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Onsdz Introduction

Kuyumculuk ge¢misi milattan 6nceki
doénemlere dayanan kokli sektorlerden
birisidir. Tarihi ge¢miginin yan sira, sa-
hip olunan kiymetli madenlerin islen-
mesi ile de, ilke ekonomisine katma de-
ger yaratmasi ile sektor gelisime aciktir.
Kuyumculuk sektorii, babadan-ogula
gecen bilinen geleneksel yapisi ile ya-
ratici ytkima ugramadan devamliligini
giiniimiize kadar getirmistir.

Kuyumculuk sektor yapist usta-cirak
iligkisi ile sekillenmis, atdlye kiiltiirii
ve kiiciik esnaflariyla zenginlik ka-
zanmig olup sektdriin sahip oldugu
farkli kiltiirel 6geleri, gelenekleri ve
kendi normlari ile devam eden ana-
nevi varligi yillardan beri dikkat cek-
mektedir. Sektérde var olan azinlik
niifusu, girisimcilik tiriintn agirlikli,
etnik koken olmasi, sektoriin altyapi-
sinda etnik nislerin yer almasi, mesle-
gin babadan-ogula ge¢cmesi kuyumcu-
luk sektortine girisi zorlagtirmaktadar.

Kuyumculuk sektérinde, Fatih Sultan
Mehmet’in 1453 yilinda Istanbul’u al-
mas1 ve sehre aziliklar: yerlestirmesi
ile yillardan beri Osmanli topraklarin-
da sanat ve zanaatle ugrasan azinliklar
Kapalicars: ve gevresine gelip yerlese-
rek, nis bir girisimcilik kiimelenmesini
olusturmuslardir. O tarihlerden beri
de sektoriin kalbi, Kapaligcars: ve ya-

Jewelry is one of the well-established
sectors whose history goes back to the
periods before Christ. In addition to
its historical background, the sector is
open to development, with the process-
ing of the precious metals owned, creat-
ing added value for the country’s econ-
omy. The jewelry sector has brought its
continuity to the present day without
being subjected to creative destruction
with its traditional structure passed
from father to son.

The jewelry sector structure has been
shaped with a master-apprentice rela-
tionship, has gained richness with its
workshop culture and small trades, its
distinctive cultural elements, traditions,
and with its spiritual presence that has
continued with its own norms have at-
tracted attention for years. The minori-
ty population existing in the sector, the
predominant type of entrepreneurship,
ethnic origin, the presence of ethnic
niches in the infrastructure of the sector,
the transition of the profession from fa-
ther to son make entry into the jewelry
sector difficult.

In the jewelry sector, with Fatih Sultan
Mehmet taking Istanbul in 1453 and
placing minorities in the city, the minor-
ities who have been engaged in arts and
crafts in the Ottoman lands have come
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kin cevresinde atmaktadir. Kapaligar-
s1, kuyumculuk meslegine cirakliktan
girmis her sektér mensubu tarafindan
da giniimiize kadar bir tiniversite gibi
gorilmustiir. Literatiire de gecmis olan
Kapalicars1 Universitesi sdylemi ile,
sahip olunan farkli kaltir, farkli ¢a-
lisma kosullari, 6zellikli sosyal aglari,
esnaflar1 arasindaki dayanisma ile ¢i-
rakliktan-ustaliga gecise kadar uzman-
lik egitiminin verildigi bir merkez ol-
mustur. Sektér nifusunun ¢ogunlugu,
kicik esnaf ve sanatkarlardan olus-
maktadir. 1980°li yillara kadar atélye
ve lretim yerlerinin de konuslanmig
oldugu Kapalicarsi, devletin getirdigi
diizenlemeler ile bu yillardan sonra
Kuyumcukent, Vizyon Park gibi alt-
yap1 sorununun ¢oziimlenmis oldugu
Yenibosna ve civaria tasmmistir. Bu
tasinma ile Kapaligars1 ve tarihi ya-
rimadanin hem zararli iretim atikla-
rindan korunmasi hem de turizm agi-
sindan atélyelerin yarattigr goriinti
kirliligi 6nlenmeye calisilmigtir.

Buytk atolyelerin (oksijen ve kaynak
makinesi kullananlar) devlet yaptirim-
lar1 ile Kapaligars: cevresinden tasin-
masina ragmen, bilinen bir diger ger-
cek ise; kiciik esnaf ve atdlyecilerin
merdiven alt1 sekilde faaliyetlerine ta-
rihi yarimadada devam ettirdikleridir.
Sektor treticilerinin bir bolimi 6zel-
likle ihracat yapmayanlar, sadekarlik,
mihlayicilik gibi ara tiretim kollarinda
hizmet verenler, bityiik firmalarin fa-
son atdlyesi olarak faaliyetlerini siir-
dirmektedirler. Diger taraftan ihracat

and settled in the Grand Bazaar and its
surroundings and they created a niche
entrepreneurship cluster. Since then, the
heart of the sector beats in the Grand
Bazaar and its immediate surroundings.
The Grand Bazaar has been regarded as
a university by every member of the sec-
tor that has entered the jewelry profes-
sion as an apprentice. With the discourse
of the Grand Bazaar University, which
has also been included in the literature,
it has become a center where special ed-
ucation is provided from apprenticeship
to masterhood, with different cultures,
different working conditions, featured
social networks, solidarity among arti-
sans. The majority of the sector popu-
lation consists of small tradesmen and
craftsmen. The Grand Bazaar, where
workshops and production were carried
out until the 1980s, after the 1980’s re-
location to Yenibosna and its vicinity,
where the infrastructure problem such
as Kuyumcukent and Vizyon Park were
resolved. With this relocation, we tried
to protect the Grand Bazaar and the
historical peninsula from harmful pro-
duction wastes and prevent the image
pollution created by the workshops in
terms of Tourism.

Although the large workshops (those
using oxygen and welding machines)
were relocation around the Grand
Bazaar with state sanctions, another
known fact is; that the small tradesmen
and workshops continue their activities
informally on the historical peninsula.
Some of the sector producers, espe-
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yapabilen ve kendi trtiniinii pazarla-
yabilen treticiler ise, daha buyik 6l-
cekte resmi calisma kosullarina tabii
olarak iilke ekonomisine katkida bu-
lunmaktadirlar. Kuyumculuk sektori-
niin tarihi ge¢misinden bugiine kadar
devam etmekte olan kayit disiligi da
goz ard1 etmemek gerekir. Bu kayit di-
siliginin en cok yasandig sektor kolu
ise, ureticiler ve ozellikle kiiciik esnaf
ve atdlyecilerdir. Sektoriin siire gelen
sorunlarinin baginda yer alan kayit di-
silik icin sektore hizmet eden oda ve
kuruluglar miicadele etmektedir. Sek-
toriin kayit disiik gibi sahip oldugu
sorunlardan bir digeri ise, inovasyona
ve tasarima yeterince onem verilme-
mesidir. Ozellikle 1980’ler éncesi Tiirk
Kuyumculuk sektorii Uluslararas: ku-
yumculuk fuarlarinda, 6zgiin olmayan
drinleri ve taklitci yapist ile anilmak-
taydi. 1980’ler sonrasi sektorde pazar-
lama ve markalagsma caligsmalarinin hiz
kazanmasi, rekabetteki yogunluk ile
inovasyona daha fazla 6nem verilmeye
baslanmigtir. Sektérde inovasyonun ilk
ornekleri ise, yazilim tabanli kuyum-
culuk programlarinin ireticiler ara-
sinda kullanilmas: ile olmustur. Bunu,
tasarim anlaminda sektorde iretim
siireclerini hizlandiran 3D modelleme
ve RFID teknolojilerinin kullanilmasi
izlemistir. Degisim ve gelisime kayitsiz
kalamayan her sektoér gibi kuyumcu-
luk da, cagin gereklerinden nasibini
alarak evrilmistir.

Kuyumculuk sektériinde 6zellikle tire-
ticilerin yogun rekabetten korunmak

cially those who do not export, those
who serve in intermediate production
branches such as mounters and art of
setter’s, continue their activities as the
subcontract workshops of large com-
panies. On the other hand, producers,
who can export and market their own
products, contribute to the national
economy on a larger scale, subject to
formal working conditions. The infor-
mality that has been going on since the
history of the jewelry sector must not
be ignored. The sector branch in which
this informality is experienced the most
is the producers and especially small
tradesmen and workshops. Chambers
and institutions serving the sector
struggle for informality, which is one of
the ongoing problems of the sector. An-
other problem that the sector has such
as informality is not giving enough im-
portance to innovation and design. Es-
pecially before the 1980s, the Turkish
Jewelry sector was mentioned at inter-
national jewelry fairs with its non-orig-
inal products and imitation structure.
With the acceleration of marketing and
branding efforts in the sector after the
1980s, and the intensity of competition
has started to give more importance to
innovation. The first examples of inno-
vation in the sector were the use of soft-
ware-based jewelry programs among
manufacturers. This was followed by
the use of 3D modeling and RFID tech-
nologies that accelerate the production
processes in the sector in terms of de-
sign. Jewelry, like every sector that can-
not remain indifferent to change and
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maksadi ile 2000’ler sonrasi misteri
istek ve ihtiyaglarina daha fazla 6nem
verilmeye basladigr goriilmektedir.
90’lar O6ncesinde sektorde ara iiretim
elemanlari/atélyeciler olarak bilinen
kesimin sayisinin azlig1 ve iiretim giic-
likleri, emek-yogun yap: yiziinden
neredeyse ne iretirsem onu satarim
anlayist hakimken, 2000’ler sonrasi(di-
ger sektorlere gore daha gec olsa da),
yogun rekabetin baslamasi, ara eleman
sayisinin artmast, kitle iiretimin, maki-
nelesmenin yayginlasmasi ile musteri
memnuniyeti daha fazla goz oniinde
bulundurulmaya baglanmustir. Sektor-
deki perakende markalarinin 6nciilliagi
ile sadakat programlar1 ve miisteri tat-
mini esas alinmistir. Sekt6riin bilinen
markalarinin hem perakendeci hem de
iiretici olduklar1 diigiintiliirse bu yap1
sektorin tim kesimlerine yayilmak
durumunda kalmigtir. Kuyumculuk
pazari, treticileri, zanaatkarlari, az
sayida da olsa, marka bilinirligi yiik-
sek olan sirketleri, kiigiik el sanatlari
iretim ve satigini yapan magazalari,
galerileri, tiiketicileri ve hatta devlet
kurumlari ile karmasik/ kompleks bir
yapi arz etmektedir.

Bu aragtirma ile sektérdeki bu komp-
leks yapida, Kapalicars: ve cevresinde
faaliyet gosteren iireticilerin sektorde-
ki degisime, iiriin farklilastirma, yeni
iriin gelistirme, teknolojik degisime,
rekabete ve ekonomik biiyiimeye yo-
nelik tutumlar ile birlikte pazar, re-
kabet ve misgteri odaklilik seviyeleri
incelenecektir.

development, has evolved by taking the
necessary requirements of the age.

It is observed that, in the jewelry sector,
more attention has been given to the de-
mands and needs of the customers after
2000s in order to survive in the intense
competition of the manufacturers. Before
the 90s, sales focus was dominant due to
the small number of people known as in-
termediate production staff / workshop,
production difficulties and labor-inten-
sive structure. After 2000s (even later
than other sectors), customer satisfaction
has begun to be taken into consideration
more with the start of intense competi-
tion, the increase in the number of inter-
mediate staff, the mass production and
the mechanization. With the leadership
of retail brands in the industry, loyalty
programs and customer satisfaction are
based on. Considering that the known
brands of the sector are both retailer
and manufacturer, this structure has to
spread to all segments of the sector. The
Jjewelry market has a complex structure
with its manufacturers, artisans, a small
number of companies with high brand
awareness, shops, galleries, consumers
and even government institutions that
manufacture and sell small handicrafts.

With this research, in this complex
structure in the sector, the attitudes
of the manufacturers operating in the
Grand Bazaar and its surroundings to-
wards the change in the sector, product
differentiation, new product develop-
ment, technological change, competition
and economic growth will be examined.
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Arastirmada Kullamilan Olcekler

Scales Used In The Research

M Bu arastirmada veri toplama yonte-
mi olarak anket yontemi kullanilmig-
tir. Anket sorulari, 6nceden yapilmis
ilgili ¢alismalar da incelenerek hazir-
lanilmigtir. Calisma icin yapilan anketi
1019 kisi eksiksiz sekilde tamamlamis-
tir. Arastirmada kullanilan 6lcekler ise

In this research, the survey method was
used as a data collection method. The
questionnaire questions were prepared
by examining the previous studies. 1019
people completed the questionnaire for
the study completely. The scales used
in the research are shown in the table

asagidaki tabloda gosterilmisgtir. below.
Olcek ismi Yararlanilan Olcek sﬁ u bSayl?
Scale Name Scale Utilized ﬂum oo

uestions

Rekabet Odaklilik Wang, C. L., & Chung, H. F., (2013) 4
Competitor Orientation
Rekabet Yogunlugu Wang, C. L., & Chung, H. F., (2013) 5
Competitive Intensity
Yeni Uriin Performansi Chuang, F. M., Morgan, R. E., & Robson, M. J. (2012). b
New Product Technical Performance
Uriin Gelistirme Xie, X., Fang, L., Zeng, S., & Huo, J. (2016). 3
Product Innovation
Yeni Uriin Performans| Story, V. M., Boso, N., & Cadogan, J. W. (2015). 3
New Product Performance
Orgit Kiiltiri Chuang, F. M., Morgan, R. E., & Robson, M. J. (2012). 5
Clan Culture
Sektdiriin Agresiflik Boyutu Venkatraman N.,(1988) 3
Aggressiveness Dimension
Pazardaki Degisimler Wang, C. L., & Chung, H. F., (2013) 4
Market Turbulance
Miisteri Odakllik Wang, C. L., & Chung, H. F., (2013) b
Customer Orientation
Teknolojik degisimler Wang, C. L., & Chung, H. F., (2013) 3
Technological Turbulence
Pazar Bilgisi Story, V. M., Boso, N., & Cadogan, J. W. (2015). 3
Intelligence generation
Risk Boyutu Venkatraman N.,(1988) 3
Risk Dimension
Ekonomik Bilyime Venkatraman N.,(1988) b
Growth Dimension
Is OdakL Internet Kullanimi Venkatraman N.,(1988) 4
Purpose For Using The Internet in Business

11
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Demografik Degiskenler Demographic Variables

CINSIYET GENDER

222

M Kadin Women I Erkek Men

797

B Arastirmaya dahil olan kisilerin
demografik Ozelliklerini ele almak
gerekirse, katilan 1019 kisiden 222’si
(%21,8) kadin, 797’sini (%78,2) ise er-
kekler olusturmaktadir. Bu sonuc¢ ku-
yumculuk sektoriiniin erkek egemen
bir sektér oldugunu géstermektedir.
Sektorde kadin sayisinin son 15 yil-
da, calisma sartlarinin iyilestirilmesi
ile artis gosterdigi goriillmektedir.1950
oncesi sektérde kadin sayisinin IKO
ve ITO kayitl: listeler taraninca nere-
deyse yok denilecek kadar az oldugu
gorilmektedir(Haykir, M. & Deveci-
yan, M., 2018).

As for the demographics of the partic-
ipants, 222 (21.8%) of the 1019 partici-
pants were women and 797 (78.2%) were
men. This result shows that the jewelry
sector is male-dominated. The number
of women in the sector has increased in
the last 15 years with improved work-
ing conditions. The number of women
in the sector before 1950 is almost as
low as none when IKO and ITO reg-
istered lists are scanned(Haykir, M. &
Deveciyan, M., 2018).
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YAS AGE

W 18-25

W 26-35

W 36-45

0 46-55

87

56 ve iistii

B Arastirmaya katilmis olan kisilerin
yas dagilimina bakildiginda ise 36-45
ve 46-55 yas araliklarinda bir yogun-
luk oldugu gorillmektedir. 1019 kisi-
nin 377’si (%37) 36-45 ve 351’1 (%34,4)
ise 46-55 yas araliginda bulunmaktay-
ken, 38’1 (%3,7) 18-25 ve 107’si de (%10,5)
56 ve lizeri yas araligindadir.

When we look at the age distribution
of the people who participated in the
study, it is seen that there was a density
between the ages of 36-45 and 46-55. Of
the 1019 people, 377 (37%) were in the
age range 36-45 and 351 (34.4%) were in
the age range 46-55, while 38 (3.7%) were
in the age range 18-25 and 107 (10.5%)
were in the age range 56 or over.
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KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

EGITIM DURUMU EDUCATION STATUS

473

100

B ilkdgretim ve Alti Primary Education and Below

I On Lisans Associate Degree 1 Lisans Degree

M Orta Ggretim Secondary Education

93:3

I Lise High School

M Lisans Ustii Graduate

B Bagka bir demografik 6zellik olan
egitim durumuna bakildiginda anketi
cevaplayanlarin genel egitim diizeyi-
nin orta bir seviyede oldugu gériilmek-
tedir. Aragtirmaya katilan kuyumculuk
sektoriindeki kisilerin sadece yiizde
16,3’ iinlin On lisans, lisans ve lisansus-
tii programdan mezun oldugu goriil-
mektedir. Diger egitim seviyelerinde
duruma bakildiginda ise 1019 kisiden
371’inin (%36,4) lise, 284 iiniin (%27,9)
ortadgretim mezunu oldugu ortaya
konulmustur. Geriye kalan 198 (%19,4)
kisinin ise ilkogretim veya alt1 seviye-
sinde oldugu gorilmektedir. Sektorde-

When we look at the educational status,
which is another demographic feature, it is
seen that the general education level of the
respondents is at a medium level. It is seen
that only 16.3 percent of the people in the
Jewelry sector participating in the research
graduated from associate, undergraduate
and graduate programs. Considering the
situation in other education levels, 371
(36.4%) of 1019 people are high school and
284 (27.9%) are secondary school grad-
uates. It is observed that the remaining
198 (19.4%) people are at primary or low-
er level. It is concluded that the people in
the sector are graduates of secondary and



COMPANIES" ATTITUDES TOWARD MARKET-ORIENTED STRATEGIES [N THE JEWELRY SECTOR

ki kigilerin genel olarak ortadgretim
ve lise mezunu oldugu sonucu ortaya
cikmistir. Bu sonug, kuyumculuk sek-
toriiniin  bilinen usta-cirak iliskisine
dayali emek yogun yapisinin bir sonu-
cu olarak karsimiza ¢ikmaktadir. Ozel-
likle tiretim alaninda sektore giriglerin
erken yasta ¢iraklik ile baglamasindan
dolayi, farkli alanlarda deneyim sahi-
bi tniversiteli ¢alisan, girisimci sayist
daha azdir. Son yillarda sektérde artan
egitimli sayist 6zellikle ihracat1 arttir-
ma cabalar1 ve markalagsma gayesi ile
sektore katilan, sektor disinda yetismis
personel alimlari ile olmaktadir.

high schools in general. This result appears
as a result of the labor-intensive structure
of the jewelry sector based on the known
master-apprentice relationship. The num-
ber of entrepreneurs, who have university
experience with different fields, is fewer,
especially since the entry into the sector in
the field of production starts with an ap-
prenticeship at an early age. The increasing
number of trained personnel in the sector
in recent years is mainly due to the efforts
to increase exports and the recruitment of
trained personnel from outside the sector
who participate in the sector with the aim

of branding

15
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KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

FAALIYET GOSTERILEN ALAN AREA OF ACTIVITY

9]
—
)

I Altin ve Altinli Mamiiller Gold and Gold Products
M Platinli Mamiiller Platinum Products

I Giimiis ve Giimiisli Mamiiller Silver and Silver Products

[ Dederli ve Yar1 Degerli Taglar Precious and Semi Precious Stones

B Arastirmaya katilan kisilerin sek-
tordeki faaliyet alanlarina gore olan
dagilimlarina bakildiginda ise genel
olarak dengeli bir dagilim goriilmekte-
dir. Ama sektordeki en agirlikli olarak
faaliyet gosterilen alanlar altin ve altin
mamdiiller (%30,7) ile giimus ve giimiig-
it mamiiller (%33,9) alanlaridir. Bu iki
faaliyet alanmin yani sira 1019 Kkisi-
nin 136’s1 (%13,3) platinli mamiiller ve
180’1 (%17,7) degerli-yar1 degerli taslar
alanlarinda faaliyet gdstermektedirler.
Aragtirmamizdan elde edilen sonuglar
Istanbul ili kuyumculuk sektorii ihra-
cat rakamlari ile de karsilastirildiginda
paralellik gostermektir(Altin Diinyasi,
2018). Altin ve altinli mamiil tireticileri-
nin sayilarinin fazla olmasi da talep ile
iligkili olarak yorumlanabilmektedir.

When we look at the distribution of
people participating in the research ac-
cording to their fields of activity in the
sector, a generally balanced distribution
is observed. However, the most domi-
nant fields of activity in the sector are
gold and gold products (30.7%) and silver
and silver products (33.9%). In addition to
these two fields of activity, 136 (13.3%) of
1019 people operate in the fields of plat-
inum products and 180 (17.7%) in pre-
cious-semi-precious stones. The results
obtained from our research are to show
parallelism with the export figures of the
Istanbul jewelry industry (Altin Diinyasi,
2018). A large number of gold and gold
products producers can also be interpret-
ed in relation to demand.
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FAALIYET GOSTERILEN ALAN iCINDEKi BRANS BRANCH IN THE FIELD OF ACTIVITY

M Tasarim Desing

M (Uretim ve Ticaret Production and Trade

I Dokiim - Cila - Tamir Casting - Polish - Repair

Gemolog GemologistsSchool

B Faaliyet gosterilen alanin yaninda,
bu alanlar i¢indeki branslar1 da anke-
te katilan sektor calisanlarina sorul-
mustur. 1019 Kkisinin %91,2’si iiretim
ve ticaret, %7,9’u ise dokum-cila-tamir
branslarinda faaliyet gostermektedir.
Ortaya ¢ikan sonuglara goére kuyum-
culuk sektoriinde agirlik tretim ve
ticaret branglarina verilmekte ve faali-
yet gosterilmektedir.

In addition to the field of activity, the
sector employees who participated in the
survey were asked about their branches
within these areas. 91.2% of 1019 people
are engaged in production and trade and
7.9% in casting-polish-repair branches.
According to the results, weight is given to
the manufacturing and trade branches in
the jewelry sector and activities are car-
ried out.

17
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KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

MESLEK SECIM NEDENi REASON FOR VOCATIONAL CHOICE

247

I Aile Meslegi Olmasi Having Family Profession

I Diger Mamiillerin Ozendirici Yapisi Incentive Structure of Other Products

M Erken Yasta Ciraklk vs ile Altinin Sektor Faaliyetleri Sector Activities of Gold and Early Age Apprenticeship

I Sektdre Olan ilgi Sector Interest

B Arastirmaya katilanlarim kuyumculuk
sektoriinii meslek olarak se¢melerindeki
en etkili olan neden; %38.5 ile aile mesle-
gi olmasi gelmektedir. Bunun da nedeni;
kuyumculuk sektériiniin babadan-ogula
gecen yapisl, sektoriin ilk temsilcilerinin
Gayrimiislimlerden olusmasi ve onlarin
da, girisimcilik niyetlerine etki eden,
cekici faktorlerden yararlanmak adina,
sosyal aglar1 kaynak olarak kullanabil-
me firsati olarak tahmin edilmektedir.
Aile meslegi olmasi nedenini %278 ile
erken yasta ciraklik ve %24,2 ile sektore
olan ilgi takip etmektedir. Kuyumculuk
meslegini secmede en diisiik etkili neden
ise; %8,5 ile altinin ve sektor faaliyetleri
ile alakali diger mamiillerin 6zendirici
yapist oldugu gozlemlenmigtir.

The most effective reason for the research
participants to choose the jewelry sector
as a profession; Having a family profes-
sion with 38.5%. The reason for this is; The
structure of the jewelry sector, which is
passed from father to son, is considered
as the opportunity of using the social
networks as a resource to benefit from
attractive factors that affect the entre-
preneurship intentions, being the first
representatives of the sector consisting
of non-Muslims. The reason for having
a family profession is followed by early
apprenticeship with 27.8% and interest in
the sector with 24.2%. The lowest effective
reason for choosing the jewelry profession
is; It is observed that gold and other prod-
ucts related to the sector activitie have an
encouraging structure with 8.5%.
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AYLIK CIRO MONTHLY TURNOVER

2000-8000 I 8001-14000

I 14001-20000

344

I 20001-26000 M 26001 ve iistii

B Arastirmaya katilanlarin aylik ci-
rolar1  %47,5’1 2000-8000TL, %9,6’s1
14001-20000TL, %4’ 20001-26000TL
ve son olarak da %5.1°i de 26001TL ve
iisti aylik ciroya sahiptirler. Aragtirma
sonucunda ortaya cikan, kuyumculuk
sektoriinde kuyumcularin daha ¢ogun-
lukla 14000 TL altinda ciroya sahip ol-
dugu goriilmektedir. Aragtirmaya kati-
lanlarin aylik cirolarinin beklenenden
disitk olmasi sektérde kayit disilik ve
kuyumcularla yiiz ylize yapilan an-
ketlerde tespit edilen, bu soruya mali
acidan yamit vermekten kacinmalari
olarak gozlemlenmigtir.

The monthly turnover of the participants
in the study is 47.5% 2000-8000TL, 9.6%
14001-20000TL, 4% 20001-26000TL and
finally 5.1% 26001TL and above. The jew-
elery sector, which emerged as a result of
the research, mostly has a turnover of less
than 14000 TL. The monthly turnover of
the participants in the research was ob-
served to be lower than expected as the
informality in the sector and avoiding fi-
nancially answering this question, which
was detected in face-to-face surveys with
Jjewelers.
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KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

SEKTORDE GECIRILEN SURE DURATION [N THE SECTOR

299

178

B 0-2YiL 0-7 Vears W 3-5Yil 3-5 Vears

6-9YiIl 6-9 Vears

I 10 Vil ve Dstii 10 Years and Above

B Arastirmaya katilanlarm sektor-
de gecirdigi yillara bakildiginda ise
%50,9’unun 10 y1l ve Gsti, %29,3’tiniin de
6 ila 9 yildir sektorde calistigl goriilmek-
tedir. Bunun yaninda %17,5’inin 3-5 yil
ve %2,3’tntn ise 0-2 yillik bir deneyimi
oldugu ortaya citkmustir. Buradan yola
cikarak kuyumculuk sektoriindeki cali-
sanlarm %80’e yakin bir ¢cogunlugunun
uzun siredir sektorde ¢alisan bireyler-
den olustugunu s6yleyebiliriz. Bu sonug
kuyumeculuk sektoriinde, usta-cirak ilig-
kisine dayali yapin ancak uzun yillar
icerisinde sekillenebilmesi ile alakalidir.
Ozellikle tretim alaninda sektore girig
yolu, at6lyede ¢irak olmaktan gecmekte-
dir ve belirli bir yastan sonra da ¢irakli-
g calisma kosullaria bagli olarak, sek-
tore girig oldukca zor olmaktadir.

Considering the years spent by the par-
ticipants in the sector, it is seen that 50.9%
have been working in the sector for 10
years and above, 29.3% have been work-
ing in the industry for 6 to 9 years. Also,
17.5% turned out to have 3-5 years of ex-
perience and 2.3% had 0-2 years of expe-
rience. Based on this, we can say that the
majority of the employees in the jewelry
sector, close to 80%, are individuals who
have been working in the sector for a long
time. This result is related to the fact that
the structure based on the master-appren-
tice relationship can be shaped only in the
Jewelry industry in many years. Especially
in the field of production, the way to enter
the sector is to become an apprentice in the
workshop, and after a certain age, it is dif-
ficult to enter the sector depending on the
working conditions of the apprenticeship.
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ISIN NASIL BULUNDUGU HOW DID YOU FIND YOUR JOB

I Aile Vasitasiyla Through Family

B is Bulma Kurumu Vasitasiyla Through the Employment Agency

B Tamidik Vasitasiyla Through Familiar

573

Okul Vasitasiyla Through School

B Arastirmaya katilan kuyumculuk
sektori calisanlarina iglerini nasil
bulduklar1 soruldugunda ise %56,2’si-
nin tanidik vasitasiyla, %34,7’sinin ise
aile vasitasiyla iglerini buldugu go-
rilmiigtir. Geriye kalanlarin ise okul
vasitasiyla (%6,2) ve is bulma kurumu
(%2,5) ile isi buldugu gorilmustir.
Sonucta ortaya ¢ikan resme gore, ku-
yumculuk sektorii gibi hammaddesi
altin, degerli taslar olan ve giiven te-
melli calisan bir sektérde, is bulmanin
%91 gibi bir oranla tanidik ve aile gibi
yakin ve giiclii sosyal aglar aracilig:
ile gerceklesiyor olmasi, beklenen bir
durum olarak kargimiza ¢ikmaktadir.

When asked how the jewelry sector em-
ployees who participated in the research
were asked how they found their jobs, it
was seen that 56.2% of them found their
jobs through familiar and 34.7% through
family. The remaining ones were found
to find the job through the school (6.2%)
and the employment agency (2.5%). Ac-
cording to the resulting picture, finding
a job in a sector that is based on trust,
such as gold and precious stones, is ex-
pected to take place with a ratio of 91%
through close and strong social networks
such as acquaintances and families.

21



22

KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

IS YERINDEKI STATU STATUS AT THE WORKPLACE

B Firma Sahibi, Yetkili Company Owner, Authorized W Calisan Worker Usta-Ustabasi Master-Foreman

W Kalfa Journeymen Cirak Apprentice

B Calismaya katilanlarin isyerlerin-
deki statiilerine bakildiginda %57’si
firma sahibi-yetkilisi, %23,9u cali-
san, %13’ usta-ustabasi, %4’1 kalfa,
ve %1.9’unun ise c¢irak oldugu goril-
mektedir.

Considering the status of the partici-
pants in the workplace 57% of the com-
pany owner or official, 23.9% of the
worker, 13% are master-foreman, It is
seen that 4% are journeymen and 1.9%
are apprentices.
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Orgiit Kiiltiirii Organizational Culture

Min. Max. Ortalama | Standart Sapma
Min. Max. Average Standard Deviation
Isimiz Babadan Oula Gecen Bir Meslektir.
OurJob is a Profession that Passes from Father to Son. 1.00 200 33916 191767
Is Ortamimizda Aile Gibiyiz.
We are Like Family in Our Business Environment. 1.00 200 3k 102971
Isimize Olan Baguligimiz Geleneklerimizden Gelir.
Our Commitment to Our Business Comes From Our 1,00 5,00 3,9519 1.07784
Traditions.
Isinin ERli Isgiicii Isimizin En Onemli Gerekliligidi.
Well-Being Workforce is the Most Important 1,00 5,00 4,3621 0,63877
Requirement of Our Work.
Isimizde Birlik Beraberlik Ve Moral Onemlidir.
Unity and Morale Matters in Our Business. 100 o0 44871 0.63280

B Katilimcilara, kuyumculuk sektorii
ile ilgili orgiitlerine dair en &nemli
unsurlar soruldugunda, ortaya cikan
sonuglara gore islerin birlik ve bera-
berlik i¢in yirutillmesinin ve isinin
ehli is gliciiniin belirgin bir sekilde en
6nemli 2 gereklilik oldugu goriilmek-
tedir. Bu unsurlardan sonra ise olan
baglilik ve ortamin aile gibi olmasi da
orgiit geleneklerinin giiclii yanlarini
yansitmaktadir.

When the participants are asked about
the most important elements of their
jewelry-related organizations, accord-
ing to the results, it is seen that the work
is carried out in unity and solidarity
and the competent workforce is clearly
the two most important requirements.
After these factors, the commitment to
work and the environment being fami-
ly-like also reflect the strengths of or-
ganizational traditions.
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KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

Ekonomik Biiyiime Economic Growth

Min. Max. Ortalama Standart Sapma
Min. Max. Average Standard Deviation
Satislardaki Karliiktan Memnunuz.
We are Pleased with the Profitability in Sales. 100 500 2.3307 1.29613
Rakiplere Kiyasla Karlligimiz Daha Iyidir
Our profitability is Better Compared to Competitors 100 200 24T 1.32823
Rakiplere Kiyasla Nakit Akisimiz Daha lyidir
Our Cash Flow is Better Compared to Competitors 100 500 25878 127794
Rakiplere Kiyasla Pazar Payimizi Arttirmaktayiz
We are Increasing Our Market Share Compared to 1,00 5,00 2,6447 1,27828
Competitors
Rakiplere Kiyasla Satislarimizi Arttirmaktayiz
We Increase Our Sales Compared to Competitors 100 500 27880 12419

B Calismanin en belirgin sonuglarini
veren unsurlarindan biri de ekonomik
biiyiime boyutudur. Cevaplarin hepsinin
ortalama (yaklagik 2,5) olmasi sektoriin
durgun ve cok biiytime yasamadig1 bir
dénemde oldugu olarak yorumlanabilir.
Ortaya cikan yanitlardan, rakiplere ki-
yasla satiglarini arttirdiklarimi (2,79) ama
cok da giiclii bir artis olmadig gézlem-
lenmektedir. Yine ¢ok giiclii olmamakla
birlikte rakiplere kiyasla pazar paylarin
arttirmakta olduklarimi (2,64), rakiple-
rine kiyasla da nakit akiglarmin (2.59)
daha iyi oldugunu belirtmislerdir. Aras-
tirmamiza katilan kuyumcularin verdigi
yanitlardan; rakiplerine kiyasla karlilik-
larmin daha iyi olmadigini (2,45) ve sa-
tislarindaki karliiktan da pek memnun
olmadiklarmni (2,33) gérmekteyiz.

One of the most significant results of the
study is the economic growth dimension.
The fact that all of the answers are aver-
age (approximately 2.5) can be interpreted
as when the sector is in a stagnant and not
growing period. It is observed from the
emerging responses that they increased
their sales compared to competitors (2.79),
but not a very strong increase. They stat-
ed that although they are not very strong,
they are increasing their market share
compared to competitors (2.64) and their
cash flows (2.59) are better than their com-
petitors. From the responses given by the
Jjewelers who participated in our research;
we see that their profitability is not better
than their competitors (2.45) and they are
not very satisfied with the profitability in
their sales (2.33).
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Rekabet Yogunlugu Competition [ntensity

Min. Max. Ortalama | Standart Sapma
Min. Max. Average Standard Deviation
Benzer Ozelikte Uriinlerimiz Vardir ve Rakipler Arasi Urin
Farkllastirmak Gigtr.
We have Similar Products and It is Difficult to 100 500 39760 1.01489
Differentiate Between Competitors.
Sundugumuz Uriin Hizmet Rakiplerce Kolayca Taklit Edilir.
The Product We Offer is Easily Imitated by Competitors. 100 500 3.6063 1.177%6
Rekabet Ustiinliigimiiz Miisteri ihtiyaclarini Anlama ve
Karsilamaya Bagl.
Our Competitive Advantage Depends on Understanding and 100 500 39401 076986
Meeting Customer Needs.
Sektorde Fiyat Temelli Rekabet Mevcuttur.
Price Based Competition is Available in The Sector. 100 500 43140 077758
Sektorde Rekabet Yogun Ve Acimasiz.
Competition in The Industry is Intense and Brutal. 100 500 44818 077181

B Kuyumculuk sektoriindeki rekabet
yogunlugunu ele aldigimizda, ankete
katilan sektor calisanlarinin  vermis
olduklar1 yanitlara gore; sektordeki
rekabetin yogun ve acimasiz(4.48) ol-
dugu cok belirgin bir sekilde destek-
lenmis ve sektorde rekabet yogunlu-
gunun dayandigl en temel noktanin
fiyat temelli rekabetin(4.31) oldugunu
gicli sekilde kabul ettiklerini gor-
mekteyiz. Katilimcilarin verdikleri ce-
vaplara gore, kuyumculuk sektoriinde
benzer 6zellikte trtinlerin bulundugu
ve rakipler aras: iirtin farklilagtirmasi
yapmanin zor olduguna yonelik yak-
lagimin yukarida belirtilen yaklagimlar
kadar desteklemedigi belirgin bir fark-
lilik ile gorilmuistiir.

When we consider the intensity of com-
petition in the jewelery sector, accord-
ing to the responses of the sector em-
ployees participating in the survey; It is
clearly supported that the competition
in the sector is intense and brutal. We
see that they strongly accept that the
most basic point on which the compe-
tition intensity is based in the sector
is price-based competition. According
to the responses of the participants, it
was seen with a distinct difference in
the jewelery sector that there are simi-
lar products, and the approach that it is
difficult to differentiate between com-
petitors is not supported.
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Rekabetin Agresifligi Aggressiveness Of Competition

Max. Ortalama Standart Sapma
Max. Average Standard Deviation
Rakiplerden Fiyatlarimizi Daha Diisik Tutariz.
We Keep Our Prices Lower than Competitors. 100 o0 38518 0.93640
Satislari ve Pazar Payini Arttirmak icin Fiyat
Indirimleri Yapariz.
We Increase Price to Increase Sales and Market 100 500 41500 079676
Share.
Satis ve Pazar Payini Artirmak icin Karliliktan Odiin
Verebiliriz.
We Can Compromise Profitability to Increase Sales 100 500 41816 0.73330
and Market Share.

B Kuyumculuk sektoriindeki rekabe-
tin agresiflik boyutunu ele aldigimizda
anket sonucunda, kuyumculuk sekto-
rii mensuplarinin satis ve pazar payini
arttirmak icin karliliktan 6din vere-
bileceklerini (4,18) ve fiyat indirimle-
ri yapabileceklerini (4,16) belirgin bir
sekilde gormekteyiz. Buna karsilik;
rakiplerine gore fiyatlarini daha diisitk
tutma konusunda ise diger iki unsura
gore cok da istekli olmadiklarini gor-
mekteyiz.

When we consider the aggressiveness di-
mension of the competition in the jew-
elry sector, we see that the members of
the jewelry sector can make concessions
from profitability (4.18) and make price
reductions (4.16) to increase their sales
and market share. On the other hand,
we see that they are not very keen on
keeping their prices lower than their
competitors compared to the other two
elements.



COMPANIES" ATTITUDES TOWARD MARKET-ORIENTED STRATEGIES [N THE JEWELRY SECTOR

Rekabet Odakliik Competitive Oriantation

Min. Max. | Ortalama | Standart Sapma
Min. Max. Average Standard Deviation
Rakiplerin Girigim ve Faaliyetlerine Hizlica Karsilik Verme.
(uick Respanse to Competitors” Initiatives and Activities. 100 o0 39849 082054
Rakiplerin Yaptii Fiyat Politikasi Degisikliklerine Kolayca
Karsilik Verme.
Easily Responding to Price Policy Changes Made by 100 200 36693 0.839%
Competitors.
Rakip Pazarlama Faaliyetlerini Diizenli Takip Ederiz.
We Regularly Follow Competitor Marketing Activities. 100 o0 37841 0.88787
Isletmemiz Rekabet Avantaji Saglayacak Firsatlar
Yakalamaya Caliir.
Our Business Seeks to Seize Opportunities that Will 100 200 39714 08287
Provide Competitive Advantage.

B Rekabet odaklilik faktori ile ilgili
katilimcilarin cevaplar: ele alindigin-
da ortaya cikan sonuclara gore, birey-
ler igletmelerinin rekabet avantaji sag-
layacak firsatlar1 yakalamaya oldukca
onem verdiklerini (3.97) ve rakip pa-
zarlama faaliyetlerini diizenli takip
etmeye yonelimleri (3,78) oldugunu
fakat rakiplerin girisim ve faaliyetle-
rine hizlica kargilik verme konusun-
da ise ¢ok da giiclii olmayan proaktif
yaklagimlardan uzakta olduklarimi
gérmekteyiz.

According to the results of the partici-
pants ‘answers on the competition ori-
entation factor, individuals believe that
their businesses are very important in
capturing opportunities that will pro-
vide a competitive advantage (3.97);
andwe see that they have a tend to
follow competitive marketing activities
regularly (3.78), but that they are far
from being very proactive in respond-
ing quickly to competitors’ initiatives
and activities.

27



28

KUYUMCULUK SEKTORUNDE ISLETMELERIN PAZAR ODAKLI STRATEJILERE YONELIK TUTUMLARI

Uriin FarkUlastirma Product Differentiation

Max. Ortalama Standart Sapma
Max. Average Standard Deviation
Rakiplerden Fiyatlarimizi Daha Diisik Tutariz.
We Keep Our Prices Lower than Competitors. 1.00 500 38518 073640
Satislari ve Pazar Payini Arttirmak icin Fiyat
Indirimleri Yapariz.
We Increase Price To Increase Sales And Market 100 500 41500 079676
Share.
Satis ve Pazar Payini Artirmak icin Karliliktan Odiin
Verebiliriz.
We Can Compromise Profitability to Increase Sales 100 500 41816 073330
and Market Share.

B Kuyumculuk sektoriindeki rekabe-
tin agresiflik boyutunu ele aldigimizda
anket sonucunda, kuyumculuk sekto-
rii mensuplarinin satis ve pazar payini
arttirmak icin karliliktan 6din vere-
bileceklerini (4,18) ve fiyat indirimle-
ri yapabileceklerini (4,16) belirgin bir
sekilde gormekteyiz. Buna karsilik;
rakiplerine gore fiyatlarini daha diisitk
tutma konusunda ise diger iki unsura
gore cok da istekli olmadiklarini gor-
mekteyiz.

When we consider the aggressiveness di-
mension of the competition in the jew-
elry sector, we see that the members of
the jewelry sector can make concessions
from profitability (4.18) and make price
reductions (4.16) to increase their sales
and market share. On the other hand,
we see that they are not very keen on
keeping their prices lower than their
competitors compared to the other two
elements.



COMPANIES" ATTITUDES TOWARD MARKET-ORIENTED STRATEGIES [N THE JEWELRY SECTOR

Uriin Gelistirme Product Development

Min. Max. | Ortalama | StandartSapma
Min. Max. Average Standard Deviation
Sektdrde Yeni Uriin Tasarlayip Pazara Sunmada Oncilyiiz.
We are Pioneers in Designing and Launching New 1,00 5,00 3.4279 0.89720
Products in The Sector.
Yiiksek Kalite ve Iscilikte Uriinler Gelistiriyoruz.
We Develop High Quality and Workmanship Products. 100 o0 36261 0.86775
Yeni Uriinlerle Pazar Payimizi Arttirmaya Calisiyoruz.
We are Trying to Increase Our Market Share with New 1,00 5,00 3,8459 0,75923
Products.

B Kuyumculuk sektorii caliganlarinin,
iriin yenilikgiligi ile ilgili algilarina
bakildiginda, yeni iriinler piyasaya
sunarak, pazar paylarini arttirmaya
yonelik goriiglerinin oldugunu, yik-
sek kalite ve iscilikte iiriinler gelistir-
meye oldukca 6nem verdiklerini gor-
mekteyiz. Bunlara karg1 yeni tiriinler
tasarlayip, pazara sunmada onciilitk
etmeye ise pazar pay1 arttirma yiiksek
kalite ve iscilige kiyasla daha az 6nem
veriyor olduklarini gérmekteyiz.

When we look at the perceptions of the
jewelry sector employees about product
innovation, we see that they have new
ideas to increase their market shares by
placing new products on the market and
that they attach great importance to de-
veloping products with high quality and
workmanship. In contrast, we see that
they place less importance on designing
new products and putting them on the
market, increasing market share com-
pared to high quality and workmanship.
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Yeni Uriin Performansi New Product Performance

Max. Ortalama
Max. Average

Standart Sapma
Standard Deviation

Son 3 Yila Gére Yeni Uriinlerden Elde Edilen Karlilik
Artmaktadir.

Profitability From New Products Increases Over
The Last 3 Years.

1,00 5,00 2,3533 1,26947

Son 3 Yila Gore Yeni Uriinlerden Elde Ettigimiz
Satislarimiz Artmaktadir.

Our Sales From New Products Are Increasing Over
The Last 3 Years.

1,00 5,00 2,3778 1,21206

Son 3 Yila Gére Yeni Uriinlerden Elde Edilen Gelirimiz
Artmaktadir.

Our Income From New Products Increases Over

The Last 3 Years.

1,00 5,00 2,4603 1,16647

B Aragtirmanin katilimcist olan ku-
yumculuk sektorii ¢alisanlarindan elde
edilen bilgilere gore; son 3 yila gore
yeni iriinlerden elde ettikleri gelirin,
satiglarin ve karliligin ¢ok da giicli se-
kilde artmadig1 anlasilmaktadir.

According to the information obtained
from the jewelry sector employees who
are the participants of the research; It
is understood that the income, sales and
profitability they obtained from new
products did not increase strongly com-
pared to the last 3 years.
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Miisteri OdakUlik Customer Orientation

Min. Max. | Ortalama | Standart Sapma
Min. Max. Average Standard Deviation
Miisteri ihtiyaclarlnl Ne Derece Karsiladigimizi Siirekli
Takip Edip Olceriz. We Constantly Monitor and Measure to | 1,00 500 3.4279 0.89720
What Extent We Meet Customer Needs.
Misteri ihtiyac Istek ve Taleplerini Diizenli Takip Edip
Belirleriz. We Regularly Follow and Identify Customer 1,00 5,00 3,626 086775
Needs and Demands.
Misteriler igin Ustiin Uriin Hizmet Deneyimi Yaratmaya
Calisiniz. We Strive to Create a Superior Product Service 1,00 5,00 3.8459 0.75923
Experience for Customers.
Is Stratejimiz Olarak Miisterilerimize Verdigimiz Degeri
Arttirmayr Amaclariz. As Our Business Strategy, We Aimto | 1,00 500 36261 0.86775
Increase The Value We Give Our Customers.
Oncelikli Is hedefimiz Miisteri Memnuniyetini Saglamakir.
Qur primary business goal is to provide Customer 1,00 5,00 3.8459 0.75923
Satisfaction

B Yapilan calismada, kuyumculuk
sektoriinde calisan Kkisilerin ve ku-
rumlarinin miusteri odaklilik acisin-
dan sorulan sorulara verilen yanitlara
gore ortaya cikan sonuclar, calisanla-
rin en biyiik onceligi ve hedefi miis-
teri memnuniyetini saglamaktir. Bu
unsurun yani sira misteri odaklilik
acisindan, miisteriye sunduklar: de-
geri suirekli arttirmay1 amaclamalari,
misteri i¢in Gstiin Girin ve hizmet de-
neyimi yaratmaya calismalar1 ve miis-
terilerin ihtiyag ve isteklerini diizenli
takip ederek trendi belirlemeye calis-
malari1 gibi noktalara da énem verdik-
leri goriillmektedir.

In the study conducted, the results that
emerged according to the answers giv-
en to the questions asked in terms of
customer orientation of the people and
institutions working in the jewelry sec-
tor show that the highest priority and
target of the employees is customer sat-
isfaction. In addition to this factor, it is
observed that they give importance to
points such as aiming to continuously
increase the value offered to the cus-
tomer, trying to create a superior prod-
uct and service experience for the cus-
tomer and trying to determine the trend
by following the needs of the customers
regularly.
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Pazar Bilgisi Market Information

Max. Ortalama Standart Sapma
Max. Average Standard Deviation
Miisteri Intiyaglanni Kargilamadaki Performansimizi
Siirekli Kontrol Ederiz.
We constantly check our performance in meeting 100 500 37753 Bo03
customer needs.
Hedef Pazarimizdaki Degisiklikleri Strekli Takip
Ederiz.
We constantly follow the changes in our target 100 500 38312 Ao
market.
Sektordeki Trend Teknolojik Gelisme Yasal
Diizenlemeleri Takip Ederiz.
We Follow Legal Technological Development Legal 100 200 3.865¢ J4888
Regulations in the Sector.

B Calisma sonuglarina gore, kuyum-
culuk sektoriindeki bireyler sektorde-
ki trendleri, teknolojik gelisimleri ve
yasal dizenlemeleri takip etmektedir.
Bu unsurlarin yaninda ayrica, hedef
pazarda olan degisiklikleri ve miigteri-
lerin stirekli degisen ihtiya¢ ve talep-
lerini diizenli bir sekilde takip ettikleri
gibi bir sonu¢ ortaya ¢ikmuigtir.

According to the results of the study,
individuals in the jewelry sector follow
the trends, technological developments
and legal regulations in the sector. In
addition to these factors, a result has
emerged that the customers are con-
stantly following the changes in the tar-
get market and the constantly changing
needs and demands of the customers.
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Pazardaki Degisimler Changes in the Market

Min. Max.
Min. Max.

Ortalama
Average

Standart Sapma
Standard Deviation

Yeni Miisterilerin Uriin ile Ilgili intiyaclanini Beklentileri
Mevcut Miisterilere Gére Farkli Olabilir.

Expectations of New Customers™ Product Related Needs
May Be Different Than Existing Customers.

1,00 5,00 3.4279 0,89720

Daha Once Miisterimiz Olmayanlarda Uriin Hizmetler
Talep Gdstermeye Baslamistr.

Product Services Started To Demand For Those Who Have
Never Been Qur Customers.

1,00 5,00 3,0261 0,86775

Miisterilerimiz Her zaman Yeni Uriin Hizmet
Arayisindadirtar.
Our Customers Are Always Seeking New Product Service.

1,00 5,00 3,8459 0.76923

Sektdrde Misterilerimizin Uriin Tercihleri Zaman Iginde
Degiskenlik Gosterir.

Product Preferences of Our Customers in the Sector
Changes Over Time.

1,00 5,00 3,849 0,75923

B Kuyumculuk pazarinin zaman ice-
risinde ne kadar degisime ugradig:
ve yeni misteri isteklerinden nasil
etkilendigi de merak konusudur. Bu
anket sonucunda, kuyumculuk sek-
torinde misteri urin tercihlerinin
zaman icinde degisiklik gosterdigine
yonelik bir sonug ortaya ¢ikmis olup,
bununla birlikte, musterilerinin her
zaman yeni Uriin hizmet arayis: egi-
liminde olduklarini, daha once kendi
firmalarindan hic aligveris yapmamis
misterilerin iiriin/hizmetlerine ta-
lep gostermeye basladiklarini ve yeni
misterilerin irin ile ilgili ihtiyag ve
beklentilerinin mevcut miisterileri-
ninkinden farklilik gosterdigi goriil-
mustur.

It is a matter of curiosity how much
the jewelry market has changed over
time and how it has been affected by
new customer requests. As a result of
this survey, a result has emerged that
the customer product demands in the
jewelry sector have changed over time.
However, it has been observed that cus-
tomers always tend to seek new prod-
uct service, customers who have never
made purchases from new companies
have started to demand new companies’
products / services, and the needs and
expectations of new customers differ
from current customers.
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Teknolojik Degisimler Technological Changes

Min. Max. Ortalama Standart Sapma
Min. Max. Average Standard Deviation
Sektdrimiizde Teknolojik Degisiklikler Isletmelere
Biyiik Firsatlar Sunar.
Technological Changes in Our Sector Offers Great 100 500 34926 091307
Opportunities for Businesses.
Sektdrimiizde Kullamilan Teknoloji Hizl
Degismektedir. 1,00 5,00 35034 0,89131
Technology used in our industry is changing fast.
Sektdrdeki Teknolojik Yenilikler Sayesinde Yeni Uriin
Fikirler Hayata Gecer.
Thanks to Technological Innovations in the Industry, 100 500 35810 089534
New Product Ideas Come to Life.

B Kuyumculuk sektoriindeki tekno-
lojik degisim ele alindiginda ise, sek-
tordeki kisilerine anket cevaplarina
gore, sektorit mensuplarinin ¢ok etkin
olmasa da teknolojik yenilikler saye-
sinde bir¢ok yeni uriin/fikrin hayata
gecirilebilir olduguna (3,58), sektorde
kullanilan teknolojinin hizla degisti-
gine (3,50) ve teknolojik degisiklik-
lerin isletmelere biiytik firsatlar sun-
dugu(3,49) yoninde sonuclar ortaya
cikmugtir.

The survey responses showed that, con-
sidering the technological changes in
the jewelry sector, although technology
is not very effective in the sector, many
new products / ideas can be developed
thanks to technological innovations
(3,58), the technology used in the indus-
try is rapidly changing (3,50) and tech-
nological changes offer great opportuni-
ties to businesses (3.49).



COMPANIES" ATTITUDES TOWARD MARKET-ORIENTED STRATEGIES [N THE JEWELRY SECTOR

Is OdakUi Internet Kullanimi
Business Oriented Internet Usage

Min. Max. | Ortalama | StandartSapma
Min. Max. Average Standard Deviation

Internet Kanalini Satis Yapmak icin Kullaniniz.

We Use the Internet Channel to Sell. 1.00 200 30604 1.34187

Yeni Alict ve Tedarikgilere Ulasmak icin internetten

Faydalaninz. 1,00 5,00 373N 1,22509

We Use the Internet to Reach New Buyers and Suppliers.

Markamizin letigim ve Tanitim Faaliyetleri igin Internet

ve Sosyal Aglardan Yararlaniriz.

We Use Internet and Social Networks for the 1.00 200 36862 11649

Communication and Promotion Activities of Our Brande.

Interneti yeni Urun arastirmast icin kullaniniz.

We use the Internet for new product research. 100 o0 38940 1.18045

B {5 odakli internet kullanimu ile ilgili
anket sorularindan elde edilen yanit-
lara gore; kuyumculuk sektoérii men-
suplarinin interneti daha ¢ok yeni
irin arastirmasi icin kullandiklarini,
markalarinin/igletmelerinin iletigim
ve tanitim faaliyetleri icin internet
ve sosyal aglardan yararlandiklarini,
yeni alicilara ve tedarikgilere ulagsmak
icin internetten faydalanmakta olduk-
larini ve diger unsurlara gére daha az
olmakla beraber internet kanalini sa-
tis yapmak i¢in kullanmakta oldukla-
rin1 da gérmekteyiz.

According to the answers obtained from
the questionnaires related to the use of
business-oriented internet; the members
of the jewelry industry use the inter-
net for new product research, they use
the internet and social networks for
the communication and promotion ac-
tivities of their brands/businesses, they
use the internet to reach new buyers
and suppliers, and they use the internet
channel to sell, although less than other
factors.
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Risk Boyutu Risk Dimension

Min. Max. Ortalama Standart Sapma
Min. Max. Average Standard Deviation
Yeni Projeleri Getiri Beklentisi Yilksek Olursa
Destekleriz.
We Support New Projects If The Prospect Of Return 100 o0 37753 1.01246
Is High.
Yeni Projelerde Temkinli Olup Adim Adim [lerleriz.
We are Cautious in New Projects and Proceed Step 2,00 500 4,134 086251
by Step.
Kuyumculuk Sektdriinde is Yapmak Yiiksek Risk
Tasir. 1,00 5,00 4,3867 0,83258
Doing Business in the Jewelry Sector Has High Risk.

B Calisma sonucunda ortaya cikan bir
diger sonug ise, kuyumculuk sektoriin-
de is yapmay1 ve faaliyet gostermeyi
yiiksek riskli olarak gordiiklerini, yeni
projelere baslarken temkinli davra-
nip,adim adim ilerlemeyi tercih ettik-
lerini ve yeni projeleri getirisi yiiksek
olmasi durumunda desteklediklerini
belirtmislerdir. Genel olarak bakildi-
ginda, kuyumculuk sektorii is yapil-
masl1 ve pazara giris acisindan ekono-
mik olarak yiiksek risk barindiran bir
sektordiir.

Another result that emerged as a result
of the study stated that they consid-
er doing business and operating in the
jewelry sector as high risk, they prefer
to be cautious and proceed step by step
while starting new projects and support
new projects in case of high return. Gen-
erally speaking, the jewelry sector is an
economically high risk in terms of doing
business and entering the market.
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Kuyumculuk Sektoriinde Profiller

Profiles in the Jewelry Sector

Kuyumculuk Sektdriiniin Profillendirilmesi
Profiles in the Jewelry Sector

Vasatlar Inovatifle Miisteri OdakUlar

Mediocre [nnovatives Customer-Oriented
Rekabet odakllik.
Competitor Orientation 327 9 390
Uriin farkUlastirma.
Product Differentiation 3.2 44 3.66
Uriin gelistirme.
Product innovation 251 3.26 259
Yeni iiriin performansi
New Product Performance 30 37l 146
Miisteri odakllik
Customer Orientatione 347 432 4.3
Pazar bilgisi
Intelligence generation 30 418 408

B Rekabet odaklilik, tGriin farklilas-
tirma, yeni tirin gelistirme, yeni iri-
niin performansi, muisteri odaklilik
ve pazar bilgisi olarak 6 degisken ele
alinarak sektoriin hangi karakteristik
gruplara sahip oldugunu belirlemek
amaclanmistir. Arastirma sonucun-
da, yapilan kiimeleme analizi sonug-
larina gore kuyumculuk sektériinde 3
ana karakteristik kiimenin olustugu
gozlemlenmisgtir. Bu kiimeleri karak-
terlerine gore isimlendirmek gerekir-
se, 1 numarali kiime “vasatlar” olarak
tanimlanirken 2. Kime “inovatifler”
ve 3. Kime “miusteri odaklilar” olarak
isimlendirilmistir.

It is aimed to determine which charac-
teristic groups the sector has by taking
6 variables as competition-oriented,
product differentiation, new product de-
velopment, new product performance,
customer orientation and market knowl-
edge. As a result of the research, accord-
ing to the results of the cluster analysis,
it was observed that 3 main characteris-
tic clusters were formed in the jewelry
sector. To name these clusters according
to their characters, cluster 1 was defined
as “mediocre” and cluster 2 was named
“innovative” and cluster 3 was named
“customer-oriented”.
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The jewelry sector has brought its con-
tinuity to the present day without being
subjected to creative destruction with its
traditional and have their own dynam-
ics structure passed from father to son.
With the academic research book, one
of the first in the sector, the attitudes
of the manufacturers operating in the
Grand Bazaar and its surroundings to-
wards the change in the sector, product
differentiation, new product develop-
ment, technological change, competition
and economic growth will be examined.
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