed for acquisition, set up and integration inta naw
pracessas. Parfarmance measurement pracesses are applied on all
equipment with headcount correlations with each process and
activity. Analysis and identification of altematives take place far
changes ta equipments, headcaunt levels, and suppliars ta achiaeve
an impraved aperation. A dacumentatian trail of performance criteria
far measurement is sef up to identify areas in need aof
correctians/madifications of processes and implementation aof
changes.

Decision support systems of a virtual naiure as the advanced
planner and aptimiser, described belaw, for managing tha supply
chain, are comprised of mathematical madelling and simulation,
catalaguing, internet based collaboration with material suppliers
and custamers with intranet utilities far coordination and
benchmarking methadalogy using industry news and intelligence,
attandance at seminars and trade fair observatians.

These analytical toals ara deployed ta crifically examine specific
material requiremenis in suppart of the production plan,
manufacturing processes, feasibility plans far all changas, facility
layout optimizatian, wark simplification, standardizatian, matarial
flow, mavement and handling, traffic pattems praoduction flow
pracesses.

With planning participants, an integrated praduction plan is
prepared faor all praduction processes, allowing the worker ta input
the processes, tha time spans for uptime and dawntimes and cargo
handling and movement and storage. Headcount/manpawar
planning is coordinated 1o optimize uptime and equipment
capabilities, limitations and ta maintain aptimal levels of warehouse
stock. The collactive impact and effects of projected levals aof
servica changes are to be analyzed during the planning for
sarvices.

6. System of Advanced Planning and Optimizing Through a
Logistics Network

The adaptad system being studied here will: provide safe, raliable,
effective, efiicient, and fully integrated transpart aperations and
infrastructure which will best meet the needs aof freight and
passenger customers at continuausly improving levals of servicae
and at a cost which supports government strategies for ecanamic
and sacial development while being environmentally and
ecanamically sustainable. An iniraduction is made here ta
demonstrate the scape of work coverad within the supply chain
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management aspect of an advanced planner and optimiser oriented
saction of a logistics services network-based businass system.

Areas and processas to ba moditiad ara illustrated in the tollowing
graphics, Figures 1-7 ot the Integrated Logistics Services Natwork-
Based System - known here as the Advanced Planner and
Optimizer. Results are noted from the adaptation and
implementation of the virtual logistics network-based system for the
agricultural processes firm. Areas identified for changes involve
spacialization, work simplification, standardization, work layout
improvements, transfars of work and of workforce to suppliers, to
competitors and to customers.
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Figure 2. Modelling the Supply Chain
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Figure 7. Supply Chain Collaboration

7. Summary and Conclusions

A firm's plans for optimising perfarmance and efficiencies cannat be
considerad in isolation, but should be integrated inta any national
and -lacal economic and spatial development initistives. There
shauld be synergy between members of the supply chain. Long-
term locatian planning for chains should run parsllel to the plans of
the member players.

Competitiveness is a key aspect that influences any country's place
in global markets. Ta compete successfully for business in domestic
and international markets, supply chains must have the ability to
move cargaes efficiently, reliably, and at a reasonable cost, withaut
infrastructure impediments ar cangestion delays.
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Examples drawn from the empirical data of an agricultural
processing firm in Turkey have been studied. It is suggested that
industry strategic planning professionals can utilize the essence of
an integrated logistics services network-based system, like the
advanced planner and organizer, to study processes within the
organization as part of their cost containment initiatives and
stimultaneausly add value ta their companies' product ar service
offerings.

The logistics processes network-based system for the agricultural
firm offers a number of advantages. Primary among them is the
patential to reduce an organization’s overall costs by obtaining an
improved return on operations. With continued pressure to reduce
costs, the strategically-otiented planning manager must seek out
and embrace new systems and processes that will help in achieving
the needed reductions. A carefully conceived and cross-functionally
integrated logistics services network-based system can help
maintain efficiencies and competitive advantages and ensure that
the arganization’s activities are future-directed. The netwark system
approach to the problems of agricultural firms and logistics services
may hold significant potential for creative problem saolving in many
situations; as a direct result, planning managers may someday have
the abilities to add significant improvement to the agricultural firm's
competitive advantage within the supply chain.
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ABSTRACT

There are essential changes in the agricultursl production, which require new
approach to face and tackle the challenges of the market. Logistics based supply
chain concept may be the solution io producers to overcome difficuliies, because
lagistics, applying its set of means, may contribute fo both reduce production and
market expenses and improve customer service. Inherent information technology
(IT) of logistics, by offering cheaper and more powerful communications and data
collection and processing, is rapidly changing the way business is done up and down
the supply chain, and it offers new tools fo address opperiunities once considered
infeasible.

Keywards: Economical Changes, Logistics, Supply Chain, Information Technology
{IT), Efficient Consumer Response (ECR), Quality Driven Logistics.

Introduction

In the agriculture there are major changes to ba observed today -
changes in product characteristics, in worldwide production and
consumption, in technology, in size of operation, etc. Moreover, the
pace of changes seems to be increasing along with the spead of
implementation. Added value is more and more important in the
current links of the agricultural production column, while primary
agriculture and horticulture are increasingly less important than the
chain as a whole. A number of studies prognosticate that future
agricultural and horticultural activity will take place at the crossroads
of production, nature conservation and land management. New
management styles are emerging and gquantity is exchanged for
quality. Although, changes affecting the flow and storage of goods
and servicas in agriculture have been in motion for a long time,
cumulative affacts of these overall changes have currently become
most visible. :

Prognosis

At the same time, market developments demand the agricultural
supply chain of the future to respond in & quick and high-fraquent
manner to changing market needs. Products would have to be
delivered within @ manageable and reliable lead-time to a great
diversity of outlets. As far as the agribusiness is concerned, the
guarantee of product quality, in particular, becomes more and more
important. Customers and consumers have more specific wishes, in

which quality has to be guaranteed and the delivered product has to

have detsils of its origin and nutrition value.
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Based upon these facts, agriculture in the 21st century likely to be
characterized by;

-adoptian of manufacturing process in production as well as
processing,

-a systems or supply chain approach to production and
distribution,

-negotiated coordination replacing market coordination of the
system,

-a mare impartant role for formation, knowledge and other soft
asseis (in contrast ta hard assets of machinery, equipment and
facilities) in reducing costs and increasing responsiveness,
-increasing consalidation at all levels raising issues of market
power and control.

Opportunities

These profound changes in the agriculture present new challenges
and new opperiunities that require new ideas and concepis to
analyse and implement. As the development of different industry
branches represent, logistics based supply chains may become the
part of agriculture, too. According to a definition of Council of
Lagistics Management, USA, "business logistics is the planning,
implementing and controlling the efficient and effective flow and
starage of raw materials, in process goods, final goods and related
information from point of arigin to paint of cansumption for the
purpase of meeting customer requirements.”

Because logistics deals with the flow and storage, one's attention
may be drawn immediately to transportation and warehousing.
However, transportation and warehousing is just a portion of
business logistics, recall that the definition includes planning,
implementing and conirolling. Other concems addressed within a
business logistics perspective include;

-design and organization of value chains and supply chains
that produce buyer value for the customer and strategic value
far the firm(s),

-caordination between value adding activities,

-the flow of infarmation needed to coardinate effectively and
most efficiently,

-network modelling to address spatial and temporal demands,
and

-global logistics.

If logistics can accomplish its rale efficiently, it can help, on the one
hand, to cater to the demands of the consumer, and, on the other
hand, io reduce unnecessary transpart kilometres and load on our
environment.

With respect to arganize the supply chain, two complex aspects can
be considered as core factors:

-transfer pricing and risk allocation,
-logistics management and time competition.

Now, we focus en the second issue only.

With respect to [ogistics and time competition, more demanding
consumers combined with pressures to lower cosis in the supply
chain will result in the implementation of efficient consumer
response - ECR - principles not just in retail markets, but through
the entire supply chain. With more limited opportunities to develop
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a competitive advaniage solely around product, performance or
price, or around the provision of services, in increasingly important
technigue for establishing competitive advaniage is responsiveness
and cycle fime. Just-in-time (JIT) inventory systems, faster product
development cycle times, and supply chain integration in the
consecutive food industry are all techniques fo be more timely and
responsive throughout the chain. Increasingly, time competition will
replace product, price and service compeiition in the agriculiural
input supply and disfribution markets.

Quality-driven logistics is necessary to tackle the demands of
customers with regard to customisation, quality guaraniee and
product informafion. An essential aspect is, for example, an
intelligent tracing and tracking system and the use of intelligent load
carriers. The complete agro-food system and, in particular, the
distribution of today, need to adapt to the new circumstances.
Distribution cosis are rising and make up a large part of the total
cost throughout the agro-food chain. Retailers offer consumers a
wide range of products and therefore need more space, transport
and business management. These new demands, and the need o
minimise costs in the new compefitive environment necessitate a
comprehensive look at the most dynamic aspects of distribution.
Modern logistics is an opportunity to lower cosfs and o increase the
efficiency of customer service.

In order to remain competitive, time related concepts play also an
important role in future agricultural supply chains.

Delivering a time-based advantage through effective logistics is &
complex undertaking with @ number of key processes. One set of
these processes encompasses;

-marketing related activities;

-assessing the product and service requiremenis or
-attributes desired by specific customer segments; and
-developing a distribution system that minimizes cost, provides
competitive levels of service, and is customer responsive.

Another set involves system coordination: developing the
appropriate channel linkages and level of integration fo efficiently
and effectively supply, exactly what customers want.

An additional sef of these processes focuses on more firaditional
logistics management activities:

-choosing materials handling and storage technologies which
will provide the desired level of customer service with optimum
level of investments in facilities and equipment;
-implementing inventory management procedures fo
simultaneously minimize poiential stock ouf problems and
reduce the cost of excessive inventory; and

-controlling and/or reducing iransportation and warehousing
costs in both the short and long-ferm through strategic
nositioning of processing and warehousing facilities and better
flow scheduling to reduce inventories.

A final step involves implementation of an information system that
conveys accurate messages in due time with respect to consumer
satisfaction, product flows and system efficiencies, quslity
characteristics of both product and service, and overall financial
performance.
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Conclusion

As it can be observed, logistics is integral to the whole area cof
supply chain management. Critical to goad business management
is, however, the good information. Information technology, by
offering cheaper and more powerful communications and data
collection and processing, is rapidly changing the way business is
done up and down the supply chain, and it offers new tocls to
address opportunities once considered infeasible.
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TORKIYE'DE ZEYTINYAGI URETIMINI VE
ZEYTINYAGI KALITESINI ARTIRMAYA YONELIK
TECRUBEYE DAYALI GORUSLER

Hiisni HIMAM
Ziraat Mihendisi, Zeytin ve Zeytinyad Ureticisi - Turkiye

Bu sempozyumun amaci, Tirkiye zeytinyag! ve saraplarinin marka
haline getirimesine yonelik zerinde durulmasi gereken asaslar
olduguns gore, bu baghk skhmiza hemen zeytinyadinin nefasetinin
artiriimasi va Tark zeylinyadinin pazarlanabilir bir konuma gelmesi
icin hangi kogullarin gerektidi sorusunu giindeme getirmektedir.

Benim tizerinde durmak istedigim; 60 yillik émrimin 50 senesinde
strekli iginde vasadiyim zeylin ve zeytinyadr sektorinin
sorunlanni, ayni zemanda da 25 senelik zeytinyadi imalat
konusundaki nagizane tecriibelerimi sunmaktir.

Oncelikle zeytinyadimizin nefaset sorunu hem vardir, hem yoktur
diyebiliriz. Birgok zirai Urinde oldugu gibi zeytinyagcibkta da
nefaseti etkileyen hir¢ok cevresel ve ekolojik faktdrler soz
konusudur. Zeytin ve zeytinya@inin uygun cevresel ve ekolojik
kosullarda Gretilmesi zeytinyaginin pazarlanms agamasinda énamli
avantajlar sadlar. Buna Edremit Korfezi ¢avresinde Uretilen
zeytinyaglarinin makbul, aromatik nefasetini érnek gbsterebiliriz.

ikinci olarak deginmek istedigim nokta, yurdumuzun pek g¢ok
bélgesinda uretilen zeytinyaglarinin da dis cevrelerde siirekli
musterilerinin bulunmasi ve diinya ¢apinda aranan bir marks haline
gelmeleri yéniinde ¢galigmanin hedeflerimiz iginde olmasidir. Tlrk
zeytinyadinin kalitesi Ustlinddr, bir kere yendidi zeman adets
ahigkanhk vyaratan zeytinyad grubumuzds, Uretimin, bugunki
durumundan en az on misli daha ylksek seviyeye ¢ikanimasini
mUmkiin gérmekteyim. Ayni artis diger zeytinyad) kategorilerinde de
mimkiin olabilir.

Neden éncelikle artig konusu Ozerinde duruyoruz? Zira buginkl
zeytinyad) Uretimimiz Turk zeytinyadin dinyaya tanitma ¢aligmalar
asamasindadir, aynca yurt ici tiiketimimiz bile zeytinyadi ihtiyacini
kargilamaktan adeta uzaktir. Pazsr icin Urinde artig ve kalite
gerektigine gdre ve her sene o kalite ve miktan mugterimiz olacak
iilkkelera strekli olarak satabilmemiz gerektigine gore; zeylinyad
iretimini artirmak, artinrken de belirli bir seviyede stondart bir
nefaset tutturmamiz gerekmektedir. Su anda Tirkiye zeytinciliginde
eksik olan pek c¢ok nokta bulunmaktadir. Adaglan genclestirme
¢alismalan ¢ok sinirll sonuglar vermektedir. Zira adaglarin agilar 2-
3 metre seviyelerindedir. Oysa agactan drlin 0-4 metre arasinda
%90 oraminda alinabilmektedir. Ayrica toprak suyunun iginde eriyik
halde bulunan agaca yararl minerallerin en optimum bigimde agag¢
tarafindan kullantiabilmesi, ada¢ 4 metre oldugu zaman mimkan
olabilmektedir. Bunun sebebi, hem zeytin agaglartnin yamaclarda
bulunmasi, hem de bu yérelarde su ve minerallerin adacta etkin bir
bicimde yergekimi glictini yenerek gdvdeye ve dasllara ulagmasinin
zorlagmasidir. Bir de agitarin gdvdenin yilksek kisimlarina
vurulmasi, Urlinlin ancak agacin yiksekliginin %10-15'ine tekabll
eden kismindan elde edilmesiyle mimkin clmaktadir. Burasi da
afiacin Urlin veren en zayif balimuddr.
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Peki bu astlar naden adaclarin st bdliminde bulunmaktadir.
Bunun sebebi, son deraca trajikomik bir olaydir. Clnki zaytinliklarin
¢odiunun bitiin masraflart miilkiyetlerinden dolay sahiplerine aittir.
Dolayisiyla zeytin adaci yapraklarinin ve altlarindaki otlarin,
yoredeki kdéy mallarinin koruma teskilatlarinin etkinligine bagl
olarak gelisi glzel oflaklar haline dénistirilmiis olmasidir. Bu
garcak, adaclarimizin verimli algak boylu agaglar olarak
yetigtirimesinin dnlenmesinin Gtesinde, agilarin koyun ve kegi
zararindan korunmas! maksadiyla ylikseklere vurulmasi nedeniyie,
verimin frajik bigimde diismesine neden olmaktadir. Agadidaki
fatografta bu tahribatin nasil oldugu gdzlemlenebilir.

Ayrica biitiin bunlarin étesinde yeni plantasyonlarin ihdas) da aym
nedenle zorlagsmaktadir. Bir taraftan mevcut haliyle kétll budanmak
zorunda kalinan adaglar, bir taraftan da yeni plantasyonlarin kagak
otlatmadan korunamamas! nadeniyla adeta yapilamamasi,
zeytinyad) dretimimizin oniindeki en &6nemli engeldir. Tirk
zaytincisinin agikga rahatsiz oldugu bu olay, koruma ve asayigin
ilgililerce nedenini anlayamadidimiz sekilde vyerina getiriimemis
olmasindan kaynaklanmaktadir.

Bu konuyla ilgili cikanlan kanun tasarisi bir baska deginmek
istadigim konudur. Bu kanun tasarisi su sekildedir:

3573 sayil zeytinciligin 1slaht ve yabanilerin asilattinlmas! hakkinda
kanunun bazi hiikiimlarinin dedistiriimesi ve yrtrikien kaldiriimasi
hakkindaki kanuna gore; Madde 3.-26.1.1939 tarihli 3573 saylll
kanunun 14. maddesi asadidaki sekilde degistirilmistir:

Madde 14.- Zeytinliklere her cesit hayvan sokulmas), yearlasim
sahalan hari¢ zeytin sahalarina en az 1 km. yakinlikta koyun ve kegi
agilinin yapilmasi yasaktir. Ancak ¢ift sirmea va nakliyatta kullanilan
hayvanlara agizlik takimas! surefiyla misaade adilir. Bu hikme
riayet etmeyenlar, zarar gbrenlerin sikayefi Uzerine 1 aydan 3 aya
kadar hapis va maydana gelen zararin vehametine gore iki milyon
liradan on milyon liraya kadar hafif para cezasina mahkum edilir.
Fiilin tekerriri halinde hapis ve para cezasi bir misli artirilir. Giftgi
mallarini korumakla yilkiimli bulunanlarca diizenlenen tutanaklar,
aksi sabit oluncaya kadar gecerlidir.

Madde 17 .- Devlet; zeytincilidin 1slahi, yeni zeytin alanlannin tespiti,
zeytin dikim ve vyetigtiriimasinin tagviki ile verimin artirlmasi,
hastalilk ve zararllarla micadele ile Uriin elde aetme, masrafian
azalticl arag ve geraglarin imal ve ithali gibi hususlarda gerekli
kolayvliklari saglar (&diillendirme bahsinde gegen (lcrefsiz arag
gera¢ saflama yontemi gibi). Zeytinlik bdlgelerinin il veya
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ilgelerinde, zeytin hastalik ve zararlilari {le milcadele amaciyla 1580
sayill kanun hikiimleri ¢ergevesinde birlikler kurulur. Zararllarla
miicadelede devlet, birliklere gerekli arag, gere¢ ve finans
kaynaklarini saglar ve bu konuds Tarim ve Kdéy isleri Bakanlig
yoluyla yeterli eleman gérevlendirir.

Madde 5.- 26.1.1939 tarihli 3573 sayill kanunun 20. maddesi
asagidaki sekilde degistirilmistir.

Madde 20.- Zeytinlik sahalari iginde ve bu sahalara en az 3 km.
Mesafede, zeytinyad: fabrikasi hari¢ zeytinliklerin vegatif ve
generstif gelisimini engelleyecek kimyevi at ik birakan, toz ve duman
gikaran tesis yapllamaz ve igletilemez. Bu alanlards yapilacak
zeytinyag: fabrikalari ile kiglk élgekli tenmsal isletmelerin yapim
izne tabidir (Tarim ve K&y Igleri Bakanh@i izni). Zeytincilik sahalari
daraltilamaz. Ancak belediye sinirlan iginde bulunan zeytinlik
sghalarinin imar hudutlari kapsami igine alinmasi halinde, alt yapi
ve sosyal tesisler dahil toplam yapilagma zeytinfik alaninin %10'unu
gegemez. Bu sahalardaki zeytin agaglarinin sékilmesi Tarim ve
Koy Isleri Bakanligi'min fenni gerekgeye bagli iznine tabidir. Bu
halde dahi kesin zaruret gdrillmeyen zeytin sgsci kesilemez,
sOkillemez. Izinsiz kesenler veys sokenlerden agag basing iki
milyon liradan beg milyon liraya kadar hafif para cezasi alinir.
Kesilen ve sékiilen agaglar miisadere edilir.

Degisiklide ugrayarak, yukarida yeni maddelerinin bazilariyla ifade
olunan manada, zeytinciligimizin hassasiyetle lizerinde duruldugu
zannedilmig olabilir. Bu kanun teklif edilip bin bir messkkatle ortaya
cikartildiktan sonra, ureticilerin uygulamadaki basarisiziiklar
gordiikleri zaman ne kadar hiiziin duyduklarini sizlerin takdirine
birskiyorum. Cift¢llerimiz devlet tarafindan bu kanun dahilinde
korunduklarini zannederek, zeytinliklerine gidip orada kagak
otlayan hayvan siiriileriyle karsilasmakiadir. Strilerin gikanimasini
ikaz ettiklerinde ise bu sdriilerin basindaki ¢obanlar tarafindan
tehdit ediimekte ve kdtl sonuglar ortsys gikabilmektedir. Olaya
genel olarak bakildidi zaman zeytini korumaktan &te; insan haklari,
can ve mal emniyeti meselesi haline gelmis olan bu durumun
gikarilan kanunlarla degil, onlarin uygulanmasiyla olumlu sonuglar
getirebilecedi bir gergektir.

Yarnim kalmig bu hizmetin bir an evvel yerine getirilmesi, devletin,
zeytin mustshsiline olan borcudur. Zeytin ureticisi ve ¢iftgi zaten
yorgun olan bir insandir. Alin terini tarlasina déktikten sonra gergek
bir yorgun savasgl olarak evine ddndigiinde, istirahate ve yeniden
ertesi giin tarlasina gitmeye, tekrar verimli bir sekilde g¢alismaya
ihtivaci vardir. Kendisinin malinin baginda bulunmadidi bir sirads
miilkiinin korunmamis olmasi ve kendi arazisinin bekgiligini
yapmasi durumunda da, yukarida bahsettigim gibi adeta dérdiinci
sinif vatandas muamelesi gérmesi utang verici bir durumdur.

Zeytinlikler ya mera ya da zeytinlik olmalidir. Ulkenin mera ihtiyacini
zevtinciye karsilatmamak gerekir. Bu tespitlerimin neticesinde,
sorunlarin giderilebilmesinin giftgiye verilebilecek en huzur verici ve
en tatmin edici cevap olacagdini ifade etmek isterim.

Sonug olsrak, Tirk zeytinyaginin bir diinya markssi ofmasini
istivorsak, yilda en az 1 milyon fon kaliteli zeytinyad (iretimine
ulssmamiz gerekmektedir. Bu ds, zevtin veriminin en sz 300 kg.
oldugu =zeytin agaclarinin  yetigtirimesiyle ve onlarcs
Universitemizde, Il ve lige Tarim Mudirlikler'inde ve Tarim
Bakanhdi'mizin dider birimlerinde bahsettifim konuys &nem
verilmesiyle mimkin olabilecektir.
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L CUMHURIYET'TEN BU YANA
ZEYTINCILIK HAKKINDA YASAL DUZENLEMELER

Melih PABUGGUOGLU
19. Ddnem Balikesir Milletvekili - Tirkiye

Bildirime baglarken sempozyumu dizenleyen izmir Ekonomi
Universitesi, Glzel Sanatlar ve Tasarim Fakiiltesi, Endistriyal
Tasarim BoSlim0 Koordinatdri'na, Sampozyum Diizenleme ve
Yirttme Kurulu Gyeleri ile siz dinleyen ve okuyanlara saygilarimi
sunarim.

Sempozyuma katilmam istendiginde, mesledimle direkt ilgisi
bulunmayan, ancak, gdzlerini hayata 76 yil 6nce actifinda ik
gbrdigl yesilin Zeytin adaci oldugunu bilen bir kigi olarak son
derece mutiuluk duydum.

Bildirimde &zetle zeytinin hukukla olan iliskisine, cografi kimligine ve
patentine, zeytincilik bilimine, zeytin ve maden arama-isletme
kanunlarinin ¢arpici noktalarina deginmekte yarar bulmaktayim.

1. Cumhuriyet'ten bu yana zeytincilik hakkinda yasal
ddzenlemeler

a.Ylice Afatlirk Yalova'ya yaptigi bir seyahatinde Tirk
zeytinciliginin neden ilerlemedidi (zerinde durmus, Zirast
vekiline konunun arastinimasini, ézellikle Italya’dan uzman
getirilerek yasal dizenleme yapilmast talimatini vermigtir.
Bundan dolayidir ki, zeytinciligin gelismesini amaclayan ilk
yasal dizenieme 1929 yiinda yirirlige giren 1528 sayili
kanun ile Tork zeytincilik hukukunda yer almistir. Bu yasa ile
onemli kurallar getirilmistir.

b.1939 yilinda ise 1528 saylll yasa yUrOrlikten kaldinlarak
zeytinciligin islah1 ve yabanilarinin agilattirilmasi hakkinda
3573 sayih yasa yurirldge konulmus ve buna, yabani
zevlinlerin asllattinimasi yaninda, antepfistigi, harnupluklar,
sakiz nevileri de ilave edilmistir.

c.Ancak, 1961 ve 1982 yillarinda yUrirlige giren Tiirkiye
Cumbhuriyeti anayasalarinda kabul edilen Orman rejimi ile ilgili
hikimler kargisinda 3573 sayill kanunun dnemli hikUmleri
gecerliligini yitirmis ve kanun uygulanamaz hale gelmigtir.
Bundan dolayidir ki, Ege ve Akdeniz sahil kasiminde bulunan
zeytin agaclan kesiimis ve bu kiyllanimiz konut yapimlariyla
beton yiginlarina dénlismistar. Tork zeytinciligi en az 1/3 lik
bir darbe yemistir.

d.Ne-yazik ki bu hal 56 yIl devam etmistir. Kasim 1991 yillindan
Qcak 1996 yilina kadar siiren parlamenterlik gérevimiz
sirasinda bizzat hazidayip TBMM'ye sundugumuz ve kisaca
zeytinciligin 1slahina dair kanun teklifimiz iki yil gibi bir sire
zarfinda komisyonlarda ve genel kurul giindeminde
beklemeden 28.02.1995 farihinde kabu! edilerak 4086 sayil
kanun alarak yiririiige girmigtir.

Ozetlersek bu kanun; zeytin alanlarinin igtan ve digtan korunmasini;
zaytin alanlaninin genigletiimesini; orman sinirlar diginda kalan,
devletin hikiim wve tasarrufu altindaki zeytin ekolojisine dahil
alanlarin, devletge maliyetine fidan vermek suretiyla zaytinlik haline
getirilmesini sadlayan tapunun bedelsiz olarak devrini; dikim ve
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yetistirmenin tesvikini; zeytinle ilgili hastalik ve =zararlilarla
micadelenin devlet ve vatandas isbiridi ile gergeklestirilmesini
mamkadn kidmigtir.

Zeytin alanlarnnin igten korunmasina; 1 km. mesafede agil
yapiimasi ve bu alanlarda hayvan otlstiimasinin yassklanarak cezai
yaptirima bagjlanmasi, yine bu alanlara 3 km. mesafede tas ve
duman ¢ikaran kimyevi attk birakan tesis yapiimasi ve
calistinlmasinin yasaklanarak maden srams ve isleime ¢alismasing
son verilmesi, kiglk Olcekli tesisler ile zeytinyadi fabrikasi yapimi
istisna kilinmakla birlikte bunlarin gerceklestirilmesi igin dahi
onlemler alinmasi ve gevrenin dogsl yapisini bozacak girisimlere
son verilmesi ilave edilmistir. Diger taraftan imar mevzuatinin
uygulanmasinda zeytin alanlarinin ancak 1/10'una kadar altyapi
dahil yapilasmanin mimkin olmasina cevaz verilerek, yarisi alt
yapiya gidecek ingsa alaninin difer yarisi yapilasma olarak
gerceklesmesine izin verilmistir. Bir misslle agiklarsak, 10 doniimliik
bir zeytinligin icerisinde tasarlanan yapilasmanin, alt yapisi disinds
sadece 500 mzlik bir inga alaninda ingaat yapilabilmesine izin
verilerek, zeytinin yesil yapradl yaninda betonlagmaya kesinlikle
son veriimistir. Dijer taraftan, zarure! olmadik¢a zeytin agscinin
kesimi ve sokllmesine son verildi§i gibi, aksine davranan ve
zeytinligine bakmayana da para cezasi yaptinmi getiriimigtir. Bu
kanuna bagl olarak ¢ikarilan iki yonetmelikle uygulama ayrintilar
yeterince gosterilmistir.

Tork zeytinciliginin dinya lkeleri iginde gergek hakki olan yerini
alabilmesi igin 4086 sayill yasa ile getirilen hikUmlerin, tipk: devlet
ormaninin muhafazasi i¢in yUrGridkte bulunan ormsn kanunu
paralelindeki hikiimierde oldugu gibi, idare amirleri ve tarnm
teskilatinca tam anlamiyla uygulanmadi§ini (zint( ile gdrmekteyiz.
Ne var ki, s6ziind eftijimiz yasa ile getirilen tegvik tedbirleri sonug
vermig, 1995 ve takip eden yillarda milyonlara ulagan fidan ekimini
iftiharla gézlemis bulundufumuzu burads ifade etmek isterim.

2. Zeytincilik bilimi yoniinden

Ulkemiz Universitelerinin dnemli bir béliminde zirast fakilieleri
Ogretim vermektedir. Ancak bunlarin hicbirinde zeytincilik dali
bulunmamakta, diger bitkiler srasinda bu dal islenmekte ve bundan
dolay zeytincilik uzman yetigtirilememektedir.

Olanaklarimizin elverdigi imkanla yapabildigimiz aragtirmaya gore,
diinya Universitelerinde bu tarz egitim yapilimaktadir.

Bundan dolayr 1992 yilinda Balikesir Universitesi'nin kurulus
ksnununun goériisilmesinde sahsen verdigimiz 8nergenin kabulil ife
bu Gniversiteye bagli olarak zeytinciligin bilim olarsk doktora,
master calismalarina konu olmasi ve bu alanda bilimadami
yetistirilmesi amaciyla "zeytincilik enstitisintn  kuruimast”
Sngdrilmistir.

Ne var ki aradsn bunca yil gegmesine ragmen enstitl faaliyete
gecememis, bilim alanindaki amacimiz gergeklesmemistir. Bu vil,
Edremit EndUstri Meslek Lisesi'nde zeytincilik dalinda bir sinif
acllimis ve yine Edremit Meslek Yiksekokulu'nda Zeytincilik Bolimd
adli bir dal egitime baslamistir. Ancak ana bilim dali (zerinde,
iniversite bltge imkanlar ile kabul gériilmediginden enstitll kagit
{izerinde kalmighir.

Burada bir hatirami ifade etmeme izin vermenizi dilerim. Ankara

Hukuk Fakiltesi 1. sinif 6grencisi oldugum 1948-49 egitim yilinda,
devletimiz blylk maddi fedakarlikla, diinya hukukunun temeli olan
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Rema hukuku dalinda dinyanin sayil bilim adamlarindan olan
Alman Prafesdr Kosakar'l bu dalda egitim gdrmemiz i¢in Glkemize
getirtmigti. Milyon dolarlarla futbolcu transferi yapan lilkemiz, elbette
Zaytincilik Enstitist'nd bilim ve fen dgretecek dizeye getiracek
bilim adamim dinya lkelerinden (lkemize getirmekten aciz
degildir. Yeter ki, bilim ve fene, bilimsel aragtirmays deger verip
istinldk tarnyalim.

Zeytini bilim mercegi altina ystinp her zerresinin ne getiraceginin ve
dogal yontemlerle yag halina gelmasi sirasinda birakhgr aci suyun
tarimda kullanilma olanaklari dahil almak lizara ¢ekirdedinden elde
edilecek kimysvi maddelerin ve hersayinin tasarm yéntemleriyle
birlikte degerlendirilecedi bilim yuvasimin dlkemize ¢ok seyler
kazandiracagindan kuskumuz yoktur.

3. Cografi patent ve rekabetin korunmasi kanunu hakkmndaki
diigiinceler

Bilindigi gibi, cagrafi isaretlarin karunmasi hakkinda 555 sayili
kanun hikminde kararnamenin tanimlar b8liminQ igeren 3.cd
maddesi, kararname anlaminda codrafi igareti; belirgin bir nitelidi,
tini1 ve diger dzellikleri itibariyle kdkeninin bulundudu bir yore, alan,
bélga veys llke ile dzdeslesmis bir Urlind gdsteren isaret olarak
tanimlamigtir. isaret, mense adi ve mahreg olarak ikiye ayrilmis
olup, bu kararnama hukimlerini uygulatmak ve yiritmekle yakimlQ
almak tizere Tirk Patent Enstitiisi géravli kilnmigtir.

Kugkusuz Cofrafi Patentin uygulanmasiyls 4054 sayill rekabetin
korunmasi hakkindski kanunun yakin ilgisi vardir. Rskabasti
engelleme, bozma va da kisitlama gibi hukuka aykir eylamler bu
kanun geredince yasaklanrmstir.

Sempozyumun amaci, cografi kimlidi olan Zeytinyagi alduguna
gire, S.8. Tarig Zeytin ve Zeytinyad Tarm Satis Kooperstifleri
Birligi'nin 555 sayili kanun hikmiindeki kararnameye dayanarak 29
Nisan 2003 tarihinde yaph@i ve resmi gazetenin 29 Ajustas 2004
tarihli niishasinda ilan edilen bagvurusuna deginmek istarim.

Bilindigi gibi, 1 Haziran 2000 tarihinde yirilige giren 4572 sayil
kanun, Tarim Satig Kaaperatifleri ile ilgili yrOrliikteki tim mevzuati
kaldirmis va 8. maddesinin 2. fikrasina gére; Tenm Satig
Kaoperatifleri ve Birligi, 1163 sayill Kaoperatifler Kanunu ve Tirk
Ticaret Kanunu'nun hilkiimlerine tabi kihnmistir. Adi gecen kanunun
7. maddesine gdre hazirlsnan Ornek ana sdzlesme Bakanlar
Kurulu'nun onay) ile 24 Aralik 2000 tarihinde yayinlanarak yirirlige
girmigtir.

Buna gore, birlik ana sdzlesmesinin 39. maddesinde birltk yonatim
kurulunun giérev ve yetkiler ayn ayri belirtiimis olmasina ragmen,
cografi igaret talebinde bulunma hak ve yetkisi birlik ydnetimine
verilmemigtir.

Zeytin va Zeytinyad) Tanm Satig Kaaperstifleri Birlidi ayni mahal ve
yerlerde bulunan 33 kooperatifien olugsmaktadir. Her kooperstifin
mense alani farklidir. Turkiye cografyasinda Edremit, Havran,
Burhaniye, Gémeg, Ayvalk ilgelerini igeren bblge Edremit Kérfezi'ni
teskil ettigi halde; balgenin kuzeyindeki Ezine, Ayvacik gibi gergek
Edremit Kérfezi Bdlgesi alan ilgelerin yanina Dikili, Bergama Aliaga

(Sakran) ilave edilerek Edremit Kérfezi'ni izmir'e kadar Uriin alani

olarak gdsterip tescit talebinde bulunuimasinda itade ettigimiz gibi
iyi niyet yoktur. Kuskusuz, yoneticilerin amaci, bu yore kooperatif
iiyelerinin destegdini saglayip, yillardir kaldlklarl yonetimlerini
siirdiirmektir. Oysa ki, 555 sayili kanun hiikmiindeki kararnamenin
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gayesi ile bagdagmayan, yasanin koydugu ilkelere ve gerceklera
aykirl davranig, hakkin kétlye kullaniimasi olup, bunu da kanunun
himaye atmeyeacegi tabiidir.

ifadeye calishgimiz nedenlerin yaninda diger yasal talepler ile
cografi igaretin tescili talebine Ayvalik, Burhaniya, Edremit Ticaret
Odalar ile Edremit Ticaret Borsas), Turk Patent Enstitiis(i nezdinde,
siiresi icerisinde itirazda bulunmuslardir. Itiraz sonucuna gére konu,
idare mahkemesine slOphesiz tasinacaktir. Halbuki Tarig,
Urinlerinden zeytinyadinin tartimini yaptg nesriyatta ve bastigi
broglrlerde, Olkemizde Koérfez Bdlgesi olarak ybreyi Ayvalik,
Burhaniye, Edremit olarak belirlemis; bu yore zeytinlerinden elde
edilen zeytinyaginin tim didnyada en kaliteli zeytinyadi olarak kabul
gordigind acikca resimleyip belirimigtir.

Gergekten blyiiklarimizin anlattiklarina gére, Rusya ve italya
kiliselerindeki kandillerde kullanilan zeytinyad 6zellikle korfez
yoresinden sadlanmaktadir. Zira, bu kandillerde yakilan yagin hic
zifir ¢clkarmamast ve is birakmamasi, Kreis (acilik) maddesinin
zeytinyagtnda bulunmadigini géstermektedir.

Batiin bunlar bididin samimi va hisnd niyet icinde olmadigim
gbstermektedir ve tOketiciyi yaniltma sonucunun dodacad)
asikardw. Zeytinyad ticareti yapanlar kérfez zeytinyaflanni diger
ybre yaglarindan duyusal 6zellik olarak ayirmaktadir ve farki
yiksek fiyatla satin almaktadirdar. Qysa ki hidik, cografi isaretleme
talebiyle kérfez yaglann alim ve satim politikasinda kullanabilmek
icin, tanm icine almak istedigi yére yaglanni da eklemek suretiyle
ayni zamanda haksiz kazang saglar hale gelmis clacaktir.

Oysa ki dinyada zeytinyad), elde edildigi yorelere gére deger
tagimaktadir. Misal veracek olursak, italya'da Toskana Vadisi yad
deger olarak kiloda 30 Euro, diger yadlar 5 Euro ile
degerlendiriimektedir. Ayrica rafine ve riviera zeytinyagindan séz
edilmesi mense ile bajdasmayacak bir olgudur. Birligin ticari bir
aktér olmasina kKargilik, devlet kurumlanndan atama yaparcasina
gérevlilerden olugacak st ve alt denetim kurullan ihdas), aralarinda
menfaat zithg) ve mense farki bulunan kooperatiflerden atamalar
yapmasi ve birlik kombine laboratuann nihai laboratuar olarak
belitmesi baghbagina dider ticari aktdrler yaninda haksiz rekabet
olarak agik¢a gézlenmektedir.

Bildirimi sunarken pu gézlem ve dUsUncelerimi ifadede zaruret
gbrmekteyim,

Sempozyuma bagart dileklerimle sayglar sunarim.
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TURK SARAP VE ZEYTINYAGH
SEKTORLERININ ULUSLARARASI REKABET
GUCU UZERINE SINAI HAKLAR BAKIS ACISI iLE
GOZLEMSEL BiR DEGERLENDIRME

Zekeriya SIMSEK
Patent Danigmani - Tlrkiye
zekeriya@egepatent.cam.tr

ABSTRACT

Tirk sarap ve zeytinyad sektdrlerinin uluslararasi rekabet giich Gzerine Tirkiye-ABD
gézlemlerimize dair tespitieri sinai haklar bakig agisi ife konu alan galismamez, dért
soruya cevap aranmas) Uzerine kurgulanmig olup, dért bélimden elugsmaktadir. Girig
béliimiinde, sarap ve zeytinyad! ulusiararas: ticaretindeki yerimiz kiiresel tlketici
tercihleri baglaminda irdelenmis; ikinci bdlim sgarap ve zeytinyad sektorleri
agisindan sinai haklarin sanayicilerimize ne gibi avantajlar -saflayacag ve
ulusiararasi arenada nasil kullaniimasi gerektidi konusuna aynlmistir. Uglncl
bilimde ise, her iki r(in badlaaminda *yerelden evrenseale gida standand” olarak da
tamimiayabilecegimiz cofrafi isaret korumasi agiklanmigtir. Sonug bélimiinde,
Tirkive ihracat agisindan konunun uluslararas: boyutuna abflar yapilarak
uluslararasi rekabetin kilometre taglart arasinda gérdGglimiz tasanm ve
tasanmeinin dnemi, sarap ve zeytinyad) sektdrleri agrsindan degerlendirilmistir,

1. GIRi$: DUNYA TUKETICI TERCIHLERI KARSISINDA TURK
SARAP VE ZEYTINYAGININ DURUMU NEDIR?
"Diinya tiiketicisi nereye gidiyor?"

Sorumuz bu. Konumuz ile ilgili veriler ise séyle:

-Turkiye garap dratimi............ 65.000 litra/yit
-Tirkiya sarap tiketimi.......... net veri yok
-Tiirkiye sarap ihracati........... net vert yok
-Turkiye zeytinyag! Oratimi............. 155.000 ton/yil
-Tirkiyae zeytinyad tiketimi............ 70.000 tonfwil
~Tirkiya zaytinyadi inracati............. 70.000 ton/yil

Gerek sarap gerekse zaytinyag: sektérlarimizin wluslararasi
ticaretten aldiklan pay, ne vazik ki kimi kaynaklarda her iki Giriiniin
de anayurdu olarak telaffuz edilen bir dlke igin onur kirici oldugu
kadar hayal kinkligi yaratici bir kenumdadir kanisindayiz. Bu tablo
icinde sergiledigimiz géranum itibariyle, Turk sarap ve zaytinyagi
sektorlerini temsil eden modern igletmelerimizin, bir yandan rekahet
giicii sifir olan atélye ve merdiven alti liraticilerla miicadela etmeleri,
6bir yandan ise "Gzglinlegserek” (marka, tasarim ve cografi igaret
parspektifinde) uluslararasi arenada yol almak-yer edinmek
baglaminda ivedilikla bir uzun vadeli stratgjik plan yapmalan ve
bunu kesintisiz uygulamaya koymalan rekabet oyununun olmazsa
olmaz Kriteridir.

Tirk gsarap ve zeytinyad sektorlerinin uluslararasi ticarette bagarisi,
diinya vatandaglarina -ki her vatandag hir tiketici her tiiketici hir
kraldir- dedisik driinleri (lrin casgitleandirmasi yani yeani (riin
gelistirme), degisik gekillerde {ambalaj ve tasarim geligtirme) ve
degisik fiyatlarla {(markalasma) sunabilme yeteneklerinde saklidir.
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2. SARAP VE ZEYTINYAGI SEKTORLERINDE SINAI HAK
NEDIR, NASIL ELDE EDILIR, NE SAGLAR?

Singi hak korumas:, kisaca kar msksimizasyonunda tek yol ya da
uluslararas) reksbette evrensel avantaj ydntemi olarak
kodlanabilmektedir.

Tarihsel geligim olarak dzetlersek; 20. yiizyilin ikinci yarisi mithig bir
iiretim patlamasina tanik olmustur. Ozellikle 80°li ve 90 yillarda
daha ¢ok iiretmek, daha gok yeni misteri kazanmak ve daha fazls
kar etmek amaciyla yodun pazarlama ¢ahsmalan ylritlimistar.
Bunlara kargihk 21. ylzyl ise ne yazik ki tstsiz baglamigti.
Tapetakiak olan piyasalar, savaglar, terér ve ekonomik durguniuk
insanlarda ne harcayacak para ne de tlketmek igin nesge
birakmistir.

Artk gegmigin yatirim, tretim ve kar bollugunun en azindan yak:n
gelecekte bir daha geri gelmeyecedi harkesin zor ds olsa
kabullendigi bir gergektir. Diger bir gergek de, tiketicinin
"velinimetlikten kralhgs terfi ettigi® ve sadik mosgteriler
yaratabilmenin giderek zorlagti@idir. Arzin tslepten dsha yiiksek
oldugu giinimizde, msl ve hizmetlerde fark yarstmanin, yani
yukanda altint gizdigimiz 6zglinlesmenin, sncak gigli markaslar ve
tasanmlar ile baganldidi ispatlanmis bir olgudur.

Basanh markslsr, tasarnm kimligiyle ayrigan, givenilen ve yakin
hissedilen, insanlarin haystimin igine girebilen varhklardir. Bu
yizden ekonomik durgunluklerda bile insanlar tamdiklan ve
sevdikleri markalan terk eimemek igin direnmektedirler.

Marka olabilmenin temel kosullahindan birisi zgin bir marka kimligi
gelistirebiimek ve béyleca benzer ézellikler sunan rakiplerden farkl
olmsktir. Ozgiinlesebilmek, yani aynsabilmek igin gbze garpmak,
dikkat gekmek ve hedef kitleye hog gériinmek gerekmektedir. Artik
inganlar, Oriinlerden yalmzca tet almsk vyering, prestij de tslep
etmektedirler. Kisacas, tlketiciler, satin slacaklari her drinden,
ancelikle, gtz zevki, estetik bedeni ve yagam kalitelerine katkids
bulunmasin! istemektedirler.

Iste "gbrinen bu kdy"den hareketle iginde bulundugumuz yizyhn
yarsticilik ve tasanim yiizyilh olscagini sdylemek kehanet
sayiimamalidir. 21. yiizyihn tretim snlayigi, daha dnceki yiizyillards
yalnizca zenginlerin talep edebildikleri estetix boyutun, tim sosyal
katmanlarin hakk prensibi tizerine sekillendijinden standart mal ve
hizmetler sunan kuruluslar rekabet yansinda geride kalmakta ve
kalacaklardir. Sarap ve zeytinysd) sektdrlerimiz de gerek rin
tassnmlarinds, garekse satis noktalsnnda bu prensipten hareket ile
kar ve katma deder safjlayan ddeler clarak marka ve tasarimi 6ne
¢ikarmak zorundadirlar. Aligveris merkezlerinin sundugu Grin
bollugu karsisinds olugsan yeni tlketici profilinin tasarima ve
markaya dsha fazla para 6demeye hazir oldugu tim sragtirmalarin
ulasti ortak sonugtur.

Diinys ticsretinden biylk paylar koparan dlkeler tasanm kultiirine
sahip, marka yaratabilen ve markslarini uluslararssi piyasslarda
yiksek dederlerle pazarlaysbilen Ulkelerdir. Sanayicilerimiz bu
alandaki "kimlik" arayigslanina hiz  kazandirmsnin  yamsira,
tniversite-sanayi igbirligini de gerceklestirmek zorundadirar.

Firmalarin tiiketicilerin isteklerine odakl Gritnier gelistirmeleri,
degisen tasarim-lretim- pazarlama anlayisiyla beraber tlketicinin
son nokta almaktan ¢ikip en baga yerlesmesi ile "milat” bulmusgtur.
Bu baglamda marka, taserim vb. degerleri dsha objekiif Slgmek
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amaci ile 6zellikle son yillards tiiketiciye ne istedigini sarma yering
onunla birlikte yasama, ne istedigini "kesfetme”, hayafina karigmak
ve onu gdzlemleme ve sanunda ana "tam da bunu istiyordum?”
dedirtme bakis acill pazar srastirma galismalan da yogunluk
kazanmsfir.

Buraya kadar hep marka dedik, tasarim dedik. Nedir bunlar? Genel
olarak sinai hak kavrami ile ifade "edilen markalar, tasarimilar,
patentler ve codrafi isaretler, dzellikle sarap ve zeytinyad
sektorlerinde kar ve katma deder agisindan "can simidi”
kavramlardir. Kisaca bunlarin hukuki pozisyantarini tanimlarsak:

MARKA, bir firmanin mal ve hizmetlerini bir bagka firmanin mal ve
hizmetlerinden ayirt etmeyi saglamak koguluyla kigi adlari dahil,
tzellikle sbzcikler, sekillar, hartlar ve sayitlar ile cizimla
goriintilenebilen veya benzer bicimde ifade edilebilen her tirll
isaretlerdir. Marka tescili ile bir firmanin Oriinleri tzerine kaydugu
tanitim ibaresini yani "alameti farikayl" bagkalarinin izinsiz
kullanmasini dnlemek amach hukuki karuma saglanmis almaktadir.
Sarabi va zaytinyagini bir isim ile pivasaya sunmak zarundasiniz.
Yani marka dnemlidir.

TASARIM, "bir Grintn tmD veya bir pargas) veya 0Ozarindeki
stislemenin, ¢izgi, sekil, bigim, renk, doku, malzeme veya esneklik
gibi insan duyulan ile slgilanan gesifli unsur veya o6zelliklerinin
olugturdugu butiin" olarak tanimiansbilir ki; endustrivel tasarimin
korunmasi ile yeni Grinlerin gekilsal ve duyusal ayirt edici

niteliklerini hukuki koruma altina almak miimkiin olmaktadir. Gérsel

farkilik veya estetik ozellik tasiyan yeni Urlinlarin endistriyel
tasarim olarak tescil edilebilmesi hukuki koruma yolunu agarak
rakiplare gore avantajli duruma geacmeyi saglamaktadir.
Tasanmlann karunabilmeasi igin tasarimin "venililk vaya ayirt adici
nitelik” kriterini tagtmasi gerekmektedir. Ornegin; sarsp ve
zeytinyadi siseleri, etiketlen, kartan kutularin hepsi birer tasarim
tascili kanusudur. Toketicilerin satinalma egilimlari ¢adu zaman
oriin  kalitesinden ¢ok bu vb. gobrsel ogelerde yogunluk
kazanmaktadir. Yani lriinden ziyade sunum asidir. Sarabi ve
zeytinyagini bir gige, ambalaj vb. iginde piyasaya sunmak
zarundasiniz. Yani tasanm énamlidir.

PATENT, Fonksiyanel igerigi olan ya da teknik bir prablemi ¢ozen
fikirlerin  karunms  bigimidir. Bir paient bagvurusunun
belgelendirilebilmesi igin "yanilik”, "bulug basamag’” ve "sanayiye
uygulanabilirlik" kritarlarinin e zamsnl olarak sadlanmasi
gerekmektedir. Ornedin; gazli ayran yapimi patente konu
olabilmekiedir. $Sarabi ve zeviinyadini farkh icerik ve yapilarda
pivasaya sunmak zorundasiniz. Yani pafent Snemlidir.

COGRAF! ISARET ise, kanumuz Oriinler agisindan ézel bir énam
arz efmasi ve dider smnai hak kavramlarina nazaran daha az
bilinmesi nedeniyle agadida ayri bir blim clarak ve daha aynintili
olarak aela alinacaktir.

Bu arada belitmemiz gerekir ki; sinai haklarla ilgili tescil belgeleri,
gerakli avraklar ile Tirk Patent Enstitisi'ne (TPE) bagvuru
yaplimasini takip eden islem prosedirii sonunda adi gagen tek
yetkili kamu oforitesi tarafindan verilmekte; hukuki koruma basvuru
dosyasinin kurum evrak girising feslim edildidi tarih itibariyle
baglamaktadir. Markalar 10 vil, tasarimlar § vil, patentler isa 7
(incelemesiz), 10 {faydali model) veya 20 (incelemeli} yil siire ile
koruma alfina alinmaktadir. Markalarin siiresi 10 yilda bir 10%ar yil
seklinde sonsuza kadar uzatilabilmekte; tasarimlarda bu sira 5'ar
yillik 4 déinem halinde yenilemek kaydiyla 25 yilla sinirlandiriimakis;
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patentte ise talep edilen sireler sonunda hukuki gecerlilik
kendiliginden sona armaktedir.

Taklit ve belge sahiplerinin haklarina tecavilize dayal kot niyetli
davraniglar, sikayat halinde cezai yaptinma yol agacaktir. Buniar,

-Taklit irinlere el konulmas:,

-Taklit 0riinil Oreten lretim araglara el konulmas), el konulan
aracglarin mikiyetinin hak sahibine verilmasi,

-Hak sahibinin ugradidi maddi ve manavi zararlann tazmini,
-Hapis cezasi,

-Para cazasl,

-Mahkeme Kararaninin basin yoluyla ilan edilmasi,

-Taklit¢i isyarinin bir yildan az olmamak Uzere kapatiimas:,
-Takiitginin bir yil stireyle ticaretten men edilmasi.

Simdi sira geldi iki can alici soruya yamit aramaya,

-TURKIYE SARAPTA MARKA OLABILIR MI?
-TORKIYE ZEYTINYAGINDA MARKA OLABILIR Mi?

Mutlaka ve muhakkak avet. Cunkil gerek sarap gareksae zeytinyag),
artik dinya sofralarinin seckin ve degerleri glinbegiin artan bag taci
konuklart durumuna gelmistir. Yani talap vardwr. Bize dligen, igbu
talebe uygun arz: yaratabilmektir. Onemli nokta sunumdur. Bu da
firma bazinda "marka-ambalaj’, ulusal bazda "tanitim-atkin lobi”
calismasim gerektimektedir. Her iki ¢alismamn da lokomotifi
tasarim ve tasanmacidir.

3. SARAP VE ZEYTINYAGINDA TURKIYE COGRAFI ISARET
SAHIBI OLABILIR Mi, NE YAPMALI?

Cografi igaret nedir?

ABD ve Ozellikle Avrupa Birligi tarafindan &zel 6nem verilen
COGRAFI ISARETLER, MENSE ve MAHREC isaretleri olarak iki
grupta dederlendirimekte ve karunmaktadr.

Bir dritniin menseai olan yore, alan veya bolge adi MENSE ADI
olarak anilir. Bu sekilde anilabilmesi igin Urlinin, cografi sinirlar
belirlanmig bir yére, alan, bdlge vaya ¢ok 6zal durumlarda lilkedan
kaynaklanan bir Urlin almasy; tim veya esas nitelik vaya &zallikleri
bu yére, alan veya bolgeye 6zgl doda ve beseri unsurlardan
kaynaklanan bir Griin almasi; retimi, islenmesi ve diger iglemlerinin
tumiyla bu yore, alan vaya bdlga sinirlari iginde yapilan bir Grin
oimas! sartlannin birlikte karsilanmasi gerekir. Orneklersek, Cerkez
Payniri, Kaysari Pastirmas), Malatya Kayisisi, Bozcaada Sarabi,
Van Otlu Payniri bu tdr Granlerdir. Bu Grinlerin nitelikleri, kalitesi,
tnll ve diger &zellikleri belirli bir codrafi yerin doda ve beseri
unsurlanndan kaynaklanan ozellikler tagir ve bu drinler bu
ozalliklari ila Un kazanmislardir. Mense adini tagiyacak (Orlnler ait
olduklan cografi bélgenin disinda lretilemezler. Cunkd Orln,
niteliklerini ancak ait oldugu yére icinde dretildigi takdirde
kazanabilir. Bir (rini taninmis hale gatiran tim &zellikler sadece
belirli bir alandan kaynaklanabiliyorsa bu tir codrafi isaratler menge
isaretidir. S6z konusu alan, bir tlke olabilecedi gibi bir il, i¢e ya da
¢ok daha kigik bir yora olabilir, Turk Rakis), Kangal ve Akbag Turk
Goban Kopekleri Ulkesel &zellige; Malatya Kayisisi, Kayseri
Pastirmas:, izmit Pigsmaniyesi sehirlere; Anamur Muzu ise ilceye
6zgl cografi isaratlerdir.

Bir UrGinin mengei olan ybre, alan veya bdige adinin, MAHREC
ISARETI olarak tescil ediimesi icinse, cografi sinirlan balirlenmis bir
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yore, alan, veya bdlgeden kaynaklanan bir Grin olmasi; balirgin bir
niteligi, Gni veya diger 6zellikleri itibariyle bu y6re, alan vaya bolge
ile tzdeslesmis bir Grin ofmasi; Uretimi, islenmesi ve diger
islemlerinden en az birinin belirlenmis yére, alan vaya bolge sinirlan
icinda yapilan bir Grin elmasi sartlarinin birlikte kargilanmasi
gerekir. Bu tilir Urtinlere 6rnek clarak Trabzon Ekmegi verilebilir. Bu
Urtinlarin nitelikleri, kalitasi, tini ve diger ézellikleri belirli bir cagrafi
yara ait dogal hammadde ya da besgari unsurlara dayali iglemlerden
kaynaklanan &zellikler tagir. Mahreg isaretini tagiyacak trlinler ait
olduklari cograft bélgenin diginda da Uretilebilirler. Ancak bu
tiretimda ait clduklan caografi bélgeye ait hammadde va UOratim
yéntemlerinin aynen kullaniimasi ve Gr(intin kalitesinin ayni almast
sarttir. Uriine taninmighgini saglayan ézelliklardan en az biri belirli
bir cografyadan kaynaklanmak zarunda ise mahrag igareti clarak
karunmaya hak kazanir; Ardahan'in Damal Babagi, Corum
Leblebisi, Erzincan Bakir El Iglemeciligi Sanati gibi.

Cografi isaret karumasinin diger sinai haklardan farki, sagladigi
korumanin kigiya 6zgli almayigi, yani "manferit tekelcilik® dagil
"anonim tekelcilik" saglamasidir. Ciinki belirli standartiar tagimasi
kaydiyla cografi igaret korumasina tabi OrGind dreten tim Ureticilar
bu isareti kullanabilmektedirler. Ancak bu kullamm, belirli
zamanlarda cografi igaret tescili sahibinca yapilacak ya da
yaptirilacak denetimlere baghlidi gerekli kilmaktadr.

Caografi igaret tescilinin diger bir 6zelligi de hem Ureticileri hem de
thketicileri ag zamanli korumasidir. Clinki tiiketiciler, satin aldiklar
driiniin nitelikleri konusunda igbu "yasal zeamine" istinaden emin
olmakta; ireticiler ise, bu niteliklere dayall 6ncelikli tercihler
karsisinda rekabet giictnii elinde bulundurmaktadirlar.

Codrafi igaret olarak tescil edilemeyecek isaretler nelerdir?

-Cograti isaret tanimina uymayan adlar ve igaretler,
-Urtinlarin 6z adi clmus adlar ve isaretler,

-Urtiniin gercek kaynadi konusunda halki yaniltabilacek alan
bitki tiirleri, hayvan soylar veya benzer adlar,

-Kamu diizeni ve genel ahlaka aykin isaretler,

-Uluslararas anlagmalara (Paris Stzlesmesi ve Dinya Ticaret
Orgutih Kurulug Anlagmasi) taraf Glkelarde korunmayan veya
korumasi sona ermis veya kullanilmayan adlar va igaretiar.

Cografi igaret hakkina tecaviiz halleri nelerdir?

-Tescilli adin Gniinden harhangi bir bicimde yarar saglayacak
kullanimlar veya tescil kapsamindaki Oriinleri andiran ya da
cagristirabilen dGrunlerle ilgili clarak tescilli adin dolaylt veya
dolaysiz olarak ticari amac¢h kullanimi,

-Sozciik alarak gercek cografi yeri ifade etmekle birlikte, halkta
haksiz bigimde Orinin bagka yer kaynakh eldugu izlenimini
birakan kullanimi veya korunan adin terciimesinin kullanimi
vaya "stilinde", "tarzinda", "tipinde®, "tiriinda", "y&ntemiyle”,
"orada Uretildigi bicimde" veya benzeri dijer agiklama veya
terimierle birlikte kullanimi,

-Uriiniin i¢ veya dis ambalajinda, tanitim ve reklaminda veya
tiriinle ilgili herhangi bir yazil belgede dogal veya esas nitelik
va dzalliklari ile mensei konusunda yanhs veya yanitic
herhangi bir agiklama veya belirtiye yar verilmesi,

-Urtiniin mensei kanusunda halki yaniltabilecek bigimde
ambalajlanmas! veya yanilg yaratabilecek diger herhangi bir
bicimde sunulmasi,

~Yukarndaki dért sikta yazili fiillara istirak veya yardim veya
bunlari tegvik etmek veya hangi sekil va sartlarda olursa alsun
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bu fiillerin yapiimasini kolaylagtirmak,

-Kendisinde bulunan ve haksiz olarak lretilen veya ticaret
alanina cikarilan cografi igarete sahip malin nereden alindigini
veya nasll sadlandi§ini bildirmekten kaginmak.

Cagrafi igaret hakkina tecaviiz hallerine uygulanacak cezalar
nelerdir ?

2. bolimde zikrettidimiz cezai yaptinmlar codrafi igaretler iginde
aynen uygulanmaktadir. Codrafi isaret basvurusu, yayimlandig
takdirde, bagvuru sahibi, cografi isarete vaki tecavizierden dolay
hukuk ve ceza davasi agmaya yetkilidir.

Ozellikle AB bu konuya iligkin topluluga stimul dizenlemeler
yaparak, Fransiz Konyaq), Isvigre Cikolatas) gibi Grinleri evrensel
bir koruma diizenine kavugturmak udrasgi icindedir.

Biz ise, cografi igaret tescil bagvurusunda bulunmadiyimiz igin
LOKUMU INGILIZLERE, YOGURDU BULGARLARA "ksptirmig”
bulunmaktayiz. Tirk lokumu Ingiltere, beyaz peynir ve yodurt
Bulgaristan tarafindan tescil eftiriimis durumdadir. TPE'nin bu
konuda gerekii girigsimlerde bulunmug ve Tirkiye'nin kendine ait
cografi isaretler icin o Ulkelerdeki ticaret atageleri araciligiyla sikayet
bagvurusu yapmig olmasiylaikte, bu gabalar blyik olasilikla
sonucsuz kalacaktir. Clnki "atlar alanlar Uskiidar'' gegmiglerdir”.
Ne yazik ki, yabanci iilkeler ve uluslararasi otoriteler nezdinde
Urdn0 itk tescil ettiren Ulke vefveya kuruluglar, Orlintin Gretim
haklarini da elde etmis olmaktadirlar.

Ulkemizde bugln birgok rin sahiplenilmeyi, yani codrafi isaret
korumasinl beklemektedir. $arap ve zeytinya§l ds bu Urlinler
arasindadir. Ormeklersek, $is Kebap, Ankara Ddoneri, Kayseri
Mantis), Aydin inciri, Oltu Tas!, Anzer Bal, Afyon Kaymag), Antep
Baklavasi, Rize Cayl, Avanos Comledi, Adana Salgami, Bursa
Kestane Sekeri, Diyarbakir Karpuzu, Marag Dondurmasi, Denizli
Horozu, Ankara Kegisi ve daha yizlercesi.... Tim bunlar, kaliteyi,
giveni ve Turkiye'ye has olan ylizlerce yilltk emegin, yéresel birikim
ve tecribelerin siizgecinden gecerek olusmus riinlerdir. Ulkemiz,
kiiltiirel zenginlidi ve dodas| sebebiyle diinyada egi benzeri olmayan
bir cografi triin ¢esitliligine sahip bulunmaktadir. Her yorenin dzgiin
bir Grind bulunmakta ve bir cok liriin de kendisine kaynak tegkil
eden cografi bélge adlan ile amimaktadir. Bu Griinlerin codrafi isaret
tescili ile ticari agidan hukuki koruma altina alinmalar uzun vade
milli menfaatlerimiz (ticari, siyasi ve turistik) agisindan biyilik dnem
arz etmektedir. Halihazirda uluslararas) ticari asrenads, Tirk
drtinleriyle rekabet eden Ulkelere her gln bir yenisi eklenmekte,
hangi ilkenin codrafi {rlni daha fazla ise o Ulke avanta
saglamaktadir. Tlketiciler daha ¢ok glven duydudu igin, aligverig
yaparken cografi isaret korumali Uriinler tercih eimekte, piyasada
bir Griine bu derece biiylk bir rekabet giicli kazandiran bu imiiyaz
semsiyesi ile korumaya tabi drliniin Greticileri lilke olarak dnemli
pazar avantajlar saflamaktadiriar.

Cografi igaret tescili, Griinin Oretildigi bdlgeyi temsil eden tlzel
kigiler, tilkketici demekleri ve cografi yore ile ilgili kemu kuruluglar
tarafindan TPE've vefveya yurtdisi yetkili makamlara bagvuru
sonucunds gergeklesmekte olup; Olkemizde, tek yetkili kamu
otoritesi olan TPE tarafindan yaklagik 2 yillik bir iglem sireci
sonucunda belgeye bagdlanmaktadir.

ARTIK SANAYICILERIMIZ BIRLIK OLUP BU KONUDA ELLERINI

CABUK TUTMALI, GEREK SARAP GEREKSE _ZEYT]I\_JYAG!
YEREL VE/NEYA  OZGUN  URUNLERIMIZIN  TICARI
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DEGERLERIN|I IVEDILIKLE HUKUKI KORUMA ALTINA
ALMALIDIRLAR.

4. SONUG: MARKALARIN, AMBALAJLARIN VE COGRAFI
ISARETLERIN ULUSLARARAS! KORUNMASI NEDEN
ONEMLIDIR?

Bir Ulkede alinan tescil, tiim dinyada gecgerli bir hukuki koruma
sagiar mi?

Hayir. Turkiye'de tescil edilen bir sinai hak sadece Tiirkiye sinidar
icinde gecerli bir hukuki karuma saglar. Uikemizin de taraf aldugu
uluslararasi anlagmalar geredi koruma istenilen her Glkede ayr bir
tescil alinmasi sarttir.

Tasarimi size &zgl bir Orlnd ihrag ediyarsaniz ihracat sansiniz
%100 artmaktadir. Bu ger¢ak ham tasarimcilarin hem de bu konuya
zaman, emek ve kaynak ayiran firmalarin bayanlari ile sabittir.
Giniimizde artik bir Grinin iretimesinden ziyade asil olan o
drintn kimligidir. By su demektir. Herhangi bir driiniin tasarim
kimligi olmadan dlinya pazarlarinda alici ya da satici bulabilmesi
neredeyse imkansizdir. Ulkemizde dretimin uzun yillar ucuz isgilik
ile kalitadan &diin varilerek gercekiestirmis almasi, Tlrk sanayiinin
tasarim ve tasarimci olgusuna yabanci kalmasina yol acmistir.
Oysa dunya ticaret savaglari artik “tasarim" silahiyla
kazaniimaktadir.

Peki, sarapta ve zeytinyadinda firmalarimiz bu savasglarda
kendilerine tizgl tasanmilar geligtirip/garcaklestirip basarih olabilirlar
mi?

Elbette. Ulkemiz firmalarinin ¢adunun sahis/aile sirketleri oldugunu
dikkate alirsak bunlar, i¢ pazara Urlin yapmaya aligmig, pek ihracat
yapamayan, ¢aligkan ve dirist, ancak vizyonlar kiiresel bir bakig
agtstndan uzak firmalardir. Cogu sifirdan gelmis aldugu igin;
yénetim (muhasebe ve pazarlama) ile Uretim (mihendislik) alanlan
disinda kalan "tasanm" mesledine/bilimine uzun yillar siphe ile
bakmislardir. Sadece diinya gerceklerinin farkina varmis; bir seyler
yapmas! gerektigini idrak aden igletme sahipleri ise kisith maddi
alanaklan ile yol alarak bu ortamda aradan sivrimeayi
becerebilmiglerdir.

Artik;

-"Diinya markasi olmak/yaratmak" safsatasindan
kurtulmaliyiz. Tescille, aksamdan sabaha dinya markasi
alunamamaktadir. Diinya markasi olmak "igne ile kuyu
kazmak" gibi ¢atin ve uzun bir yol olup; sabir, inang ve en
dnemlisi dev biitgelar istameaktadir.

-Talebi dogru algilayip, buna akil katmaliytz. Bunu yaparken
her yeni giin, din yagsamak ve farkllik alanlari bulmak ve
artak emek ile liderligi do@ru bulusturmak gerektigini
akhimizdan gikarmamaliyiz.

-Sirekli Grin farklilagtirmak, malivetleri disimmek, AR-GE
yapmak ve kalite gemberleriyle insanimizi olaya odaklamak
zarundayiz.

Marka almak formiiliinde bunlar var. “"Hadi artik bir marka yapalim”
demek iste bu yiizden olanaksiz. Cinkll marka yaratmak, "logo
gelistirmek" ya da herhangi bir ilkede temsilcilik agmaktan, fuarlara
katiimaktan ibaret dedil. "Bitlinsel bir dader yaratmak” gerekii ki bu
da yenilikcilik ve varaticiikla saglanabilmektedir. Dotayisiyla,
sirketlerimiz taklidin getirdigi haksiz rekabetten karunabilmek igin
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strekli olarak Uriinlerini yenilemek ve gelistirmek zorundadiriar.
Oniimiizdeki 10 yillik terminde diinya pazarlarinda adindan sikga
soz eftiracedine inandidimiz Tlrk sarap ve zeytinyagd: sekidr
mensuplarina tavsiyvemiz odur ki:

-Tescilsiz marke kullenmayiniz. Markalanmz ihracat
yaptiiniz ve ihracat yapmayr planlsdiginiz Ulkelerde de
ivedilikle (pazara girmeden &nce) tescil ettiriniz. Tescilsiz bir
markayla ihracat yapilmasi halinde ad gegen marksnin
ihracata konu illkede bir bagka firma adina tescilli olmasi
halinde, gumrikierde mallanniza el konulma riskinin
bulundugunu unutmayiniz.

-Uretmis oldugunuz iiriinlerin model ve ambalajlarini tasarim
tesciliyle koruma altina almiz. ToOrkiye'de tescil ettirmis
oldugunuz tasarimlarimzi ve patentlerinizi yasal siireleri iginde
ihracat yaptdiniz ve yapacaginiz Ulkelerde de tescil ettiriniz.
-Sektbrel anlamda biraraya gelip, birlik olup, codrafi igaret
tizerine kafa yorunuz.

-Uluslararas! tescil kolaylhklarindan yararlanmak ve hak
kayiplanna ugdramamak igin profesyonel "vekillik" hizmeti
aliniz.

Sektarler snlaminda italys, ispanya ve Fransa'y), genel parspektifte
Cin'i ticari arenada yenmenin yolu, markadan, tsssrimden ve
cografi igaretten gegmektedir. Bu ise, tasanm-iratim-pazarlama
faaliyetlerini i¢ ige gergeklestirmek ve &zgln Grin Kimlikieri
olusturmak demekiir. Ulkemizde son 10 yil iginde diinys gapinda
isim yapmig birgok tasanmci yetismis ve artik sanayicilerimiz 6zgiin
tasanmlar Uretecek ve tim dinysys satabilecek kapasiteye
gelmisgtir. Inancimiz ve gézlemimiz budur.

Sunum artik bilimsel sanattir. Bu bilimsel sanatin ad) ise tesarimdir.
Kazanan hep ve her zaman, market rafinde ya da reklamda
gordiigll bir Griin karsisinda tiiketiciye "iste aradigim buydu”
dedirtecek sunumdur. Bu ise, tasarnmcinin sinerjisi ile isadaminin
vizyonundan ortaya gikabilecek bir karigimdir kanisindayiz.

Giris bélimiindeki rakamlardan anlasitacad: Gzere, ABD her iki
sektbrde de en biylk ithalatgl lke konumundadir. Bu veriye
dayanarak ABD'deki incelemelerimiz siresinda gdérdiklerimiz
1Isiginda, llkemiz agisindan ulusiorarasi ticarette -varolabilmekien
ziyade- yiksek katma deder elde etmek temelli bir modellame
yaparsak;

-sarap ve zeytinyaginda markalasacaksiniz;

-sarap ve zavtinyadim pazars sunarken tasarimds
dzginleseceksiniz;

-garap ve zeytinyadinda veni aromalar, dogal kangimlar, 6zel
islamler geligtiraceksiniz, yani buluglar yapacaksiniz;

-gsarap ve zeytinyadinda Olkese! ve yoresel talloriniz verss
bunlarin  cografi  Ozelliklerini  tescil ile  taglandirip
koruyacaksiniz;

ki kar pastasindan aldiiniz pay olsbildigince "kocaman™ olsun.
Yolunuz agik olsun.

KAYNAKLAR
1. Girig b8lim{indeki istatistiksel veriler EIB'nden saglanmigtir.
2. Patent Haklarinin Korunmas Hakkinda KHK/551

3. Endistriyel Tasanmiarin Korunmas! Hakkinda KHK/G64
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4, Cografi lsaretlerin Korunmasi Hakkinda KHK/555
5. Markalarin Korunmasi Hakkinda KHK/556
6. Muhtelif Turk ve ABD Sektdr Firmalaninin Web Siteleri ve Birebir Garlismeler

7. 1-30 Kasim 2004 ABD Gezisi Notlan
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TRANSCRIPT OF THE PANEL

| SN N e Lo

Left to Right: Nihat Aktan, Ken Lait to Right: Tavfik Balcioglu, Maryse
Friedman, Tungdan Baltacioglu. Posenaer, Hiseyin Bekgi.

NIHAT AKTAN

Bunu tasarnimi dne gikarma galismasi olarak gdrilyorum. Cinki
Turkiye'nin ihracatinda ve dinyays agiliminda higbir Oriiniin bu
kadar atkili alacagimi zennetmiyarum, ¢lnkll bu iki Orlin icin de
gerek hammadde bakimindan, gerek islenme sirasinda kazandig
katma degerlerle highir sekilde yabanci para girmiyar, kismen gok
az miktarda birkag makineye girmekle berabar bu makinalarle srtik
Turkiye'de de aynen digarda Uretilenler gibi haits bezileri dsha
stiin olarak tretiliyor, onun igin Tirkiye'nin ihracatinda o biyik
rakamlarin iginde az bir sayl ds alsa, gergek ihracat olarak
gériyorum ben. Ve otomobil &ne ¢ikiyar, tekstil hatte 6ne gikiyar;
tekstil bile geri keliyor bu hususta. O nedenle biiyiik bir yarar
sadlamaktadir. Tagekkirler.

KEN FRIEDMAN

..And | was talking a littie bit with Can about this befare and | was
saying that | think this could be a rather exciting ares to develop as
a kind aof focus or some kind of conference tradition, because
nobady is really doing anything quite like us. You see ane paper, ar
ane track, or one stream caming up in athar canferences. The thing
I would like to see in addition to some kind of tradition going out of
this in @ conference way would alsa be when you are doing it, a
chance ta do more things like the trip that will take tamarrow, so
when you come, far example either before ar after, you are gonna
have the chance ta have a special day where you are going with few
enaugh people to actually to see things being produced, to learn
about the area, ta learn how it is praoduced, so when you ga home
you nat anly have this rich interaction with peaple in the conference,
but you will actually know more abaut what is here. And the part that
| slsa liked very much -again that | would like ta see expanded- |
thought the exhibition was wonderful with the actual products, with
the materials. Again to learn more one of the things that | always da
when | ga to @ new place, everyane else goes to museums, | go to
the supermarkets and grocery stores to see what is produced, what
it feels like and tastes like. So some little things like that where, in
addition to the confarence, where we learn as scholars and
academics to hava a chance fo interact mare with the actual, the
food culture, the wine culture and the oil culture. So thase were my
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thoughts.

TUNGDAN BALTACIOGLU

Ginumizde pazarlamaya baktigimizda, 6zellikle klresellesen,
globallesen bir dunya igerisinde rekabetgi Ustinllik saglayabilmek
birkag unsurun elinde. Uretimi bunlardan bir tanesi olarak
saymiyorum. GUnk( Uretim, artik herkes tarafindan bilinen ve
kolaylikla yapilabilen ve Kolaylikla satin alinabilen, teknolojiyi bol bol
satin alabildiginiz ve uygulaysbildiginiz bir alan. Fakat énemli olan
bunun dis pazarda yer alabilmesi ve insanlarin ve tlketicilerin bitin
dinya Uzerinde istedikleri yerde bulabilme ve satin alma karar
verebilmesi. Simdi burada temelde en énemli unsur tabi ki
gUniimiizde birkag neoktada digimieniyor. Bunlardan bir tanesi
tasarim, bir tanesi de lojistik. Ve dikkat ettiyseniz bu toplantiya
lgjistik alanindan oldukga fazia sayida tebligle katilimi ben Gzellikle
arzu ettim ve konferans dizenteme komitesi de bunu tahmin
ediyorum olumiu buldu, uygun gérdiler ve kabul ettiler...

HUSEYIN BEKCI

Tasanm artik 8yle bir noktaya gelmis Ki, burada da biraz daha
farkettim, neredeyse hayatin her alaninds bir tasarim izi var. Iste
dzellikle son gelismeler, burada aktarilan bildiriler, ézellikle Italya'da
yasanan ornekler benim gok ilgimi gekti ve Turkiye'de bbyle bir sey
yapilabilir mi diye bir taraftan da proje gelistirmeye galistim.
Tirkiye'de gercekten yapilacek sey var. Ozellikle bu noktada
tasarim faaliyeti dnemli. Hocamin da dedidi gibi tasanm artik her
noktada. Rekabetin en 8nemli unsurlanindan birisi de tasanm. Ben
sunu acikylUreklilikle sbylliyorum, en azindan firmanin temsilcisi
olarak: Sarap ve zeytinyadl konusunda vyapitabilecek her tQril
calismaya -tasarim olsun ya da bundan sonra yapilacak degisik igi
alanlarinda sempozyumlarda olsun- gercekten katki vermeye
haziriz. Bizim i¢in de bunlar gok énemli konutar. Bundan -gergi hep
ambalgj Oreticileri biraz haksiz bulunuyor ama- 2-3 sene 6énce
ortaya attigimiz bir fikir vard|; zeytinyadi Oreticilerine inmeden, daha
Ust seviyede, birlikler seviyesinde bu fikir pek kabul edilmedi. Niye
biz %80 UrOnimizl dékme olarak Halya'ya ve Fransa'ya
génderiyoruz? Onlar kendi Ulkelerinde katma deger yaratarak 3-4
kati fiyatlarla Amerika'yva ve Japonya'va gdnderivorlar. Amerika'da
ve Japonya'da zellikle son yillarda ciddi artiglar var. Niye bu tek
gati altinda olmasin? Cinkl zeyiinyagi ihracati inanilmaz disiik
fiyatlarda... :

MARYSE POSENAER

...And | am sort of locking at that tomorrow in terms of like what is
happening in Turkey, in terms ¢f education, and the great number of
industrial design departments. Yes, | think it is @ very good idea of
this conference which accerding to Can, Ozlem, Alpay and so on, is
more like an explanatory type of nature could really need to a
specialization of the university in terms of design and focus on look
of product range and so on, which | think is a wonderful idea. And
maybe a way to use the resources of industrial designers, perhaps
more efficiently, instead of finding everbody do interior decoration
which | think is a lot the case in Ankara for instance. So | am loeking
at that in a different perspective and for one point | also very much
agree with Ken that | would have loved to see mere of the practical
aspects of what you have been talking in a very large range like how
do you make olive oil; | mean | sort of understand the idea | would
like to see that. And | think something like that weould have added
something to the conference which today and yesterday afternocn
was very nice.
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TEVFIK BALCIOGLU

....Kisa hir toparlama yapmak istiyorum. Benim gézlemledigim su:
Son yillarda, tasarim ve beden ve insan gok Snemli olmaya bagladi.
Biz daha c¢ok ne giydigimizi, ne yedidimizi, ne ictigimizi
dlisindiigimiiz, kendimize 6zgi kimlikler olusturmaya yénelik bir
ortamda bulunuyoruz. Bunun bir gok nedeni var: Ekonomik, politik,
ideclojik diyebilirsiniz belki. Ama tasarim bilincinin daha ¢ok ortaya
cikip yayginlasmasi, insanin kendine daha fazla defer vermeye
baslamasiyla, spordan tutun da viicudunun yeniden sekillenmesine
kadar bir ¢ok alanda tasanmin s6z konusu clmaya bagladigini
gorityoruz. O ylizden de buglin bu sempozyumun burada olmasi
gok anlamiidir.
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EXHIBITION

PARTICIPANTS:

- lzmir University of Economics, Department of Industrial Design
with Tarig Olive Oil

- lzmir University of Economics, Department of Fashion Design

- Istanbul Technical University, Department of Industrial Product
Design with “Anadolu Cam” Glass Company

- Dakuz Eylll University, Department of Textile

- ELDA Marketing and Commerce with “Efe Raki”

- TARIS Agricultural Sales Cooperatives’ Union with Tarig Olive Qil

- Sevilen Wines .

- Yazgan Wines

- ALVISUAL Visual Communication Systems with “Ajon” Olive Oil

- Killahgioglu Wine Coolers

- Gusto Magazine

Sevilen Wines

azgan Wines
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ALVISUAL Visual Communication
“Efe Rakr’ Systems with *Aion” Clive Oil

EDA Maretl and Commerce with

Dokuz Eylil University,
Department of Textile

o

Kétahgiogdlu Wine Coolers Dokuz Eylul University.;
Department of Textile

Izmir University of Economics, lzmir University of Economics,
Department of Fashion Design Department of Fashion Design

lzmir Univesity f Economics, lzmir University of Economics,
Department of Fashion Design Department of Fashion Design
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lzmir University of Economics, lzmir University of Economics,
Department of Industrial Design with Department of Industrial Design with
TARIS Olive Oil TARIS Olive Oil

lzmir University of Economics,
Department of Industrial Design with
TARIS Olive Oil

lzmir University of Economics.
Department of Industrial Design with
TARIS Olive Oil

Izmir University of Economics,
Department of Industrial Design with
TARI$ Clive Oit

Istanbul Technical University,
Department of Industrial Product Design

Istanbul Technical University,
Department of Industrial Product - : :
Design with “Anadolu Cam” Glass Istanbul Technical University, .
Company Department of Industrial Product Design
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Ekrem Demirtas, the Prasident of the Ezio Manzini
Baard of Trustees and Aziz Kocaogiu,
the Mayor

Attila Sezgin, tha Recter and Ezio Nihat Aktan

Manzini

Ken Friedma

tion

Registration

eglstra
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Ken Friedman

Closing

Closin
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COFFEE BREAKS
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DINNER BY SPONSORS SEVILEN AND TARIS
AT THE SEVILEN VINEYARD HOUSE
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TRIP TO IZMIR’S OLD MARKET AREA OF KEMERALTI
AND CITADEL OF KADIFEKALE
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TRIP TO THE HOUSE OF VIRGIN MARY,
EPHESUS, AND THE VILLAGE OF SIRINCE
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LIST OF PARTICIPANTS
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A. Can OZCAN
lzmir University of Economics - Turkey
can.czcan@teu.edu.ir

Alexis SANAL
Istanbul Technical University - Turkey
sanala@itu.edu.tr

Altan CANDIR

Engineering Specialist - Turkey

Anna MERONI
Polytechnic University of Milan - Italy
anna.meroni@polimi.it

Antonella CASTELLI
Polytechnic University of Milan - Italy
antonella.castelli@polimi.it

Arianna VIGNATI
Polytechnic University of Milan - ltaly
arianna.vignati@polimi.it

Arzu VURUSKAN
lzmir University of Economics - Turkey
arzu.vuruskan@ieu.edu.ir
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Bahar KORKGU
lzmir University of Economics - Turkey
bahar.kurkcu@leu.edu.tr

Banu OZEN
Izmir Institute of Technelogy - Turkey
banuozen@iyte.edu.ir

Beatrice VILLARI
Polytechnic University of Milan - Italy
beatrice. villari@polimi.it

Burcu PINAR

lzmir University of Economics - Turkey

C. Anna CATANIA
University of Palermo - Italy
catania_anna@yahoo.it

Danilo PEREIRA

Agriculiural Planning and Economics Institute of Sanka
Catarina - Brasil

danilo@icepa.com.br

Deniz DENIZ
lzmir Institute of Technology - Turkey
denizdeniz@iyte.edu ir

Eugenio MERINO
Federal University of Santa Catarina - Brasil
merinc@cce.ufsc.br/ngd.ufsc.br
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Ezio MANZINI
Polytechnic University of Milan - Italy
ezio.manzini@polimi.it

F. Dilek HIMAM
lzmir University of Economics - Turkey
dilek.himam@isu.edu.tr

F. P. LA MANTIA
University of Palermo - Italy
lamantis@dicpm.unipa.it

Figen KOREL
lzmir Institute of Technology - Turkey
figenkorel@iyte.edu.tr

Figen TOKATLI

lzmir Institute of Technology - Turkey
figeniokaili@ivie.edu.tr

Frank BATES
lzmir University of Economics - Turkey
frank.bates@ieu.edu.tr

Gokhan EFECAN

Izmir University of Economics - Turkey

Giil 6zKAN

lzmir University of Economics - Turkey
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Istanbul Technical University - Turkey
alpayer@itu.edu.tr

Hiiseyin BEKGI

Director of Marketing Services of “Anadolu Cam” Glass
Company - Turkey

hbekci@sisecam.com.ir

Hiisnii HIMAM :
Agricultural Engineer, Olive and Clive Qil Producer - Turkey

Istvan KEREPESZKI
|zmir University of Economics - Turkey
istvan.kerepeszki@ieu.edu.tr

Kamil D. ATICI

Engineering Specialist - Turkey

Ken FRIEDMAN
Norwegian School of Management - Norway
ken.friedman@bi.ne

L. N. Ece ARIBURUN
Istanbul Technical University - Turkey
arfburun@itu.edu.tr

Lia KRUCKEN
Federal University of Santa Catarina - Brasil
lig.krucken@gmail.com
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% ' g ) Palytechnic School of the Federal University of Bahia -
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marcelomgi@bol.com.br
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Izmir University of Economics - Turkey
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Former Balikesir MP (19th Government) - Turkey
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Retired Academic, Honorary Head of "Bir Yudum” Wine
Association, Author of Gusto Magazine - Turkey
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Istanbul Technical University - Turkey
ero@itu.edu.tr
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Sandro Fabio CESAR
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Istanbul Technical University - Turkey
satirse@itu.edu.ir
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sAa e i Bpnnilovinal eyt sarginege
sivLrene, 14 Eaclasiips “aanm Solim
oad Gl Cansin pepglon,

galtmi, stanbul Teknik Tniversitesi
{IT0} Endustd Qrinleri Tasanmm:
85limi, ELDA Pazarlama - £fe Rala,
Tarig Zaytin, Sevilen Sarap, Yazgan
Saraplan, Tirkige Sige ve Cam
Febrikalan, Kitshgodiu AS, Abssual .
Alan Zegtinyafs ve Gusto Desgisi kerddi

Semporyum igerifiinden yola gikarak
IEQ Enduistiiys] Tasane: BEGmY

3, sl offrencilerinln Yarig Zaytin igin
huzeladid zoptis ve 2aytingad
aksesuzn tasurmian e iT0 Endssm
Urtnler Tazanirnn Baliima
SHrendilerinin Anadalu Ciem Sunayii
igin razirlaifh alr icki gigag
tesanmlan, yine Bu firmzlann
standlznnn yavmnda, Xendilerine
mynlan solimde sergiendi. Firmalulz
artaklagz yapilan e projelar aym
ortamca sergilengrek, sanavinin
editi=ny ve cfitimin sanayiye kathisi
vurgulanasig aid, Bu sergl bir perde
proje lemelli tasanm editiminia ciumly
sonugianme da bir géstergesiydi, Igili
scht8zlerden tasanm baliimlerine
tagin g tesarrm peoblamiael, efitim
slezcl Icinde orta¥lags ofe ahinmig ve

ghzidmler dreblmist). Sanugta gikan
driinlerden hem ilgill sektaslerin, hem
cEitim kusuatiannn, hem de
égrencilgrin fayda sagladidan ve
kel kasialar artaya kopdullan
goriliyordw, Anadols Cam Semaypit ITU
ile ortaklaga vlruni gl proje ie kend
saktBrinde Hir tagnnnt veri tabaa
olusturma yolunda adimlar atarken,
Taris Zegtin ve 150 Endistrived Tasanm
Bollimu offeancilen de sadecs zoyin ve
2eylinyafing ézg0 sofra gereled
tasarlayaray bir kimlik varaimays
caligmeglardl By Driinler yaninds
Dokuz Exli] Gniversitesi Mods
Tasarirm: Bolimi zevlingafi ve garp
sigelert ézerinde deri tasanim
vygulamalunne sergilerken, 1EU Moda
Tasanims Bslimi Sgrencilan do
reysinyafh, $asap va yame igme
kiliiriing soyutiayarzk olugtuedu¥lan
maoda roleksivonianai kendi
tagaslad:klar sergitame mekanlarends
sundulas, Kisace, Agrindustrial Seegisi
itk buabigla gok lasdh gordnen bis alandz
polexyonc] tasanmlardan dereysel
gebgrenslara nzanan bir cesithligi
teurivordu.

397

i

NAUECARIEI



398



