BOUTIQUE PASTRY MANAGEMENT AS A RISING SERVICES
MARKETING PRACTICE
AND
A COMPREHENSIVE SURVEY OF BOUTIQUE PASTRIES IN
ISTANBUL

GULPER DEMIR
B.A., Business Administration,Anadolu University, 1993
M.B.A., Business Administration, Isik University, 2002

Submitted to Graduate School of Isik University
in partial fulfillment of the requirements for degree of
Doctor of Philosophy
in

Contemporary Management Studies

ISIK UNIVERSITY
2008



BOUTIQUE PASTRY MANAGEMENT AS A RISING SERVICES
MARKETING PRACTICE
AND
A COMPREHENSIVE SURVEY OF BOUTIQUE PASTRIES IN ISTANBUL

Abstract

Consumption of food and beverages always holds a place at the top of the list when we
analyze the daily habits of consumption of human beings. The different behaviors of
consumers towards food and beverage products force the relevant producers to define
their consumer profiles and most appropriate marketing strategies in accordance with
their target group. In food industry, customization of products can also be observed in
addition to the traditional massive production strategies. Therefore, the number of
enterprises like boutique pastries which produce customized products that both possess
an artistic value and aims complete contentment of their customers as well is
increasing very rapidly day by day in Istanbul. Although boutique pastries exist in
service sector, they are forced to develop marketing strategies that are specific to their
need due to the several reasons such as market demands and infinite diversity of the

product opportunities, which carry artistic value.

With this research, certain phenomena are explored: boutique business making,
customization of production and adding artistic value to the products. While
conducting interviews with managers of boutique pastries provided us with
information about the current state of the business, the surveys enabled us to learn
more about purchase behaviors of boutique pastry customers. By converting the
information derived into statistical data, impact analyses have been made which shows
the impact of the demographic backgrounds of boutique pastry customers over their
related purchase behaviors. As a result of this research, the most appropriate marketing
methodologies for boutique pastry businesses are defined in accordance with the

analyses consumer behaviors.



YUKSELEN BIR HIZMET PAZARLAMASI UYGULAMASI OLARAK BUTIK
PASTANE ISLETMECILIGI VE ISTANBULDAKI BUTIK PASTANELER
UZERINE KAPSAMLI BIR ARASTIRMA

Ozet

Gida ve igeceklerin tiiketimi, insanlarin tiiketim aligkanliklari incelendiginde her
zaman en st siraya yerlesmektedir. Tiketicilerin gida ve igecek iriinlerine karsi
gosterdikleri farklt tutumlar, gida sektorlindeki organizasyonlara kendi tiiketici
profilini ve tiiketici profiline karsilik gelen en iyi pazarlama yontemini belirleme
zorunlulugunu getirmektedir. Gida sektoriindeki iiretimlerde kitlesel tiretimin
teknolojilerin yaninda ileri seviyede de kisisellestirmeler goriilmektedir. Bu nedenle
iireticinin, tliketim {iriiniinden en ileri seviyede tatmin olmasini hedefleyen ve sanatsal
bir deger tastyan tiiketiciye 6zel {iriinler iireten butik pastaneler gibi kuruluslarin son
yillarda Istanbul’da sayis1 her gecen giin artmaktadir. Butik pastaneler, hizmet
sektorliinde bulunsalar da, gerek bulunduklari pazarin talepleri, gerekse frettikleri
tirlinlerin sonsuz ¢esitliligi ve sanatsal deger tasimak gibi farkliliklari, butik pastaneleri
sadece hizmetlerin pazarlanmast haricinde kendi durumlarina 6zel pazarlama

stratejileri olusturmaya itmektedir.

Bu arastirma ile butik is yapma olgusu ve iiretimin ¢esitlendirilip kisisellestirilmesi,
rtinlere sanat degeri katilmasi arastirilmig, butik pastane yoneticileri ile yapilan
birebir ayrintili goériismeler ile butik pastanelerin giiniimiizdeki durumu ile ilgili
bilgiler toplanirken, butik pastane tiiketicileri arasinda yapilan anket ¢aligmalar ile de
butik pastane tiiketicilerinin satin alma tutumlari hakkinda bilgi toplanmistir. Elde
edilen bilgiler ¢esitli istatistiksel verilere doniistiiriilerek tiiketicilerin demografik arka
planlarinin, butik pastanelerden yaptiklari aligverislere etkileri analiz edilmistir.
Aragtirma sonucunda, eldeki verilerden yola c¢ikarak, tiiketicilerin satin alma

tutumlarina gore butik pastaneler i¢in en iyi pazarlama yontemleri belirtilmistir.



Acknowledgements

There are many people who helped to build up this thesis. First, | would like to thank
Prof. Dr. Murat Ferman of Isik University, my dissertation advisor. Having the
opportunity to work with Prof. Dr. Ferman over the years was intellectually rewarding
and fulfilling. I also thank the members of my dissertation committee, Prof. Dr. Toker
Dereli of Isik University and Assoc. Prof. Emrah Cengiz who contributed much to the

development of this research starting from the early stages of my dissertation work.

Many thanks to Mrs. Arzu Ozkeskinler and Mrs.Munise Isik, who have both patiently
answered my questions and have helped me to take care of practical issues during my

studies.

| also thank the owners of the boutique patisseries, as they were so kind to spend their

valuable time in answering my questions during the in-depth interviews.

I would like to thank both my husband and my daughter for giving me incredible
inspiration and providing continuous encouragement in completion of my graduate

studies. Many special thanks to their endless insight and patience.

Finally, I would like to thank to my dear father, mother and sister for their endless

support and encouragement.






Table of Contents

Abstract I
Ozet iii
Acknowledgements iv
Table of Contents vii
List of Figures Xi
List of Tables xii
1. Introduction 1
2. Introducing Foodstuff and Pastry 4
2.1 BaSIC DETINITIONS .....cveeuieiiieiiieie ettt e sreesteeneesreenseaneennens 4
2.1 L PAISSEIIE ..ttt sttt bbbttt bbbt 4

2.1.2  CATES oottt bbbt 4

2.1.3 BAKEIY ..o 5

2.2 A BIIEf HIStOry Of PASIIY ...c.ooiiiiiiiicieeee e 5
2.2.1 ANCIeNt EQYPt aNd GrEECE ......ccveiiiiecieeie ettt sne s 5

2.2.2 The ROMAN EMPITE.....ciiiiiiie ettt sne s 6

2.2.3 India, Japan, ChiNa ........cccviieiieeeiese et nneas 7

2.2.4 The MIAAIE EASL......cc.eiieiieiecie ettt nnees 7

2.2.5 Religious Crusades, Middle Ages, EUrOPE .......cccccvveieeieiie e 8

2.3 Pastry Busingss iNthe WOIId ...........c.coooiiiiiicce e 8
R I R -V (o TP 8

2.3.2 HAIY oo 9

p T AN 1 T VO RPRPROSRP 9

2.4 PaStry MarketiNg ....cveoiieiieeiie ettt et e et re e 10
2.5 EUIOPEAN UNION... .ottt bbb bbbttt 10
2.5.1 Hazard Analysis Critical Control Points (HACCP).......cccccvciininiiiiienn 11

2.5.2 1SO 9000 ......cutiuiieiieieiieeete ettt bt ae e ans 12

3. Pastry Business as a Rising Service Marketing 13
3.1 Definition of Pastry Business Marketing ...........ccocooeririniniineie s 14
3.1.1 Boutique Pastry Business Marketing..........cccocervveresiienieennsieseesesee e, 14

vii



3.2 Service Marketing and Pastry BUSINESS ..........cceiveiierieiiieieesieseesieesiessesseessesseeseens 14

3.3 Customization and Pastry BUSINESS..........cccoieririiiniiieieieseesie e 15
3.3.1 MasSS CUSTOMIZATION. .....c.eeivieieiieiiieie et sne e e 16
3.3.2 Individual CUSTOMIZALION. ........cciiiiieieieie e 17

3.3.2.1 Personalization and UNIQUENESS...........ccuevierieeieseenieeriesee e eee e e, 17
3.3.2.2 Adding Artistic Values to Products...........cccceeevviereninnennenin e 18

3.4 The Marketing Mix for Pastry Services (Marketing Plan)...........ccccoovroiniiiiicnnnn, 19

3.4.1 The FOUT P7S 1ottt 20
A L L PrOUUCT ...t 20
I e ot 20
I o - Vo PR 21
34 LA PrOMOLION ...ccuieiieieie ettt 22

4.2 The FOUT €8t e aee e 22

3.5 Pastry Marketing and SMES..........ccoiiviiiiieie et 23
3.5.1 Adaptation of Standard Textbook Marketing Frameworks .............ccccceovenene. 24
3.5.2 Marketing in “CONtEXE’ ....ccvviviiieriieiiiieieeie e 24
3.5.3 Competency Marketing ........cccccvevieiiiiiiieie et 26
3.5.4 Network Marketing........c.ccvoveiiiiice et 26
3.5.5 INNOVAtiVe Marketing..........cooiiiririeiiieese e 27

3.6 Pastry Marketing and EThiCS .........ccoovoiiiiiiiieee e 28

3.7 BUYING PIOCESS .....uviivieieitieite ettt ettt ettt ste e st e s beetesneesbaennesnsesaaenteennenreas 28
3.7.1 Models of BUuyer BENAVION............ccvciieiieiieie e 28
3.7.2 Market Segmentation and Buyer BENaVior...........c.coovviiiineiincneccee 30

3.8 CUSIOMEN LOYAILY ..ottt 30

3.9 Forward Planning With Marketing Research............ccccovviviiiiiiiieiie e 31

3.10 Service Positioning and Targeting .........cocveiieiiieiie it 31
3.10.1 Product/Service Life-Cycle CONCEPL ......ccvevveiveririiiiieieie e 31

311 Service QUANTTY ....ooueeieiecee e 31
3.11.1 Quality and SatiSfaCtiON..........cccveiiiiii e 32
3.11.2 Expectations, Consumers’ Perceptions of Quality ..........ccccovvvriiiiiiennnn, 33

312 PromOtiNG SEIVICES ....cviviiiiiiiiiisiesieeieeie ettt sttt bbbt 33
3.12.1 Advertising and the Media...........ceveirieieiiie e 34
3.12.2 SalES PrOMOLION ...ttt st 35



3.12.3 0N1INE MAIKELING .....ccviiiieiieie et sreenne e
4. Pastry Marketing in Turkey
4.1 Definition Of Pastry BUSINESS .........ccuiiiieiiieie i
4.2 Pastry BUSINESS IN TUMKEY .....vveiiiieiieecie et e ettt sae e nne s
4.3 The Marketing ENVIFONMENT ........c.coiviiieieiieie et sre e sie e nnes
4.4 Classification Of PaStry SNOPS........ccuoieiiiiiiieisenee e
4.5 CURUIAl INTIUBNCES ... e
4.6 The Importance of Knowing the CUSIOMEr ..........cccovveiiiiieiees e
4.7 DeVveloping NEW ITEMS........coiviiiiie ettt reesae e sres
4.7.1 Advertising and the Media..........ccoereriiiiiiiiieeeee e
4.7.2 SAlES PrOMOTION ....viiieiieie ettt sneenne e
4.7.30N1N€ MArKEtING.....ccveiieieeieceee et
4.8 Factors Supporting the Progress of Pastry Business in TUIKeY .........ccccoccevvvervenenen,
4.9 Factors Preventing the Improvement of Pastry Business in Turkey ...........ccccceeevenen.
4,10 EUrOPEAN UNION......couiiiiiiiiite ittt bbbttt
5. Boutique Pastry Business in Turkey
5.1. Definition Of BOULIQUE .......covveiiiieciecce et
5.1.1 Boutique Pastry Concept in TUIKEY .........ccoveveiieiieie e
5.2 Characteristics Of BOUTIQUE PaSIIY .........coiriiiiiiie e
5.3 SErVICE S 8 COMNCEPL ...ttt ettt
5.3.1 BOULIQUE BFranChES.........ccveiuiiieiicciece et
5.3.2 ChooSiNg PEISONNEL .......ccvoviiieiie e
5.3.3 AUVEITISING ..ottt bbb bbbt
5.3.4 ChOOSING LOCALION .......couviiiieiiiitisieeieeie et
5.4 Marketing Mix (4Ps) in Boutique Pastry BUSINESS .........ccccvvviiieiieiiic e,
ST Ot o 0o [T RO P TR
ST O o ot SRS
5.4.3 PIrOMOTION ...ccvviiieiieie ettt ste et e e e s e sneenneeneenneenneens
DA PIACE.....e ettt e ae e
5.6 Visual Miracle in Boutique Pastry BUSINESS ..........cceiiiiiiiieiieiiiee e see e
5.7 Marketing in Boutique Pastry BUSINESS ...........coeiiririnininieieie e
6. Exploratory Research on Boutique Patisseries in Istanbul
6.1 Problem StatemeNT ..o e



I\ 1= 1 g oo (o] [T | 20 OSSR
6.2.1 SAMPIING ..o
6.2.2 Data Collection and INSITUMENTS ........ccocviieiieiiiiesiesee e
6.2.2.1 IN-DePth INTEIVIEWS ......vveiiiiieieee s
6.2.2.1.1 Methods Used in in-Depth INterviews ..........ccccceevvevvenescievvernene
6.2.2.2 Advantages/Disadvantages of Depth Interviews ...........c.ccoceevevernene,
6.2.2.2 QUESTIONNAITES ... .eeveiieeeiiieieeiiesteeiesiee st ste et st ee s e e e saesneenreas
6.3 Analysis on the Findings of Exploratory Research..........ccccccocveveiieii s
6.3.1 Exploratory Research Model ............ccoooviiiiiiiiiccccec e
6.3.2 Detailed Findings and Discussions on Detailed Findings ............ccccceovenenne.
7. Discussion and Conclusions
7.1 DiscussSions 0N Present StUAY ........c.covveiiiieieeie e
7.2 Suggestions for FUrther STUAIES .........ccviveiiiii i
References
Appendix A
Appendix B
Appendix C



List of Figures

Figure 1. Marketing in CoNteXt..........oouiiiiiii e, 25
Figure 2. A Basic Model of Buyer BENAVION ............coceiveiiiiiiiiniciecee e 29
Figure 3. Model of Buyer Behavior for Service Sector............ .ccocvvvvnininivnienens ... 29
Figure 4. Actors in the MiCroenvironment.............cooiiiit iiiiiiiis e el 43
Figure 5. Actors in the Macro environment..............cooooiiiiiiiiiiiiiin e, 44

Figure 6. The Distribution of the Factors between Trademarks
Pastry Shop and a Regular Pastry Shop.............coooviiiiiiiiiii i, 63
Figure 7. The Model of the Exploratory ReSEarch............ccccevvevieiieiiiie i 75

Xi



Table 1.
Table 2.
Table 3.
Table 4.
Table 5.
Table 6.
Table 7.
Table 8.
Table 9.

Table 10.
Table 11.
Table 12.
Table 13.
Table 14.
Table 15.
Table 16.
Table 17.
Table 18.
Table 19.
Table 20.
Table 21.
Table 22.

List of Tables

Figures of Purchasing Frequency from Boutique Pastry ..........cccocvvvniniinienienen, 76
Figures of Purchasing Frequency from Boutique Pastry (Combined)..................... 77
Figures of First Preferences Among Special Days .........ccccceevviveeieereiieseese e 77
Frequencies of Preferences for Mothers’ Day .........ccocvvvriiiieieieneseneseseseeee e, 78
Frequencies of Preferences for Fathers’ Day .........cccocoeiiiiiiii i 78
Frequencies of Preferences for Wedding/Engagement OCCasions ............cccceevenee.. 79
Frequencies of Preferences for Valentine’s Day..........ccocvviiiiiiiieniciisc e 79
Figures of for Whom the Consumers Shop MOSt ..o 80
Frequencies of Preferences for Who Shop for Their Families...........cc.cccovevvinennenn 81
Frequencies of Preferences for Who Shop for Theirselves..........c.ccovvvviieiennnn. 81
Frequencies of Preferences for Who Shop for Their GUESTS ..........c.ccoovvviiciennne 82
Frequencies of Preferences for Who Shop for Their VisitS...........ccccoevviiieiieennen, 82
Frequencies of Preferences for Who Shop for Their Friends ............cccccceoveivennen, 83
Whether Customers Only Buy Cakes Or Consider Other Products As Well ........ 83
Customers’ Preferences About Products...........ccccvevviiiii i 84
Frequencies of Preferences for Cheese Cake..........ccccovvveiviiii i 85
Frequencies of Preferences for Brownie............ccceoiieiiiiiic i 85
Frequencies of Preferences for COOKIES..........cooviiiiiiiiiicese e 86
Frequencies of Preferences for ChoCOIates..........ccoccvevveveiieniieii e, 86
Frequencies of Preferences for Pie.........ccccviiiiiie i 87
Whether Any Other Pastry Shops Around Or NOt..........cccoccveviiiiiciie e, 87
Level of Satisfaction Towards Products of Boutique Pastries...........cc.cceovvevernennn. 88

xii



Table 23. Frequencies of Reasons of Preference the Boutique Pastries (First

e =] (=T =T A Tol ) PSPPSR 89
Table 24. Frequencies of Reasons of Preference the Boutique Pastries (Second

e =] (=T T Lo T S 90
Table 25. Frequencies of Reasons of Preference the Boutique Pastries (Second

e =] (=T =T A Tol ) PSPPSR 91
Table 26. Frequencies of Preferences for Recommendation Among the Reasons of
] L=l =] o= ST USSR 92
Table 27. Frequencies of Preferences for Accessibility Among the Reasons of

e =] (=] =] Tot SRS 93
Table 28. Frequencies of Preferences for Product Variety Among the Reasons of

] L= =] o= TSRS 94
Table 29. Frequencies of Preferences for Hygiene Among the Reasons of Preference ........ 94
Table 30. Frequencies of Preferences for Attentive Service Among the Reasons of

e =] (=] =] Tot SRS R 95
Table 31. Frequencies of Preferences for Special Products Among the Reasons of

PIETEIEINCE ...ttt bbb ne s 96
Table 32. Frequencies of Preferences for Allergy Among the Reasons of Preference.......... 96
Table 33. Frequencies of Preferences for Taste of Product Among the Reasons of

=] (=] =] 0o SR 97
Table 34. Frequencies of Preferences for Freshness of Product Among the Reasons

OF PIEIEIEINCE ...ttt bttt b et et ae b 97
Table 35. Frequencies of Preferences for Pleasure Among the Reasons of Preference ........ 98
Table 36. Frequencies of Preferences for Proximity to My House Among the

REASONS OF PrEFEIENCE ...t 99
Table 37. Frequencies of Preferences for Non-Use of Preservatives To My House

Among the Reasons Of PreferenCe ... 99
Table 38. Frequencies of Preferences for Ways to Reach Boutique Pastry Shops.............. 101
Table 39. Frequencies of Preferences of Internet as Selected Way to Reach

BOULIQUE PASEIY SNOPS .....vveiiiiciie ettt e e beesnee s 101
Table 40. Frequencies of Preferences for Internet as Selected Way to Reach

BOULIQUE PASTIY SNOPS ...t bbbt 102



Table 41. Frequencies of Preferences for Delivery as Selected Way to Reach

BOULIQUE PASEIY SNOPS ...t 102
Table 42. Frequencies of Preferences for Products’” Quality .........c.ccveveveiinnieniesinneeniene 103
Table 43. Frequencies of Preferences for Products’ Quality (Combined) .........c.cccccvvvriunenns 104
Table 44. Frequencies of Preferences for SUFFICIENCY ........ccoeiveiiiiiicie e 104
Table 45. Frequencies of Preferences for Sufficiency (Combined)........ccccocovvveiviniienene 105
Table 46. Frequencies of Preferences for Attentive SErviCe.........ccooovveveiieneninse e 105
Table 47. Frequencies of Preferences for Attentive Service (Combined) ..........ccccccevenenne. 106
Table 48. Frequencies of Preferences for Special Products............cccccveveiieieeie e 106
Table 49. Frequencies of Preferences for Special Products (Combined)...........ccccccovvnenene. 107
Table 50. Frequencies of Preferences for Hygiene of Products.............ccoceovvininiiiiniennenn 107
Table 51. Frequencies of Preferences for Hygiene of Products (Combined) ...................... 108
Table 52. Frequencies of Preferences for Catering for Taste...........cccoovevevieiecce e, 108
Table 53. Frequencies of Preferences for Catering for Taste (Combined) ............c.ccveneee. 109
Table 54. Frequencies of Preferences for Taste of ProductsS............cccoovevvienienivsieieeneenn 109
Table 55. Frequencies of Preferences for Taste of Products (Combined) .........c.ccccvevennene. 110
Table 56. Frequencies of Gender Distribution within Sample Group ........ccccceeevvveveenenne. 110
Table 57. Frequencies of Martial Status within Sample Group.........ccccceeeeveieevecicveeciee 110
Table 58. Frequencies of Status of Having Children within Sample Group............ccccoe..... 111
Table 59. Frequencies of Education Status within Sample Group .........c.ccocovviniiiicicnnenn 111
Table 60. Frequencies of Jobs within Sample Group .........ccccccvveviiieii v 112
Table 61. Frequencies of Monthly Incomes of Sample Group Participants ........................ 112
Table 62. Frequencies of Neighborhoods that Sample Group Participants are Living

] SRS 113
Table 63 Frequencies of Status of Living Abroad ..., 114
Table 64 Frequencies of Status of Living Abroad (Combined).........ccccccveviiiiiiiieiiecnnenn, 114

Table 65. Chi-Square, Consumers’ Age and the Consumers’ Perception of

ShOPPING FIEAUENCY ...ttt bbb 115
Table 66. Chi-Square, Having Children Status of Consumers and the Consumers’
Perception of MOthers’ Day .......c.cocviiiiiiiiiiiiiciie e 116
Table 67. Chi-Square, Having Children Status of Consumers and the Consumers’
Perception of Delivery As An Accessing Method ..........cccooveviiieiieie e 117

Xiv



Table 68. Chi-Square, Between Gender of Consumers and the Consumers’

Perception of Sufficiency of Product DIVEISITY .........cccccoiiiiiiiiiiiiieieneese s 118
Table 69. Chi-Square, Gender of Consumers and the Consumers’ Perception

OF Catering FOr TASEE ....eivee et e e e e sreenennes 119
Table 70. Chi-Square, Age of Consumers and the Consumers’ Perception of Taste .......... 120

Table 71. Correlations, Age of Consumers and the Consumers’ Perception of

ShOPPING FIEAUENCY ...t bbb 121
Table 72. Cross Tabulation, Age of Consumers and the Consumers’ Perception of

SHOPPING FIEAUENCY ...ttt te et st e s te et e s reesbe e e e saeenteeneennes 122
Table 73. Correlations, Consumers’ Status of Lived in Abroad and the Consumers’
Perception of SHOPPING FrEOUENCY ......coviiiiiiiiieiiiieeie et 122
Table 74. Crosstabulation, Consumers’ Status of Lived in Abroad and the

Consumers’ Perception of Shopping Frequency .........cccoieiiiiiiiiic i 123
Table 75. Correlations, Gender of Consumers and the Consumers’ Perception of

First Preferences for SPECIal DaYS ..........cooviiiiiiiiiieee e 124
Table 76. Cross Tabulation, Gender of Consumers and the Consumers’ Perception

of First Preferences for Special Days.........ccccveiveieiiiie e 124
Table 77. Correlations, Consumers’ Status of Lived in Abroad and the Consumers’
Perception of First Preferences for Special Days............ccooviiiiiiniiiiieiese s 125
Table 78. Cross Tabulation, Consumers’ Status of Lived in Abroad and the

Consumers’ Perception of First Preferences for Special Days ..........cccooviiviiiiiiiciicinenn, 126
Table 79. Correlations, Income of Consumers and the Consumers’ Perception of

First Preferences for ShOPPING REASONS ........ccoiiiiiiiiiiiiesiree e 126
Table 80. Cross Tabulation, Income of Consumers and the Consumers’ Perception

of First Preferences for Shopping REASONS ........cc.civviiiiiiiieiie e 127
Table 81. Correlations, Age of Consumers and the Consumers’ Perception

of Satisfaction from the Shopping at the Boutique Pastry ..........cccoccevveveiieneenn e 128
Table 82. Cross Tabulations, Age of Consumers and the Consumers’ Perception of
Satisfaction from the Shopping at the Boutique Pastry ..........ccccoevieiiieve e 128
Table 83. Correlations, Gender of Consumers and the Consumers’ Perception of

Satisfaction from the Shopping at the Boutique Pastry ...........ccoccevvievieiieiiiese e 129
Table 84. Cross Tabulation, Gender of Consumers and the Consumers’ Perception

of Satisfaction from the Shopping at the Boutique Pastry .........ccccoceviiienineeni e 129
XV



Table 85. Correlations, Income of Consumers and the Consumers’ Perception of

Satisfaction from the Shopping at the Boutique Pastry ............ccceoeieieieienininececees 130
Table 86. Cross Tabulation, Income of Consumers and the Consumers’ Perception

of Satisfaction from the Shopping at the Boutique Pastry ..........ccccccevveveiieieccn e 131
Table 87. Correlations, Status of Lived Abroad of Consumers and the Consumers’
Perception of Satisfaction from the Shopping at the Boutique Pastry...........cc.ccoovevviverienn, 132
Table 88. Cross Tabulation, Status of Lived Abroad of Consumers and the

Consumers’ Perception of Satisfaction from the Shopping at the Boutique Pastry............. 132

Table 89. Correlations, Gender of Consumers and the Consumers’ Perception of

ACCESSTDIIITY ...ttt b bttt 133
Table 90. Cross Tabulation, Gender of Consumers and the Consumers’ Perception
OF ACCESSIDIIILY ...t et e e reenes 134

Table 91. Correlations, Gender of Consumers and the Consumers’ Perception of the
Ordering of Preferences DUE t0 TaASLE.......ccueiveiieriiiiece et nneas 135
Table 92. Cross Tabulation, Gender of Consumers and the Consumers’ Perception

of The Ordering of Preferences DUE t0 TaSte .......cccoveiiiiiininieee e 135
Table 93. Correlations, Gender of Consumers and the Consumers’ Perception of
SatISTACTION OF TASLE .....iiiieii e et 136

Table 94 Cross Tabulation, Gender of Consumers and the Consumers’ Perception of

SaAtISTACTION OF TASTE ....eveiieee ettt sre e ae e nnees 137
Table 95. Cross Tabulation of Products Versus Catering for Taste..........c.cccovvevviivcieennenne. 138
Table 96. Correlations Between Products and Catering for Taste..........cccoeevvvevviicieennene 138
Table 97. Cross Tabulation of Status of Living Abroad Versus Catering for Taste............ 139
Table 98. Correlations Between Status of Living Abroad and Catering for Taste............... 139
Table 99. Cross Tabulation of Age Versus Taste of Products...........cccceeeevieiieiiicsie e, 140
Table 100. Correlations Between Age and Taste of Products ...........ccccccceeveeiieiieesiecneenn, 141
Table 101. ANOVA, Age - Quality of ProductS..........ccoevviiiiieiiiie e 141
Table 102. Post Hoc Tests, Age - Quality of Products ..........cccevvvieivevenieseece e 142
Table 103. ANOVA, Age — Product Specialty ..........ccccoovieiiiiiiciie e 143
Table 104. Post HoC Tests, Age - HYGIENE ......oooviiiiiiie e 144
Table 105. ANOVA, AQE — HYGIENE .......oiiiiiiiiieieiese et 145
Table 106. Post Hoc Tests, Age — Taste Of ProduCt ...........cccevveviiiniieie e 146
Table 107. ANOVA, Age — Taste O ProdUCT ...........cccoiieiiiiiiiiccs e 147

XVI



Table 108.
Table 109.
Table 110.
Table 111.
Table 112.
Table 113.
Table 114.
Table 115.
Table 116.
Table 117.
Table 118.

Post Hoc Tests, Age — Taste of Product ............ccccevveviieiieie e, 148
Anova, Time Spent Abroad- HYgIene.........ccooiiiiiiiiiiicie e 149
Post Hoc Tests, Time Spent Abroad- HYgIeNne ...........cocveieieienenenineeeee, 150
ANOVA, Time Spent Abroad- Cater for TasteS.........ccccevvevvrieeiieevesie e 151
Post Hoc Tests, Time Spent Abroad- Cater for Tastes.........ccccevvvvevvcreieenenn, 152
Regression - DeSCriptive STAtICS .........ccoiiiiereiiriiieeeee e 153
Regression - Variables Entered/Removed(a) .........cccovvreerieenieiiesennesie e 154
Regression - Model SUMMArY ... 154
Regression = ANOVA(D).....ccociieieece sttt 155
Regression - COEfICIENTS(A).........everirieieieie e 155
Regression - Excluded Variables(d) .........cccooeiiiiiiiiniiieiceceee e, 156

XVil



Chapter |

1. Introduction

Today, more and more people in the world earn a living from producing
services than making manufactured goods. For businesses, services have
become essential inputs as firms concentrate on their business activities.
Services have become components of almost all products that are being

bought.

Recent years have brought many trends in food industry especially pastry

shops and cafes. Today fashions are changing constantly.

With this study, it is aimed to develop frameworks for understanding pastry

industry services and effective marketing of them.

The study is divided into seven chapters.

Chapter | covers introduction of thesis and my research motivation.

Chapter 1l covers the basic definitions of foodstuff and pastry such as
definition of patisserie-bakery and cafe and a brief history of pastry from the
ancient Egypt to Europe- the movement of ingredients and development of
pastry making. This chapter also explores the pastry in many world cultures

such as France-Italy and Austria.



Chapter Ill covers the marketing mix which is used to describe how owner-
managers combine these four P’s of marketing mix into an overall marketing
program. Explanation of SMEs in pastry sector and business Ethics which is
essentially about the definition of what is right and wrong at a product level
and corporate level. This Chapter also covers information about customized
production. In this chapter, it is also explained customer loyalty and
service/product quality which are very important items in pastry sector.

Chapter IV covers pastry marketing in Turkey with explanations of marketing
environment, classification of pastry shops, cultural influences, promoting
services. This chapter gives an idea about pastry marketing in Turkey in
general. This chapter also covers the relevant legislation of European Union

on the topic.

Chapter V covers Boutique Pastry Business in Turkey. The Boutique Pastry
concept will be explained. Due to limited resources, the literature of this

chapter will be based on interviews with the owners of boutique pastry shops.

Chapter V1 is consisting of the survey of Boutique Pastries in Istanbul. In this
chapter, in-depth interview will be done with all boutique pastry owners/chefs

for a better understanding of the market dynamics.

Chapter VII covers discussions, conclusions and recommendations for the
future studies regarding with boutique pastry business management and

marketing in Turkey.

It is decided upon to work on this subject matter because recently, boutique
pastries management and marketing have become one of the rising trends in

food sector.



According to investigations carried out, there is no academic research
conducted about this rising sector which is in vogue today, not only in our
country, but also in Europe and USA.

Although the pastry sector is very rich in Turkey, the products are served in
traditional ways such as Turkish dessert-baklava- and borek yet the boutique

pastry concept come from German, Austrian and especially French cultures.

Boutique patisseries (pastry shops), as we understand from the connotation of
boutique, are different from other mainstream pastry shops. They pay
exceptional attention to the preparation of all of their products in limited
number with high quality ingredients. These products are all natural and
contain no artificial preservatives. Mouth-watering pastries, sugar paste cakes
(wedding cakes) and cheesecakes with a special taste are offered to their
customers. These pastry shops are also offering fresh individual cakes and

pastries in modern-style.

Boutique pastry shops usually show different features from the classic type of
pastry shops by their production, marketing and management. Their target

market is well-educated and high income groups.

It is sincerely believed that this study will establish a reference and illuminate

the way for the people who want to study on this subject matter.



Chapter 11

2. Introducing Foodstuff and Pastry

2.1 Basic Definitions

2.1.1 Patisserie

Patisserie, the art of cake and pastry making, is the most delightful and
elaborate of culinary arts. This is the only place that beautiful decoration

carries equal weight to the flavor of the food.

Patisserie refers not only to the pastries, but also to the place where they are
made and sold. Patisseries are sometimes solely shops, but often have a salon
de the attached where patrons can enjoy a patisserie in the mid-morning or

afternoon, the favored times for indulging in such a treat.

Patisseries also sell candied fruits, chocolates, beautiful items to finish a meal
or present as a gift. They display the pastries elegantly, and after carefully

choosing, customers are presented with their purchases beautifully wrapped.*

2.1.2 Cafes

Cafes are the European model of coffee bars. The typically focus on liquid
coffees and often serve both lunch and dinner items. Sometimes they are

licensed and, in fact, could be considered restaurants.?

! Halsey, K. “The Food of France’ Published by Murdoch Books, UK. Page:252
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2.1.3 Bakery

“Bakery” means any place, premises or establishment where any bakery
product is regularly prepared, processed or manufactured for sale other than
for consumption on the premises where originally prepared, processed or

manufactured.

“Bakery product” includes bread, rolls, cakes, pies, doughnuts and all similar
goods, to be used for human food, but does not include cookies, biscuits or

crackers.®

2.2 A Brief History of Pastry

Patisserie can be traced back to the simple cakes of the ancient world and the
pastry-making of the Middle-East, with its use of spices, nuts and sugar. From
the Crusades onwards, these techniques and ingredients filtered into Europe,
particularly Italy, and when in the sixteen century Catherine de Medici arrived
at the French court with her retinue of Italian chefs, the revolutionized French
patisserie with their skills, such as the invention of choux pastry. In the early
nineteenth century, Antonin Careme became the first of a line of great pastry

chefs.*

2.2.1 Ancient Egypt and Greece

The ancient Egyptians fashioned the first crude pastries out of grain meal
flavored with honey, fruits and spices. The Greeks and Romans improved on

% Matzen T, Harrison M. ‘Start and Run A Coffee Bar’ Self-Counsel Press Ltd. USA,Second
Edition:2001 P.8

% Bakeries and Bakery Products Food and Other Commodities Bakeries,

www. leg.state.or.us/ors/625.htmlI50k

* Halsey, K. “The Food of France’ Published by Murdoch Books, UK. Page:252
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the early recipes, but it was in the Middle East where pastries were developed

into something of a culinary art form.”

Humankind had been consuming the flour of ground grains in many forms
such as porridge, or mush and flattened, dried cakes, but the Egyptians
evolved baking techniques with creative and predictable results. Bread, a
basic, delicious, palatable food source, is an important brick in the historical
foundations of pastry because many desserts and pastries are just complicated
breads. The invention and refinement of bread was the precursor to more
elaborate cakes and pastries. The Egyptians kneaded, in large earthenware
tubs, wet dough liquid enough to be poured into heated molds and baked in an
oven heated with white-hot stones. Heating dough in earthen pots placed
directly in the fire’s hot embers or buried in a stone-lined fire pit were crude

baking methods employed in early civilization.

The ancient Greeks created the art of baking by making specific recipes and
shapes of breads appropriate to particular occasions. There were no specialist
pastry cooks until the end of the Roman Empire, but early Greek bakers
produced a wide variety of small cakes and pastries. In upper echelons of
Greek society, desserts and pastries came to represent and epitomize the
pleasure and abundance of life. The Greeks embellished their food,

particularly pastries, to an unprecedented level of sophistication.®

2.2.2 The Roman Empire

In 170 B.C. there was a large influx of skilled Greek bakers into Rome who
produced much better bread than slaves. These commercial bakers, who were
employed by the emperor, became the first-known professional cooks. The
Greek idea of traditional specialty cakes and pastries caught on in Rome.

Another Roman confection, this one of distinctly Arabian origin, was a flaky

> www.wheatfoods.org/nutrition_grains/ FactSheetsPdf/Pastry.pdf
® MacLauchlan,A. “The Making of a Pastry Chef” John Wiley and Sons, Inc. Published in
Canada.1999 Page:3-4
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pastry made by stretching individual sheets of dough and filling them with

cheese and honey.’

2.2.3 India, Japan, China

Sugar cane was introduced to India from New Guinea in Neolithic times. For
thousands of years, Hindus have offered sweet things to the gods and
goddesses to please them and show their devotion. To Indians, sweets also
meant fun and festivity, as wide varieties of traditional recipes were prepared

only for specific holidays and observances.

The Chinese learned the Indians’ sugar refinement technique in the seventh
century and began intensive sugar cane cultivation and sugar manufacturing

for their own use and for trading.

A tenth-century Japanese text mentions a possible precursor to all frozen
desserts, ice creams, and sorbets as “chips of ice mixed fruit juice and served

in a new silver bowl.”®

2.2.4 The Middle East

The cuisine of the Arab world, like most cuisines, is named on regional and
local specialties. The north is known for sweets made with honey, fresh and
dried fruits, almonds and walnuts. The south is known for its dates as well as
milk-based puddings. The west, from southern Turkey to northern Egypt, is
famous for its fine pastries, which incorporate local products like pistachios,
pine nuts, sesame seeds and fruits. To this day, the influence of these recipes

and ingredients appears in European and consequently, the world’s desserts,

" MacLauchlan,A. “The Making of a Pastry Chef” John Wiley and Sons, Inc. Published in
Canada.1999 Page:4
8 MacLauchlan,A. “The Making of a Pastry Chef” John Wiley and Sons, Inc. Published in
Canada.1999 Page:5
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pastries and confections in the form of crispy, flaky pastry and delicious

groundnut filling.®

2.2.5 Religious Crusades, Middle Ages, Europe

Pastries were first brought to Europe during the Muslim invasion of the 7th
century and quickly captured the imagination of European chefs. Their
inventive use of pastries reached its zenith during the Renaissance when pies
were filled with live rabbits, frogs, and birds for special banquets, just as in

the old nursery rhyme “Four and twenty blackbirds baked in a pie.” 10

The Crusades were undertaken by the Christians of Europe during the
eleventh through thirteenth centuries to wrest the Holy Lands from the
Muslims. Simple spiced breads, biscuits and hardtack were food ideas
imported from Middle East to Europe, becoming popular among the nobility

and more prosperous peasants.

2.3 Pastry Business in the World

Over the centuries, regional foods, passed-down cooking methods, discoveries
and inventions were distilled into recipe form. Within each culture, like a
language that becomes familiar to inhabitants of a region, distinctive cuisines
developed and grew. The ingredients pastry cooks uses have been the same

for several hundred years.

2.3.1 France

Patisserie is one of France’s most respected culinary arts. Patisseries in

France can become members of several professional organizations, such as

% MacLauchlan,A. “The Making of a Pastry Chef” John Wiley and Sons, Inc. Published in
Canada.1999 Page:6
19\www.wheatfoods.org/nutrition_grains/ FactSheetsPdf/Pastry.pdf
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The National Confederation of Pastry Chefs and Relais Desserts International
Professional Organization of Master Pastry Makers. One of these signs
hanging above a patisserie shows a real commitment to the trade.*

One of the great turning points in the history of pastry and cuisine was the

arrival in France of Catheribe de Medici from Italy in 1533.%

Each area of France has own patisserie specialties. In Alsace-Lorraine in
Northeast, there are Austrian-Inspried Kugelhopf and strudels and wonderful
fruit tarts. Paris is famed for its patisserie shops and dark bitter chocolate is a
northern specialty. The southwest is known for its rural Basque cooking,
which includes gateau basque, as well as famous macaroons from Saint

Emilion and tarts made with Agen prunes.®

2.3.2 ltaly

The Italy’s food is in its gastronomic diversity. Each area is loyal to its
specialties and ingredients and recipes change from the mountains to the

coast, from the south to the north, and the mainland to the islands.*

2.3.3 Austria

Austria being one of Europe’s typical countries has an important position in

the world in general with its cuisine, and specifically in pastry field.

Austrian pastry business is a very important gain for international
gastronomy. The delicious pastry prepared with care and served exquisitely

are perfect as a joyful ending to a meal.

! Halsey, K. “The Food of France’ Published by Murdoch Books, UK. Page:253

2 MacLauchlan,A. “The Making of a Pastry Chef” John Wiley and Sons, Inc. Published in
Canada.1999 Page:10

13 Halsey, K. ‘The Food of France’ Published by Murdoch Books, UK. Page:253

1 Halsey, K. “The Food of Italy’ Published by Murdoch Books, UK. Page:259
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Austrian pastry business has successfully placed the pastry culture into daily

life, just like German Pastry with whom it has most common products.™

If the Viennese had a food pyramid, desserts would be the main category.

They are a way of life, not just a treat at the end of meal.*

2.4 Pastry Marketing

One of the greatest needs of owners and managers of pastry shops is to
understand and develop marketing programs for their products and services. A
Pastry shop’s success is based on the ability to build a growing body of

satisfied customers.

Modern marketing programs are built around the "marketing concept,” which
directs managers to focus their efforts on identifying and satisfying customer

needs - at a profit."’

2.5 European Union

European Commission, as an international organization trying to improve
safety of the food, has published two important documents, respectively
“Consumer Health and Food Safety" and "The General Principles of Food

Law in the European Union".

These position papers have three general principles:

e The responsibility for legislation should be separate from that for

scientific consultation.

Capraz,N. “Unipro’dan profesyonellere Pastacilik El Kitab1” Promat Basim A.$.2006, Page:13
18 Rodgers R, ‘Kafeehaus’ Clarkson Potter/Publishers New York2/02 P:11
17 www.restaurantedge.com/index.phtml?catid=197 - 29k
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e The responsibility for legislation should be separate from that for
inspection.
e There should be more clarity and easier access to information

throughout the decision-making process and inspection measures.

There are three complementary instruments for protecting consumer health:*®

i. Scientific advice
i. Risk analysis

ii. Control

2.5.1 Hazard Analysis Critical Control Points (HACCP)

HACCP stands for Hazard Analysis Critical Control Point. The HACCP
concept was developed in the 1960's by the Pillsbury Company in conjunction
with National Aeronautics and Space Administration (NASA) to ensure food
safety for the US manned space programme. Its primary aim was to prevent
food safety problems and effectively control food borne disease. The system

has since developed and has been applied internationally.®

In contrast, HACCP looks at the actual process. It is a scientific and
systematic approach to controlling food safety during the manufacturing
process. The HACCP approach takes isolated quality control procedures at
various points in the process and puts them together as a system. All points
interrelate in such a manner as to prevent situations that are outside
specifications, hence may cause a hazard without the information being

picked up through the monitoring system.?

18www.bagatelle.co.uk/quality/food-safety.php
19 \www.bagatelle.co.uk/quality/food-safety.php

20 www.caima.net/BakeryCustomerSatisfactionSurveys.htm
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2.5.2 1SO 9000

This is a food quality management system designed to prevent and detect any
nonconforming product during production and distribution to the customer.
The system ensures that corrective action is taken and that nonconformity

does not happen again. The system must meet specification 100% of the time.

12



Chapter 111

3. Pastry Business as a Rising Service Marketing

Food products often involve the general marketing approaches and techniques
applied the marketing of other kinds of products and services. In food
marketing, topics such as test marketing, segmentation, positioning, branding,
targeting, consumer research, and market entry strategy, for example, are
highly relevant. In addition, food marketing involves other kinds of
challenges--such as dealing with a perishable product whose quality and

availability varies as a function of current harvest conditions.?

On the other hand, many have pointed to the limitations of traditional
marketing principles when applied to the marketing of services. Gronross
(1978), Shostack(1977), Berry (1980) and Rathmell(1966) were among the
early critics who argued that the differences that exist between goods and
services mean that the marketing tools used for goods marketing cannot easily

be translated to services marketing.*

However in Boutique Pastry Business has some different conditions rather
than ordinary food management business. So, services marketing strategies
are proven not to be efficient and enough in this sector. This has further
required investigation of other methods of marketing for Boutique Pastry

Business.

2! http://www.ConsumerPsychologist.com, http://www.LarsPerner.comMarketing of Agricultural
Products Course Web Site
22 palmer, A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education,
Page:3
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3.1 Definition of Pastry Business Marketing

In popular usage, "marketing" is the promotion of products, especially
advertising and branding. However, in professional usage the term has a wider
meaning, which recognizes that marketing is customer-centered. Products are
often developed to meet the desires of groups of customers or even, in some

cases, for specific customers.

Pastry business marketing is as an ongoing process of planning and executing of
the marketing mix of pastry products, services or ideas to create exchange
between individuals and organizations. Pastry business marketing is the process
of creating or directing an organization to be successful in selling pastry products
and services that people not only desire but are willing to buy.

3.1.1 Boutique Pastry Business Marketing

Boutiqgue means, a small company specializing in offering specific, but
limited services to a select number of individuals. So, in Boutique patisseries’
customers are mainly members of a targeted consumer group and products are
specialized for these costumers, also these products will be unique and will
have artistic values. Thus, Boutique patisseries can be named as art galleries
of Pastry business and their products can not regarded only as food, they are
consumable works of art. So, Boutique Pastry Business marketing needs
different strategies than regular pastry business.

3.2 Service Marketing and Pastry Business

A service is the action of doing something for someone or something. It is largely

intangible. A product is tangible since you can touch it and own it. A service tends
to be an experience that is consumed at the point where it is purchased, and cannot
be owned since is quickly perishes. So often marketers talk about the nature of a

service as inseparable - from the point where it is consumed, and from the provider
14



of the service; intangible - and cannot have a real, physical presence as does a
product; perishable - in that once it has occurred it cannot be repeated in exactly the
same way; variable - since the human involvement of service provision means that
no two services will be completely identical. Also the right of ownership - is not

taken to the service, since you merely experience it.

3.3 Customization and Pastry Business

As the standard of living has increased in the last 50 years, individualization
has received increased focus and at the same time, there has been a massive
development of technologies taking place. In this, environment customers
have the power to demand individually tailored products that are specifically
designed and manufactured to suit their needs. This customization need push
the companies to understand importance of Customization and its

implications.

The main reason of customization of products is to fulfill the customers’
needs. A customer may need different options than the other customer will
ask for. So, achievement of customization is depended on raising the variety
of customization options for customers. For Kekre and Srinivasan,
customization means differentiating products, and typically can increase the
variety of products. This can lead to a higher market share and increased
profitability.?

Lampel and Milltzberg (1996) have identified five main customization
strategies based on the stage of customer involvement. The strategies differ
from each other depending on the part of the value chain in which the
customization is made: pure standardization, segmented standardization,
customized standardization, tailored customization, and pure customization.

Pure standardization refers to a completely standard production in which all

2% Kekre, S. and Srinivasan, K. 1990. Broader product line: a necessity to achieve success?. Manage.
Sci. 36, 10 (Oct. 1990), 1216-1231.
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the pieces made are similar. In segmented standardization, customers are seen
as a cluster of buyers, and each cluster is seen as a whole, as occurs when
making different products for different market areas. In customized
standardization, a product is customized in an assembly phase using standard
components. Tailored customization requires basic design that can be
customized in a fabrication phase. In a pure customization strategy, a product
can be customized from scratch. However, there has to be some standard
configuration, otherwise this strategy should be called prototyping rather than

customizing.* %

Segmented standardization and customized standardization strategies are used
in Mass Customization where customizations of products are made for a mass
production process where products are addressing a very large number of
customers. At the same time tailored customization and pure customization
strategies are used in developing individual customizations or personalized

products for customers.

3.3.1 Mass Customization

Tseng and Jiao (2001) provide a working definition of mass customization
that is very useful. The objective of mass customization is “to deliver goods
and services that meet individual customers” needs with near mass production

efficiency” 2

Mass customization is a strategy that creates value by some form of company-

customer interaction at the fabrication / assembly stage of the operations level

2 Sievinen, M. 2002. What is customization?. 9th International Annual Conference of European
Operations Management Association. Copenhagen, Denmark, June 2-4, 2002.

2 Cengiz, Emrah, “Isletme ve Miisteri {liskilerinde Kitlesel Kisisellestirme Stratejisi”

% Tseng, Mitchell M.; Piller, Frank T. “The Customer Centric Enterprise” 2003
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to create customized products with production cost and monetary price similar

to those of mass-produced products®’

As the definitions says, in mass customization, there is a pre-produced base
product and at fabrication or assembling stages some customizations can be
applied to products but these customizations are limited and selected by
customers from a menu. Thus, customization strategies of segmented
standardization and customized standardization are subjects of Mass

Customization.

3.3.2 Individual Customization

Individual Customization is one step beyond of Mass Customization. In
Individual Customization, customization will start from the beginning of
production. Either it depends on some templates or created as a unique piece
in personal customization products are entirely customized for the use of
customer. And in Individual Customization each product, produced

individually.

3.3.2.1 Personalization and Uniqueness

Frank T. Piller is describing the difference between the Personalization and
Customization as, “Personalization must not be mixed up with customization.
While customization relates to changing, assembling or modifying product or
service components according to customers’ needs and desires,
personalization involves intense communication and interaction between two
parties, namely customer and supplier. Personalization in general is about

selecting or filtering information objects for an individual by using

%" Kaplan, A.M and Haenlein, M (2006), "Toward a parsimonious definition of traditional and
electronic mass customization™, Journal of product innovation management 23
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information about the individual (the customer profile) and then negotiating

the selection with the individual.”%®

Describing of this difference is mainly made for Mass customization and
Personalization but meaning above about personalization is same for all bases.
In personalization, customers are included to production from beginning and
whole production of individual products or services depends on their
selections. This individuality causes uniqueness in products and each
customer will own a product of their selections. To create these unique
products for customers, either tailored customization or pure customization
strategies are used. And selection of this strategies at marketing level,

determines the depth of customization in business.

3.3.2.2 Adding Artistic Values to Products

In some special branches of business sectors, like boutique pastries or fashion
houses, personalization is not only means uniqueness of products. In this kind
of companies, producers are adding inestimable artistic values to their
products by processing them with their artistic abilities. So, these products are

jewels of their sectors.

Thus, the clear difference between a personalized product and a product with
an artistic value is personalized products can be made from a template with
some customization, for instance customization in ingredients or in colors, but
artistic products are works of imagination and produced without bounded to
any other product, shape or other factor, they will have inestimable artistry of
its producer, the artist. A Personalized Product can be duplicated if a
customer again asks for same selections, again it will produced individually
but again because of use of templates, it can be duplicated like the classic
circle shaped birthday cakes that customers are selecting the ingredients or

writings on. So, producing of these products are not required any artistic

%8 http://www.mass-customization.de/glossary.htm
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abilities. Products that have artistic values can’t be duplicated; they are pure
work of art and imagination like special designed cake of your child’s favorite

cartoon character.

In artistic products, ingredients or materials used for producing are kept in the
background considerable to artistic work on it so their artistic attributes are

setting their values.

3.4 The Marketing Mix for Pastry Services (Marketing Plan)

The marketing mix is the set of tools available to an organization to shape the
nature of its offer to customers. More recently, the 4Ps of marketing mix have
been found to be too limited in their application to services. While many have
sought to refine the marketing mix for general application, the expansions by
Booms and Christopher (1991) provide useful frameworks for analysis,

although they are not empirically proven theories of services marketing.

Northwestern University professor and marketing guru Philip Kotler
described this mix as “the set of controllable variables and their levels that the

firm uses to influence the target market.”

The marketing mix is typically presented in the context of “the Four P's:”
Product, Price, Place, and Promotion. Mr.Lawn, who is editor of food-
management.com, has added two more “P's” to this list, People and
Presentation, for extra emphasis, although from a purist's point of view these

are considered already included.

19



If a foodservice department is serious about developing an effective
marketing program, the only given is the customer—everything else is a
variable, and must be seen as controllable to some degree.?

3.4.1 The Four P’s

3.4.1.1 Product

Firms can invest in the product by using high quality ingredients or doing

extensive research and development to improve it.*

Product, for example, entails the full range of a product or service's attributes.
In terms of food, that includes its quality level, packaging, portion size and
Presentation (it is because the latter is so important in foodservice that I like
to consider it a separate ‘P' altogether). It includes product or concept

branding and any service options that may be available.!

Effective product strategies for a pastry shop may include concentrating on a
small and narrow menu, developing a highly specialized product containing

an unusual amount of service.

3.4.1.2 Price

Different strategies may be taken with respect to price. Generically, there are
two ways to make a profit—sell a lot and make a small margin on each unit or
make a large margin on each unit and settle for lesser volumes. Firms in most

markets are better off if the market is balanced—where some firms compete

»Lawn,J. ‘The Six P’s of Foodservice Marketing’editor food-management.com, aug.2004

% http://www.ConsumerPsychologist.com http://www.LarsPerner.com Marketing of Agricultural
Products Course Web Site

31 Lawn,J. ‘The Six P’s of Foodservice Marketing’editor food-management.com, aug.2004.
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on price and others on other features (such as different taste preferences for

different segments).*

Price refers to what you charge for your products and services, but is also
more than that. It includes various discounts that may be available (e.g. the
employee discounts customary at many healthcare facilities or the “variable”
cost of meal credits in college board plans), any credit or payment terms
(think POS systems and card swiping) as well as the many formal and
informal subsidies that may be extended to onsite foodservice programs by

host organizations.*

Determining price levels and/or pricing policies (including credit policy) is
the major factor affecting total revenue. Generally, higher prices mean lower
volume and vice versa, however, small businesses can often command higher

prices due to the personalized service they can offer.%*

3.4.1.3 Place

Place is the most misunderstood “P.” It traditionally refers to a manufacturer's
distribution channels. In the context of onsite foodservice, place should be
seen in terms of service locations, production flows, logistics (e.g. the
movement of food from inventory or kitchens to server counters or satellite
locations) as well as “convenience” options such as vending, merchandising

racks, direct-store delivery options from suppliers, etc.®

Pastry shops should consider cost and traffic flow as two major factors in

location site selection, especially since advertising and rent can be reciprocal.

32 http://www.ConsumerPsychologist.com http://www.LarsPerner.com Marketing of Agricultural
Products Course Web Site

%% Lawn,J. ‘The Six P’s of Foodservice Marketing’editor food-management.com, aug.2004.

3 \www.restaurantedge.com/index.phtml?catid=197 - 29k

% Lawn,J. ‘The Six P’s of Foodservice Marketing’editor food-management.com, aug.2004.
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In other words, low-cost, low-traffic location means you must spend more on

advertising to build traffic.*®

3.4.1.4 Promotion

Finally, there is promotion, which includes any advertising, publicity
generating or promotional activities that are used to raise customer awareness

of a product or service and how it fulfills needs or wants that they have.*

Promotion involves the different tools that firms have to get consumers to buy

more of their products, possibly at higher prices.®

Promotion is often confused for the entire marketing plan. This is because it is
the most visible part of the pan. In general, high quality service is a must for
all pastry shops that wish to compete in today’s environment. It is especially
necessary for small businesses due to their limited ability to advertise

heavily.*

It is also here that Mr. Lawn has added a fifth “P,” People, because having the
right people, correctly trained, on the front lines of foodservice is part and

parcel of the service itself and how it is perceived and valued by customers.

3.4.2 The Four C’s

The marketing mix is the pastry shop’s overall offer, or value, to the

customer.

% www.restaurantedge.com/index.phtml?catid=197 - 29k

% Lawn,J.’The Six P’s of Foodservice Marketing’ editor food-management.com , Aug.2004.

% http://www.ConsumerPsychologist.com http://www.LarsPerner.com Marketing of Agricultural
Products Course Web Site

39 www.restaurantedge.com/index.phtml?catid=197 - 29k
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The marketing mix can be expressed in a more customer orientated way as the
'‘4Cs":

e Customer Value 'product’ benefits from the buyers point of view
e Cost to the customer 'price’ plus the customers costs - e.g. travel
e Convenience for the buyer equivalent to 'place'/channels of distribution

e Communication a two-way dialogue - not just ‘promotion’.

3.5 Pastry Marketing and SMEs

Many service sectors are dominated by small and medium-sized enterprises
(SMEs). Mitchell (1998) noted that, for SMEs that typically work with a small
number of customers and operate locally or with few distribution outlets,
marketing’s essential task of winning and keeping customers necessarily takes

a very different form and may not even be seen as marketing at all. *°

One of the greatest needs of managers/owners of SMEs is to understand and
develop marketing programs for their products and services. Small Business

success is based on the ability to build a growing body of satisfied customers.
41

SME marketing based upon strengths, the following are considered:

e Adaptation of standard textbook marketing frameworks,
e Marketing in ‘context’ (situation specific marketing),
e ‘alternative’ SME marketing,

e competency marketing,

network marketing,

0 palmer, A., ‘Principles of Services Marketing’ 4th Edition Published by Mc-Graw-Hill Education,
Page:27

4 Marketing for Small Business:An Overview,
http://www.neisbdc.org/Documents/PDFs/Marketing.pdf
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e scope of ‘innovative’ marketing,

Each of these approaches is about marketing, in practice none of these are
likely to be performed as marketing. Instead, they will be performed as part of

‘doing businesses and taking decisions.*

3.5.1 Adaptation of Standard Textbook Marketing Frameworks

Most SMEs will have a product or service which they will offer at a price and
they will promote this through some kind of medium that reaches their market
place, it can be easily determined that SMEs marketing can be described
under the frameworks of the ‘four Ps’. SMEs will pragmatically adapt any

marketing theory to make it relevant to the way they do business.

3.5.2 Marketing in ‘Context’

The context of marketing and how certain marketing characteristics will
impact upon the type and style of marketing that will be carried out by and
SME. Taking this logic it is possible to construct ‘marketing in context
picture’ for any SME by taking account of a number of factors of

significance. *

The inherent characteristics of pastry business marketing are that it is a
service and it has a predominately consumer-based marketing orientation.
Service marketing characteristics if intangibility and service delivery are
closely related to SME characteristics of personal/unique service and lack of

resources for any tangible and impersonal service.

%2 Baker,Michael J., “The Marketing Book” Fifth Edition 2003,Butterworth-Heinemann An Imprint
of Elsevier Science,Burlington Page: 765
“ Baker,Michael J., “The Marketing Book” Fifth Edition 2003,Butterworth-Heinemann An Imprint
of Elsevier Science,Burlington Page: 766
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e Image/reputation: Any SME pastry will seek to emphasize its
smallness as differentiation from large corporate chains. It will build
competitive advantage by establishing a reputation for ‘friendliness’,
‘intimacy’ ‘family orientation’ etc.

e Personal service: Further enhancement of the image and reputation will
come from attention to providing a personal service which is focused
upon individual customers needs. Strong emphasis will be given to
developing ‘regular’ customers who are known by name.

e Location/communication: This is emphasized because an SME pastry
will need to draw on the marketing aspects of its local environment and

infrastructure and it will use appropriate literature to communicate this.

Consumer
Marketing

Service
Marketing

SME
Marketing

v
Common Characteristics Indicating:

‘Key Marketing Issues’

e Image/Reputation
e Personal Service

e Location/Communication

Figure 1. Marketing in Context
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The message from ‘marketing in context’ is that because of certain inherent
characteristics, which will impact upon an SME in its given context, it cannot
ignore these and indeed, they will determine and perhaps dictate the type and

style of marketing that an SME can perform.**

3.5.3 Competency Marketing

Competency marketing is a term which means using inherent and learned

skills (competencies) to do marketing.

Experiential knowledge is something which every entrepreneur/owner/
manager will acquire over time. It will develop intuitively as the enterprise
becomes established and customs and practices emerge and evolve. The point
here is that it will develop naturally; the question though is whether the level
and quality of experiential knowledge is of the best possible or whether it is
just mediocre. For an entrepreneur/owner/manager who can utilize
experiential knowledge proactively and in an accelerated way, by
concentrating on developing experiential knowledge and therefore
competency marketing, this will substantially strengthen his/hers and the

SME’s marketing effectiveness*

3.5.4 Network Marketing

What is the value of networks and networking to SMEs? Networking is very
useful to SME entrepreneurs/owner/manager, mainly because it is integral to
doing business, it doesn’t have to be constructed and contrived, it is not a task
to completed, it is simply part of everyday business activity and therefore
happens anyway. Networking is such an intuitively natural dimension of

entrepreneurial SME activity; it represents a significant strength for

*Baker,Michael J., “The Marketing Book” Fifth Edition 2003,Butterworth-Heinemann An Imprint
of Elsevier Science,Burlington Page: 766
*® Baker,Michael J., “The Marketing Book” Fifth Edition 2003,Butterworth-Heinemann An Imprint
of Elsevier Science,Burlington Page: 770
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marketing purposes. Since SMEs are invariably ‘close’ to their customers,
aspects of marketing such as relationship and communication are important.
Networking is precisely the mechanism by such SMEs can meaningfully
achieve such aspects of marketing and in a way that is compatible with their

resource constraints

3.5.5 Innovative Marketing

Innovative marketing is profoundly pragmatic in achieving objectives for

SMEs. Some manifestations of innovative marketing are;

e Aspects of added value which are designed to enhance the product of
service,

e Personal selling which is built around an intuitive assessment of the
personality of the customer/buyer, including adapting to the mood of
the buyer,

e Distribution, delivery and customer service, which are largely reactive

to requirements.

The point to emphasize here is that innovative marketing is not simply
focused on product innovation, but also covers the whole spectrum of
marketing activity within an SME; consequently, there is likely to be more
innovation in other aspects of marketing activity than there will be around the

product or service®’

% Baker,Michael J., “The Marketing Book” Fifth Edition 2003,Butterworth-Heinemann An Imprint
of Elsevier Science,Burlington Page:771

" Marketing for Small Business: An Overview,
http://www.neisbdc.org/Documents/PDFs/Marketing.pdf
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3.6 Pastry Marketing and Ethics

Ethics and social responsibility demands that marketers accept an obligation
to give equal weight to profits, consumer satisfaction and social well-being in

evaluating their firm’s performance.48

Ethics is essentially about the definition of what is right and wrong. Ethical

judgments about services are made by consumers at a number of levels,

e At a product level, buyers may evaluate an individual product’s
acceptability to society.

e At a corporate level, buyers evaluate the overall ethics of a company.
Many service organizations are keen to promote their ethical standards
and to link themselves to good social causes. *°

3.7 Buying Process

It is important for services marketers to gain an insight into the processes and

critical factors involved in an individual’s purchase decision.

3.7.1 Models of Buyer Behavior

Basic model of buyer behavior, described below, provides a useful starting

point and conceptual framework for analyzing buying processes.

* Kurtz, L.D, and Boone E.L, ‘Contemporary Marketing’ 11th Edition, Thomson Learning. 2004
Page:88

* Palmer,A., Principles of Services Marketing’ 4th Edition Published by Mc-Graw-Hill
Education,Page:30-31
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Information
Recognition => Search

Purchase Evaluation

Figure 2. A Basic Model of Buyer Behavior

The above model may help in general terms in developing marketing

strategies, but are too general to be use in any specific situation.

An example of a model which is based specifically on the service sector was

developed by Fisk (1981) and shown as below,

Pre-Consumption Consumption Post-Consumption
Stage Stage Stage
Need Evaluation Post-Purchase
l in use evaluation
Information
Search

{ Decision Continue Further

N To buy consumption purchases
Evaluation

Decision not Discontinue No further

to buy purchases purchases

Figure 3. Model of Buyer Behavior for Service Sector
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The literature on services buyer behavior models can be linked with that on

service quality.*

3.7.2 Market Segmentation and Buyer Behavior

The purpose of studying buyer behavior is to develop a company’s marketing
mix so that a desired response is achieved from targeted buyers. It can be
argued that segmentation is a much more important tool for the services

marketer than for the goods marketer.™

3.8 Customer Loyalty

Dick and Basu developed the notion of relative attitude as a theoretical
grounding to the loyalty construct. Relative attitude refers to a favorable
attitude that is high compared to potential alternatives. (Dick and Basu, 1994,
p.100)

A medium-term attempt to create loyalty from customers is sometimes made
through the creation of structural bonds whereby buyers are tied to seller.
Structural bonds have been defined by Turnbull and Wilson (1989) in terms of
investments that can not be retrieved when a relationship ends, or when it is
difficult to end the relationship due to the complexity and cost of changing

relational partners.®?

%0 Palmer,A., ‘Principles of Services Marketing’ 4th Edition,Published by Mc-Graw-Hill Education
page:126
>! Palmer,A., ‘Principles of Services Marketing” 4th Edition, Published by Mc-Graw-Hill Education
Pagel3l
%2 Palmer, A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Pagel6l
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3.9 Forward Planning With Marketing Research

Marketing research is an important source of a company’s knowledge. As a
planning tool, marketing research provides management with market-and
product- specific information, which allows it to minimize the degree of

uncertainty in planning its future marketing effort.

3.10 Service Positioning and Targeting

Positioning strategy distinguishes a company’s service offers from those of its
competitors in order to give it a competitive advantage within the market.
Organizations must examine their opportunities and take a position within a
marketplace. The level of service quality provided to customers and the price
that is charged are two very basic dimensions of positioning strategy which

are relevant to service industry.>

3.10.1 Product/Service Life-Cycle Concept

The product/service life cycle graphically depicts the changing fortunes of a
service within an organization’s portfolio. Services typically go through a
number of stages between entering the portfolio and leaving, each calling for
adjustments to marketing activities. Introduction, growth, maturity, saturation,

decline®

3.11 Service Quality

Quality is an extremely difficult concept to define in a few words. At its most

basic, quality has been defined as ‘conforming to requirements’

53 Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page224
**Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page239
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(Crosby,1984). A second series of definitions therefore state that quality is
all about fitness for use (Juran, 1982) a definition based primarily on

. . 55
satisfying customers’ needs.

It is accordingly important to clarify the concept of food quality, specify
criteria for quality evaluation and formulate standards in evaluating food

quality.®

Gronroos (1984) identified ‘technical’ and ‘functional’ quality as being the
two principal components of quality. Technical quality refers to the relatively
quantifiable aspects of a service which customers receive in their interactions
with a service firm. Because it can easily be measured by both customer and
supplier. The functional quality cannot be measured as the elements of
technical quality. Gronroos also sees an important role for a services firm’s
corporate image in defining customers’ perceptions of quality, with corporate

image being based on both technical and functional quality.*’

3.11.1 Quality and Satisfaction

Oliver (1997) takes the view that satisfaction is ‘the emotional reaction
following a disconfirmation experience’. Rust and Oliver suggested that
customer satisfaction or dissatisfaction —a ‘cognitive or affective reaction’-
emerges as a response to a single or prolonged set of service encounters.
Perceived quality, on the other hand, may be viewed as a global attitudinal
judgment associated with the superiority of the service experience over time
(Getty and Thompson, 1994). Satisfaction is a ‘post-consumption’ experience

which compares perceived quality with expected quality, whereas service

Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page261
*®Summary of TAB working report No. 87 “Potentials for increasing food quality" april.2003
*"Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page261-2
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quality refers to a global evaluation of a firm’s service delivery system
(Parasuraman 1985). >

There has been discussion over the issue of whether some characteristics of a
service generate satisfaction in customers while others generate
dissatisfaction (Galloway, 1999).>°

3.11.2 Expectations, Consumers’ Perceptions of Quality

The idea of quality covers a range of dimensions. It is not one-dimensional.
Generally, it is not enough to follow a single quality goal. Instead, it is
important to aim for several quality dimensions at the same time. In the
process it is important to reduce or avoid tensions (goal conflicts) and
promote and exploit synergy effects (goal harmonies). Product quality today
is no longer sufficient, as process quality is becoming increasingly important.
The goal should accordingly be to use selected process qualities to achieve
specific product qualities. In the process, the focus should be primarily on
quality from the point of view of the consumer. For each product group, and
often even for each food, the following quality goals need to be specifically
defined and updated.®

3.12 Promoting Services

The promotion function of any service organization involves the transmission
of messages to present, past and potential customers. At the very least,

potential customers need to be made aware of the existence of a service.

%8palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page264

**Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page264

% Summary of TAB working report No. 87 "Potentials for increasing food quality" Apr,2003.
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Promotion involves an ongoing process of communication between an

organization and its target markets.®

3.12.1 Advertising and the Media

Probably the most contentious area of marketing is advertising. Advertising
objectives should be clearly specified in terms of target audiences and desired
effects. It can be extremely difficult to prove that this alone is responsible for

a sales increase.

Newspapers: Newspapers can be used for creating general awareness of a

product or a brand as well as providing detailed product information.

Magazines: Although advertising in magazines at first seem may relatively
expensive compared to newspapers, they represent good value to advertisers
in terms of their high number of readers per copy and highly segmented

audiences.

Outdoor advertising: This is useful for reminder copy and can support other
media activities. The sides of buses are often used to support new service
facilities (e.g. new store openings) and have the ability to spread their

message as the bus travels along local routes.

Television: This is an expensive, but very powerful medium. Although it
tends to be used mainly for the long-term task of creating brand awareness, it

can also be used to create a rapid sales response.

®Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page387

%2palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page400
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The Internet: Most large service organizations now have their own websites,
which are used to disseminate messages to customers, and potential

customers. Internet has considerable purchasing power.

Commercial radio: Radio advertising has often be seen as the poor relation of

television advertising, appealing only to the sense of sound. ®

3.12.2 Sales Promotion

Sales promotion involves those activities, other than advertising, personal
selling and public relations that stimulate customer purchase and the
effectiveness of intermediaries. Over the last few years there has been a rapid

increase in the use of sales promotion.*

3.12.3 Online Marketing

The internet is used extensively for comparison-shopping and a lot of research
has gone into understanding which sites produce the best results in terms of

moving an individual through stages of purchase.®

3.12.4 Word-of-Mouth

Word-of-Mouth promoting can be described sharing of experience within
customers. It is spreading an image of an organization through channels other
than formal communication process. There is a lot of evidence, for example,
that when differentiating between professional and personal service providers,

customers prefer to be guided by information from friends or other personal

%3palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page400-3

®Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page409

®Palmer,A., ‘Principles of Services Marketing’ 4th Edition, Published by Mc-Graw-Hill Education
Page426
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contacts rather than the usual promotion mix.®® Of course, positive word-of-
mouth recommendation is generally dependent on customers having good
experiences with an organization, and studies have shown how unexpectedly
high standards of service from a company can promote recommendation.®” on
the other hand, a bad experience can rapidly be spread as negative word-of-

mouth discouragement.®®

For an organization, which addresses a closed group of customers, like
Boutique pastries word-of-mouth is very important among other promotion
mixes. Achievement of word—of-mouth is basically depended on satisfaction
of customers completely. More customers are satisfied; more good
experiences will be shared among your targeted customer group. So, if you
want to spread your brand you will need an army of supporters. Thus, you
need some strategies of word-of-mouth to spread your brand all around.
Impressing the existing network of people, addressing the right influencers,
presenting a rare and privileged work for your customers and targeting a
micro market of yours, can be counted among some useful strategies for

word-of-mouth marketing.

% Palmer, A., ‘Principles of Services Marketing’ 4th Edition Published by Mc-Graw-Hill Education,
Ealgsiilze?, A., ‘Principles of Services Marketing’ 4th Edition Published by Mc-Graw-Hill Education,
gaalgsiilze?, A., ‘Principles of Services Marketing’ 4th Edition Published by Mc-Graw-Hill Education,
‘I;algzjuzs? B.L. (1985) Word-of-mouth: the indirect effects of marketing efforts. Journal of
Advertising Research 25, 31-9.
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Chapter IV

4. Pastry Marketing in Turkey

4.1 Definition of Pastry Business

Pastry business is a professional occupation which aims to reach a lot of
people with its productions and which therefore requires the products to be

perfect in terms of taste, look and hygiene.

Pastry business, due to its nature, is an area of production depending on
certain ingredients and recipes. Pastry portfolio which is generally built upon
fundamental production lines; meets with pastry assortments with countless
flavors and appearance when it is combined with high quality raw material

and expertise.

4.2 Pastry Business in Turkey

in the western world, pastry that is a dessert whose manufacture became an art
and thereby pastry business, started to appear through the end of the last
century in Turkey, however the real foundations of the sector were built in the

beginning of the 20th century.

Being a tradition of the minorities in Istanbul and later on having started to
permeate among Turks, pastry business initiated upon the interaction with the

French culture especially after First Constitutional Monarchy. Within

" Capraz,N. “Unipro’dan Profesyonellere Pastacilik El Kitabi” Promat Basim A.S.2006, Page:5
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minorities, the Greeks have taken over the pastry manufacturing and they
started to produce the vintage bakery and pastry products with European-style
names in the European-style neighborhoods. These places gained reputation in

their era as famous meeting points.

After 1917 revolution Turkey’s cuisine faced a change with approximately 1
million Russian passing by with stopovers with several intervals within a
period of ten years and some of them settling in Istanbul. The effects of this
big Russian population on Turkish cuisine showed itself with new restaurants,

pastry shops and beer gardens.

After this period, within the time that passed between the end of the World
War I until the middle of 1980°’s, a Turkey not importing pastry raw material,
isolated from the rest of the world is observed. Within this period the recipes
were degenerated and became Turkish. The bread part of the pastries became
thicker, and the part with the rest of the ingredients became thinner. In
1960’s, with margarine entering our kitchens the use of margarine instead of
butter became more popular and this degraded the pastries to a lower quality.
Relying on hand work, by passing from father to son or with master-
apprentice relationship this sector tried to keep its position in 1920’s although
with some distortion. However, this situation prevented the pastry business
from entering into new progress; the lack of new staff being raised caused the
lack of masters. It cannot be said that, within this period new elements were
added to the European-style pastry fashion (Unilever web site). In 1955°s the

Greek masters started to be replaced with the masters from Black Sea region.

During 1980°s with Turkey’s passage to free market economy, there were
improvements in pastry business too. This progress in pastry business gained
acceleration due to several factors. It is possible to list these factors as

following:
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e Turgut Ozal’s tourism movement and the extraordinary increase in
institutionalization,

e Free circulation of foreign currency and the change in export regime,

e Permanent return of the first generation Turkish immigrants,

e The increase in relationship with the West as a result of the increase in
exportation,

e Increase in travels to abroad,

e International hotel chains bringing their foreign chefs when coming to
Turkey,

e The big increase in the number of students travelling abroad for
education, (during this period the number of students travelling abroad

reached to fifty thousands.) (Osman Serim interview)

These improvements started to show their first effects more in 1990’s with
import-export becoming easier and increase in the number of people travelling
abroad and consequently as the high quality raw material became plentiful
new and good recipes entered into Turkey’s restaurant and pastry shop
repertoire. With people travelling abroad, following the improvements there
and carrying them to Turkey, a search for innovation in pastry business came

into question.

On the other side after the second half of 1990°s the habitats in Turkey started
to change. Including Anatolia, the traditional neighborhoods in all of the
cities have been abandoned and people started to move to new and modern
satellite cities. At their focal points, there are big shopping malls with parts
including both huge and mostly foreign-originating supermarkets and those
that are composed of independent shops. In any case these new habitats

reflected a more western life style.

During this period, a great leap is observed in terms of aesthetics, variety and

following the global agenda with the entrance of especially women, belonging
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to high income and culture class into pastry sector as entrepreneurs instead of

people entering into profession with the traditional master-apprentice method.

Generally speaking, we can observe that in Turkey the economic and
sociological factors played a much greater role on the progress of pastry
business compared to other sectors. The fundamental reason for that is that
pastry is both a foodstuff that is not a part of our culture and that it is among

the luxury consumption goods class.

From a sociological perspective, it is possible to say that, as travelling abroad
became easier a part of the population that is familiar with European culture
was formed, and this part of the population had the cultivation necessary for
the progress of pastry, which is alien to our culture. In 1950’s the tradition of
bringing home a kilo of baklava has slowly started to be replaced with pastry
in 1990’s. Another effect of travelling abroad becoming easier is that it
created the chance to closely follow the progress and innovation. Thereby a

seek for innovation in pastry business came into question.

On the other side, with women taking more part in work life, traditional
family customs were slowly replaced by modern family structure and the
demand for ready-made food has increased too. A lot of women finding
courage for entrepreneurship, started to contribute to the economy by making
production from their homes. Such kinds of enterprises have been lately
increasingly supported and encouraged by several non-governmental
organizations and units like KOSGEB. The effect of this on pastry business is
seen as the first steps towards boutique pastry businesses that we will explore

later in detail.

The basis of the direct effects of the improvements in economic conditions on
pastry business is due to pastry being classified among “luxury consumption
goods”. Pastry, speaks to the part of population that is over a certain

economic standard. This part of the population can be defined as a fraction
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that is able to provide for its basic needs and that is earning an income
sufficient to spare for their personal pleasures. The enlargement of this
fraction as a result of the economic improvements in Turkey played an

important role in the improvement of pastry business in Turkey in 1990’s.

In the middle of 1990°s the pastry sector got its share from the accelerating
seek for innovation in all fields. Although small in number, the entrepreneurs
that are unable to find products they please started to introduce products into
the market offering different tastes and produced from completely natural

ingredients. (Dolce-Fodie)

Arriving at 2000’s with coffee-shops and restaurant chains taking their place
in the market and with raising product standards in this area to the level of big
metropolises, we see that the actual explosion in pastry sector in Turkey has
taken place. The companies providing for intermediary ingredients increased
the quality of the products they are exporting and even the products they
produce in Turkey. The increase of average income level to 6000$’s and
thereby enabling Turkish people to turn towards fantasy food except basic
food has a big influence on this situation. On the other side the effects of the
cooking shows on television and the cooking magazines increasing in number,
and even the cooking schools started to be founded in big cities on the
improvement of the sector should not be overlooked.

Seek for change and appearance becoming emphasized a lot of pastry shops
different in size started business run by people mostly educated abroad. These
new pastry shops started a new era in pastry business in Turkey with their
different products, customer focused works, the emphasis they put on
esthetics and quality. The innovations in pastry production encouraged the
establishment of companies providing the market with raw material and
equipment, and thereby made it easier to follow the innovations in Europe. On
the other side the other pastry shops making production with traditional

techniques had to adapt to this fashion of innovation in order to survive the
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fierce competition and thus a sectoral development has been accomplished.
Another factor for this development is the half-amateur production carried out
by some small entrepreneurs at their homes for meeting the demand by the
cafes and small restaurants that started business in the second half of 1990’s
and rapidly continuing till today. We can say that in such way they
contributed into the popularization of European-style pastry shops and bakery
and formed the basis of boutique pastry business.

4.3 The Marketing Environment

The marketing environment is made up of a microenvironment and macro
environment. The microenvironment consists of the actors close to company
that affect its ability to serve its customers — suppliers, customer markets,

competitors and publics.

ustormers

Suppl}

The company

I

Marketing

Figure 4. Actors in the Microenvironment

The macro environment consist of the larger social forces —demographic,

economic, natural, technological, political and cultural forces.
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Figure 5. Actors in the Macro Environment

4.4 Classification of Pastry Shops

There are three classes of pastry shops in Turkey. Each class of pastry shops

have their own features.

e First Class Pastry Shops
e Second Class Pastry Shops
e Third Class Pastry Shops

4.5 Cultural Influences

Culture is part of the external influences that impact the consumer. That is,
culture represents influences that are imposed on the consumer by other

individuals.”

Culture is the most basic cause of a person’s wants and behavior. The
marketer needs to understand the role played by the buyer’s culture,

subculture and social class.

™. www.consumerpsychologist.com/intro.htm
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4.6 The Importance of Knowing the Customer

The marketing concept rests on the importance of customers to a firm and
states that. All company policies and activities should be aimed at satisfying
customer needs, and profitable sales volume is a better company goal than

maximum sales volume.

To use the marketing concept, pastry shops should:

e Determine the needs of their customers (Market Research);
e Analyze their competitive advantages (Market Strategy);
o Select specific markets to serve (Target Marketing), and

e Determine how to satisfy those needs (Market Mix). "

Putting the customer first is probably the most popular phrase used by firms
ranging from giant pastry shops to the corner bakery shop, but the phrase is
often just lip service. The industry continues to operate under the classic
approach - "Come buy this great pastry we have created and enjoy our

fantastic service."

If a customer is satisfied, they are more likely to recommend you. High
customer satisfaction saves money and increases sales and profits. It’s cost

five times more to get a new customer than to keep an existing one.

Customer satisfaction surveys are an accurate tool to determine what factors

drive customer satisfaction among customers.

For example, a customer survey can find answers to questions as follows:

e How does our company meet the needs of our customers?

2 www.restaurantedge.com/index.phtml?catid=197 - 29k
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Who are our typical customers?

Where do our customers live? How can we reach them?
How can we communicate with our customers?

What is the image of our business among our customers?
How do customers rate our products and services?

What product features are most important to our customers?
Why do customers purchase from us?

Who is our competition?

In what areas does our competition outperform us?

Why do customers avoid certain product lines?

What product would we have to carry to increase sales?
What action do we have to take to increase sales?

To what extent do customers recommend our business?
What new products are in demand?

How effective are our advertising and promotional activities?

What is the appropriate price that we can charge for our product and

service?

4.7 Developing New Items

Cakes have always been a major factor in the success of any event. Whether it
is a wedding, or a birthday party or a family get-together, Cakes and Pastries
are always popular. People love freshly baked goodies, Cupcakes, Cream
Puffs, and Pastries go over well at any party or special event. Most bakeries

have special discount rates for bulk amounts and they will bake special items

upon your specific request.

Weddings are the most special day between a couple and a wedding is a major
event. Everything needs to be absolutely perfect down to the smallest detail.

The wedding cake is a beautiful centerpiece adorned with symbols of the love

between the bride and groom.

www.caima.net/BakeryCustomerSatisfactionSurveys.htm:
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The look and presentation of a cake can be as important as the taste. Fresh
ingredients, time, and care all go in to the making of a true masterpiece of

culinary art.

4.7.1 Advertising and the Media

This is the typical element of businesses typically think of when considering a
marketing plan. It includes all openly sponsored, paid forms of
communication about pastry shops. The cost of advertising can be very

expensive.

The followings are some traditional types of promotion and communication. ™

e Newspapers (local ads and help wanted)
e Radio (talk radio)
e Television (local cable)
e Magazines
Transit (cabs, buses, bus stops)
e Posters and leaflets
e Directories (hotel, airports, rental car agencies)
e Brochures and booklets

e Packaging inserts

4.7.2 Sales Promotion

Through this element of the promotions mix, you are thanking the customer
for choosing your pastry shop, encourage customers to try a new product, and

to increase the shop’s name and recognition in the target market.

™ www.restaurantedge.com/index.phtml?catid=197 - 29k
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Some pastry shops in Turkey apply sales promotions to their customers at
certain times of the day and at certain rates. This way the sale of the products
provides offering of fresh products every day.

e Samplings

e Demonstrations

4.7.3 Online Marketing

Any promotional message relayed in the form of mail.

e Mailings

e Newsletters
e Postcards

e Email

e Fax transmissions

4.8 Factors Supporting the Progress of Pastry Business in Turkey

As mentioned above, pastry found its place in our daily lives with an
increasing speed although it is a foodstuff alien to the Turkish culture. The
most important lying under this fast progress is undoubtedly the improvement
in economic conditions. Pastry, as it is a part of the luxury consumption
group, its sectoral improvement is only possible with demand increasing in
connection with an increase in economic welfare level. Increase in the gross
national product per person is one of the most important indicators on this
subject. Despite the change in last ten years period it is possible to establish a
positive correlation between the progress of the pastry sector and the increase

in this indicator.

The facility import and export, the annihilation of quotas is significant both
for the progress of the sector and the following of new trends. In such way the

use of raw material and equipment at same quality was provided and small
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and big firms were established that make production within this sense inside
the country and abroad. These firms provided both the facility to reach
ingredients for pastry and also they made it possible for us to reach to same

standards with Europe technologically.

The improvements in the tourism sector being the sector that is most closely
linked to the pastry sector, the increase in the number of foreign tourists
visiting the country are among the factors facilitating sectoral progress.

The first sociological factor that affects the sector is that a big proportion of
the population in Turkey is composed by the young. Domination of a structure
that is open to change and seeking variety as a natural consequence of this,

supported the recent leap of pastry business.

On the other side the increase of urbanization also appears as one of the
factors positively affecting the recent improvement of pastry business. The
increase of the population living in the cities resulted in a social interaction
and provided a close relationship with the elements of western culture. This is

why pastry is more prevalent in especially big cities.

The increase of the rate of studying abroad among the new generation is an
element facilitating the integration of pastry into our culture and helping us

follow the innovations.

The openness to innovations due to this underdevelopment of the sector that
prolonged its existence in isolation for a long time is also another important
factor for improvement. Lately the attention that the pastry shops of people
trained in Europe attracted with the intensive demand they faced has created a
medium of competition. Especially the wide media attention to the difference
created within this meaning is a very important factor. The innovations
brought to the sector directed the conventional pastry shops to innovation as

well and the firms trying to adapt to the competition conditions have come to
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follow closely both technology and new trends. This constitutes the basis of

the sectoral development.

4.9 Factors Preventing the Improvement of Pastry Business in Turkey

The pastry business faces a lot of problems in our country basically because it
is not a part of the Turkish culture. The first and the most important of these
are the economic factors, as mentioned above. Despite the improvement in the
general indicators the economic uncertainty that prevailed until recently and
the frequent crisis constituted a big disadvantage both for the consumers and
the entrepreneurs. Especially in the beginning of the 2000’s the consecutive
crisis with the explosion in the pastry business resulted in many pastry shops
running out of business, and also in the consumers not spending their incomes

on pastry.

The greatest problem faced lately in terms of the improvement of the pastry
business is the problem of education. Education has two kinds of effects on
pastry business. Firstly, the necessary demand for the rapid improvement of
the pastry cannot be attained due to the insufficiency of the education level of
the consumers. The increase in the people that attained a certain financial
standard but are not sufficiently educated, affects the demand to high quality
pastry. The lack of demand within this meaning required the pastry shops
opened lately to support themselves with side branches like cafe, floristry,
courses in terms of management, and this situation slowed down the progress
of pastry business. Also the bad image created in the heads of the consumers
due to the failures of the entrepreneurs tempted with the attraction of the
sector that do not have any education and that enter into the sector as

producers or managers constitutes one of the important problems. (Cocolate)

Another reflection of the education problem appears in the choice of
personnel, as we will later explore in detail. The lack of qualified personnel

and therefore the absence of institutions giving pastry education is one of the
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most important problems of the sector. Within this meaning several initiatives
were started led by the leading firms of the sector, and the problem of lack of
trained personnel was tried to be eliminated with kitchen schools, cooking
courses and gastronomy departments in universities. However the
incompetency of the state on this subject makes it impossible to overcome the

obstacle.

On the other side the State’s indifference constitutes an important obstacle for
the sector. The very high rate of untaxed income results in unfair competition.
The pastry shops that pay their taxes are in able to compete with the ones that

do not.

State’s incompetency on monitoring increases the number of illegal
enterprises. Such enterprises are able to make production without any

documents regarding quality standards.

4.10 European Union

The new EU guidelines for food hygiene (HACCP) will soon apply to the
whole food sector in Turkey. Temperatures will then have to be monitored on

a daily basis:

e in the incoming goods department
e in the store

e during preparation work

e in the hot and cold food kitchen

e when dishing out food

e in deep freeze cabinets

Starting with large scale pastry shops the adaptation implementations to the

European Union have started in Turkey. Upon the necessary changes in the
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pastry shops according to the kitchen management conformity law the
distribution of HACCP and 1SO 9001 Documents continues.
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Chapter V

5. Boutique Pastry Business in Turkey

5.1. Definition of Boutique

Before explaining the boutique perspectives in pastry, it is useful to make a
short assessment of its definition and its place in our lives. The word boutique
means “place that sells cloths and accessories” according to the Turkish
Language Institute (TDK) as a word derived from French. The shops that sell
cloths and accessories, tailors that make their own productions and exhibit
them are the first ones that come to one’s mind talking about boutique. The
most important property that distinguishes a boutique from a store is the
difference in capacity. When a store is compared to a boutique, it contains
more goods there is more product variety. It is such that you might see a
blouse that you bought happily on a lot of people the next day. However in a
boutique there are small numbers of types and small numbers of product of
each type. If you liked any product in a boutique that product is rearranged
according to your dimensions and it might look good only on you, but in
stores you generally do not have such kind of possibilities. The appropriate

size of the product you like either exists or it does not.

The word boutique means more or less the same in the pastry business too,
low number of products and low number of types of products. Also another
property to be emphasized is the pastry production personalized for
individuals. The managers of the pastry shops in Istanbul that may be

categorized as “boutique pastry shops” used the above mentioned explanation
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frequently during our interviews with them. What is meant by “personalized
for individuals™ is the pastry that is made by taking into consideration the
individual’s private pleasures, tastes, hobbies, life and completely his/her
desires, the pastry that is made for the first and the last time for its owner.
This part of the business requires also knowing your customer, getting to
know his/her private life. Of course it is not only that, the actual important

part of the business is to produce the pastry just for the individual’s tastes.

Just like in any other area of our lives, technology is becoming a tool used
more frequently in pastry too. For many reasons, like fast production,
guarantee of production at a certain standard and most important of all low
costs, it might seem like an advantage. However it is in fact not so, apart from
all of this benefits that the technology brings to the pastry business, its
greatest damage is the loss of creativity. The pastries looking same with each
other as a result of serial production made the customers and some pastry
producers seek for innovation. This is how the boutique applications in pastry
business start, with the search of diversity in pastry. To produce something
different each time, to be able to catch new tastes, to try what is not tried are
among the concepts that explain the boutique pastry business.

Boutique perspectives might be measured with the diversity in the pastry’s
appearance and taste. Today what separates the boutique pastries from the
serial manufacturing pastries is that the boutique products do not contain
preservatives, they are produced with completely natural products, they offer
different delicacy alternatives and they have decorative looks completely

different from each other’s.
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5.1.1 Boutique Pastry Concept in Turkey

Pastry decorations that creates a visual richness in pastry and that is an
important branch of pastry; now started to have an artistic value with its

widening design area, use of different ingredients and individual techniques. ”®

With the level that pastry business has reached in 2000’s the concept
“boutique” came into focus too. Pastries with different taste and appearance
started to dominate the market with the entrance of the people educated
abroad to the sector and the increase of the production at home. The adoption
of pastry as a tool for celebration appears as an element accelerating this

process. It is possible to explain the other elements as follows:

As in the rest of the world, in our country too in the last decade the activities
encouraging consumption on special days have an increasing place. on these
days celebrated in almost the whole world such as Valentine’s day, mother’s
day, father’s day people are inclined towards pastry as a tool for celebration
and this brings into question the production of individualized pastry on these
days. It is seen that the sale of individualized pastry during these days are

much more frequent compared to regular days.

The pastry production on special days is slowly replaced by individualized
pastry production. on birthdays the pastries specialized for the birthday owner
are prepared, on celebrations the production of pastries with different shapes
and tastes reflecting the properties of the celebrations has come to be an

increasingly popular trend.

Just like in any other field, technology is increasingly used in pastry business
too. This constitutes an advantage for many reasons. Technology is an

indispensable tool for many sectors because it guarantees fast and

"> Capraz, Niyazi, “Uniprodan Profesyonellere Pastacilik Bilgileri El Kitab1”Promat Basim A.S.2006
Page:5
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standardized production and most importantly because it lowers the costs.
However a sector like pastry business that relies on creativity becoming
technology intensive makes innovation in the sector more difficult and also
makes monotype production compulsory. The serially manufactured pastries
looking same with one another, made the customers and some pastry
producers seek for innovation. People’s search for diversity in pastry,
producing something different each time, to be able to catch new tastes, to try
what is not tried are among the concepts that explain the boutique pastry

business.

Individualized and different pastry production is an element within the sector
that allows the pastry shops to differ in management, sales and even
decoration. This difference finds its correspondence as boutique. This concept
results in the emphasis on individualized service and customer satisfaction

more than any time and also brings diversity.

5.2 Characteristics of Boutique Pastry

It is possible to list the most significant properties of boutique products as

follows:

e The hand work is intensive in their production. So as to, the serial
manufacture of these products would not yield to the same results.

e The ingredients used during production are handmade to a great extent,
no readymade ingredients are used.

e They are different in appearance as much as they are different in taste.

e They might be sold from a much higher price compared to market

standards.

The pastry shops where these kinds of products are intensively found are
called “boutique pastry shops”. Besides the properties listed above, one of the

most important characteristic properties of boutique pastry shops it that their
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products are original, created by themselves and produced only there and that

they work on orders.

5.3 Service as a Concept

There are certain important points that should be emphasized more about the
spreading of the boutique pastry shops compared to the pastry shops doing

serial manufacture. These points can be listed as follows:

e Branches
e Choosing personnel
e Choosing Location

e Aduvertising

These points will be explored more closely.

5.3.1 Boutique Branches

Boutique production is a field that involves different difficulties in many
ways compared to serial manufacture. A direct relationship between the
customer and the pastry shop owner appears to be a factor facilitating the
customer loyalty. Existence of more than one branch in this sense might
appear as a factor making it difficult to earn the customer loyalty. Providing a
travel adventure to pastry is a situation involving the risk of serial
manufacture. (Nady’s) in this sense, in order to be able to make the product
distribution between the branches, to meet the demand the use of some
readymade products, and the use of technology for providing standard

production might cause the product to lose its property of boutique qualities.

On the other side, the branches founded with a very good staff and a good
organization structure would provide the advantage of being reachable by

more people. In relation to the branches most of producers stated that it is
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more advantageous to sell the product in its production place when the

customers are able to smell it during the baking.

5.3.2 Choosing Personnel

As mentioned above, one of the most important elements that comes with the
concept of boutique pastry is the customer-focused-working system. One of
the most important ways to earn a customer is to make him/her feel special.
However on this subject the most important problem experienced in our
country is the inadequate education problem. This is valid both for the

personnel working in sales, as well as in kitchen.

The personnel of a pastry shops appear before the customer as representative
of that establishment. Therefore, the attentions to the personnel appearance,
the contact manner and quality of communication with the customers both
have great importance. However, the pastry shop managers are complaining of
the difficulty to find sales personnel with those orientation and qualifications.
It is said that most of the personnel available in the market are uneducated,
and the ones that are educated are prone to start their own business. The
pastry shop managers try to solve this problem by training their prospective
employees from the scratch, investing in their training from their early days in

the shop.

This is valid for the personnel working in the kitchen. The masters that are
trained for the pastry business constitute a problem for the managers because
those masters are alien to today’s pastry business to a great extent and are full
of wrong doctrines. For example, they have a tendency to depend on their
senses rather than measurement and scales when it comes to prepare pastry
mixes. Another problem experienced in this field is stemming from the
incompatibility of the male masters in their relationships with the female
business owners/managers. The male masters make it an ego issue when they

need to learn something from a female. Thus the pastry shop managers in

57



general prefer working with young females who do not have any formal

training in pastry business but who are keen and open to learn in a short time.

5.3.3 Advertising

When we closely examine the popular understanding of pastry shops we see
that the most important factor is awareness. The changing understanding and
consciousness in this field people’s tendency to the better and newer
increased competition in pastry sector. Under these competition conditions it
takes important strategies and a serious attention and care applied in all fields

for a pastry shop to defeat another and become a “trusted trademark”.

When we look at the old fashion understanding of pastry business what we see
is mostly the small neighborhood pastry shops. Classical doctrines passing
from father to son, the pastry techniques, which became easier and
standardized as the readymade food became more pushed the pastry business

to a period without competition and innovation.

With the social transformation process that we explained in detail above the
expectations of the customers have increased and people turned towards new
and different things. The boutique pastry that became popular at this very

point brought a fresh look and competition to the sector.

It is generally possible to summarize the advertisement in boutique pastry

business as follows.

e Through media,
e Through internet,

e Through grapevine-the method of sales through hearsay,

in the advertisement of boutique pastry business the media plays an important
role. Because it is a different field, the media has a natural tendency. The
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newspaper and magazine news affect sales greatly and it contributes into

recognition by a large population.

The internet has the second biggest role in the advertisement of boutique
pastry business and for the purpose of advertisement the managers/owners let
the customers now about the innovations. Almost all big pastry shops have

web sites and this has a big effect on advertisement.

As opposed to some pastry shops making certain promotions at certain
evening hours for the purpose of advertisement, such promotions are not done
at the boutique pastries because the products are generally produced on a
daily basis and upon order, however they do their advertisement in the best
way by using another advertisement technique. This is called advertisement
through grapevine method or hearsay method. During this period where
creative ways are needed to convey the messages to the customers, getting

known through this method becomes highly probable.

The CEO of the Vocal point Steve Knox says “We know that the strongest
method of advertisement is the recommendation you hear from a trusted

friend.” '

All of the pastry shop managers that we have interviewed agreed that the sales
methods like publicity, promotion, and announcement are almost completely
ineffective for advertisement in pastry business. It was stated that in this
competition medium, the most important way to survive is awareness and that
is only possible through customer satisfaction. The pastries you make may
reach to crowds by its appearance, taste, freshness and hygiene. For
advertisement a method that might be effective is to earn celebrities as

customers.

® Berner,R. ‘Pazarlama-Fisilti Gazetesi Ile Pazarlama’ ‘BusinessWeek’ 28th,May-3rd June 2006
Page:40
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5.3.4 Choosing Location

Because most of the boutique pastry shop owners entered into this business as
a hobby and that there is nothing much to be analyzed in the sector there is
not any feasibility assessment done. As location generally places close to
houses were chosen. However upon a several years’ experience in the sector,
the importance of the choice of location is noticed and some changes are
being done about it.

The former general manager of Divan Patisseries, Mesut Ilgim states that the
point to be taken into account when choosing a location is human traffic. He
also emphasizes that the choice of centers that people can reach easily
constitute a big advantage for sales and awareness. The choice of corners is a

specialty that other pastry shop owners state along with success as well.

When especially the boutique pastry shops in Istanbul are considered, we see
that the choice of neighborhood plays a very important role. This is because
the customer profile of the boutique pastry shops are composed of people with
high economic standards and as mentioned in several interviews the target
market is the people that might have lived abroad and that were raised with a
certain etiquette, choosing the regions where this kind of people are highly
populated seems to be an advantage. Main neighborhoods as such are

Nisantasi, Etiler and Bagdat Avenue.

In our interview with Ms. Deniz, the manager of the pastry shop Orange
Cakes at Bagdat Avenue, she stated that: “I choose a location at this side of
the city because | live here. | was not very assertive when 1 started anyway. |
was thinking that the place should be close to my house so that | could drive
there. Doing this job is one thing, but doing this commercially feasible is
another and | did not have experience in that sense. So | did not know how to
establish an enterprise, what to do, | was just a banker. Therefore at first stage

my aims were to choose a place without thinking about too much, to choose a
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place close to my house, and suitable for my budget. | thought I would learn
how to be a professional and then move to a place more suitable. But if 1 was
to open it now | would definitely choose a place at the European side. | would
have chosen a place at Nisantas1 or at the food courts of big shopping malls. It
is because the people that might be able to see, to assess my job and compare
it to its foreign counterparts live there. In the end | am an artist, |1 would like
to address the people who will compliment to my works, who will assess
them. This is the emotional side of the business of course, but still I would

like to be closer to the people that have abroad experience.”

Ms. Nilgiin who defends that the choice of location does not have any effect
on success expresses her thoughts as: “When I decided to do this job I was an
amateur. | did not know what to do as an enterprise and besides | was not in a
position to invest too much, | did not have too much capital. Therefore | did
not make a professional choice in that sense, | chose a place close to my
house, and of which I could afford the rent. It should have been a calm, quiet
place. | threw everything | made to the garbage for the first seven eight
months that | started making pastries. It was a big chance for me to be able to
work quietly there; | liked the calmness very much. In time things started to
sort out and we left for a better location. If you are doing your job well the
customer will find you anywhere. The location does not matter at all. I was at
a basement floor, but people were coming from everywhere to find me, the

important thing is to work hard, and to do the job well.”

Although the comments are different the result is the same, the right choice of
location is seen as an important tool in boutique pastry business in order to be

close to the target group and thereby increase recognition.
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5.4 Marketing Mix (4Ps) in Boutique Pastry Business

For the boutique pastry business we can explore the 4p rule, which is very
important for sales, as follows:

5.4.1 Product

One of the most sensitive issues that a pastry manager should pay attention is
providing the right production conditions. One should pay attention to
especially these points regarding production conditions:

e To found a monitoring mechanism inside and to conduct self-
supervision in its laboratory.

e To form a good research-development unit,

e To conduct health inspections to the personnel with certain intervals,

e To explore the market from time to time and investigate what the

competitors are doing. (Mesut Ilgim)

5.4.2 Price

The point where the competition becomes decisive most is the pricing. For
many customers products that are more economical are ahead of trademark.
Mesut Ilgim assessed the distribution of the factors that are decisive for

customer choices comparatively between a trademark and a regular pastry

shop:

A trademark pastry shop A regular pastry shop
Trademark %20 Trademark %5
Quality %20 Quality %20
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Price %5 Price %30

Total %45 Total %60

Figure 6. The Distribution of the Factors between a Trademark Pastry Shop

and a Regular Pastry Shop

A pastry shop that is at the same standards with their competitors regarding
customer choices holds the advantage with its economical pricing policy.
However in a pastry understanding such a boutiquity where the qualities of
the products are determined with price, this choice may not always yield to
positive results. Especially when a target group like A, A+ is at question high
prices might even constitute an advantage for the image of the pastry shop.
Therefore the target group of the pastry shop is the most important factor

when the price determination is carried out.

5.4.3 Promotion

About pastry promotion appears as discount sales applications at some pastry
shops at certain hours of the day from time to time. However in the pastry
shops qualified as boutique this kind of promotion is not preferable. The most
important reason for this is that the production is already done for a certain
number of customers and the products are sold within a day. However the
pastry shops with high production rates opt for such applications in order to

eliminate the excess products or to attract customers.

The most effective promotion technique that can be applied at boutique pastry
shops appears as to earn the “customers of the future”. The investment to
children, to have a place in their minds means earning a loyal customer in the
future. For this purpose in a lot of European countries the pastry shops

concentrate on applications addressed to children. The most remarkable

63



application is to place a counter to the vitrine where the child and the pastry

master prepare pastries together.

5.4.4 Place

Most of the pastry shops having the characteristic of boutique appear as small
enterprises. Only a small number of them are cafes. Therefore, the choice of
location becomes more important. A pastry shop at a widely known busy
avenue has more advantage compared to its competitors.

5.5. Target Marketing in Boutique Pastry Business

There were very few boutique pastry shops in 90’s but in 2000’s there was a
serious explosion in their number. Especially in Istanbul a lot of boutique
pastry shops started business. When we look at the bases of this explosion it
is possible to see that seek for diversity combined with economic
development has an important effect. The progress in the socio-economic
structure of Turkish society, the intensifying relationship with foreign
countries and the adaptation of the tastes imported from there to Turkey, the
increase in the number of the foreigners living in Istanbul are among the

particularly important factors affecting this explosion.

It is possible to explain the effectiveness of economic factors on pastry
business with the categorization of pastry as luxury consumption product; it is
possible to prefer pastry for celebrations only above a certain economic level.
This is why the target group of the boutique pastry is A and A+ group, as

frequently described in sales.
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5.6 Visual Miracle in Boutique Pastry Business

“Pastry decoration” has great importance because it means the most beautiful
presentation of pastry prepared with care. Pastry decoration determines the
final look of the pastry, in other words the first look as will be seen by the
pastry lovers; therefore it has to be as good as the pastry itself. The aim here,
besides impressing people with the look of the pastry, is to make people feel
the taste of the pastry at the same time.

Today with the improving techniques and the ingredients with high variety the
art of pastry decoration has improved greatly and it continues to contribute

into the value of pastries.”’

5.7 Marketing in Boutique Pastry Business

The production and sale of boutique pastries is a result of the simultaneous

functioning of several factors.

e External factors (Factors beyond our control):

o Our country’s economic situation
o Our country’s state of mind

o Effects of fashion

e Internal factors (Factors that we have control over):

o The correct use of media and internet
o Right trademark positioning

o Right pricing

o Perfectionist approach

" Capraz,N. “Unipro’dan profesyonellere Pastacilik El Kitabr” Promat Basim A.S.2006, Page:10
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o Continuous model renewal and improvement
o Continuous technique development and renewal
Establishing a strong team and management

CRM (Customer relations)’

o

O

8 Cocolat
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Chapter VI

6. Exploratory Research on Boutique Patisseries in Istanbul

6.1 Problem Statement

In the Marketing of Pastries, like in the other food and beverages management
businesses, service management is typically used as a strategy of management.
Unlike in the ordinary food stores, in pastries main course meals are not
produced. Consuming the products of pastries is not a necessity for people; on
the contrary they are consumed for satisfaction. So, unlike the other food and
beverage stores, pastries need some other marketing strategies to attract the

consumers.

If we want to state reason of this variety attracting the consumers, consumers
have a variety of goals when they decide to choose a food and beverage product.
These goals can include esteem, belonging, status, attention, entertainment,
privilege, relaxation, intimacy, romance, convenience, physiological and
psychological comfort, and satisfying hunger and thirst. Again, satisfying
hunger and thirst are not always goals needing to be achieved. The collection of
goals that an individual has when choosing a food and beverage product may be
referred to as a goal set. Each food and beverage product has the capacity to
satisfy different goal sets. Accordingly, a consumer may perceive a take away as

providing greater convenience and as being less expensive than up-market a la
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carte restaurant, but the restaurant may be perceived as providing greater
attention (level of service) and a higher level of esteem and status. The consumer
will make a choice as to which is the most satisfying product for their particular

goal set at the time."

Pastries are mostly attracting the consumers, whose goals are relaxation, comfort
or similar goals. And as boutique pastries are producing the “jewels” of pastry
business, the goals of their consumers are also different from pastry business. So,
this research is made for deciding the best marketing strategy for the Boutique

Pastries in Istanbul.

6.2 Methodology

6.2.1 Sampling

Success of this study is depended on getting the sectoral information from the
executives of Boutique Pastry Shops in Istanbul and analyzing the purchasing
behaviors of Boutique Pastry Shop’s Consumers. So, in this research, study

population is consisting of two different groups.

First group is Executives of Boutique Pastry Shops in Istanbul. In literature
there is almost no information about Boutique Pastry Management due to its
freshness. Executives of Boutique Pastry Shops in Istanbul are the only
information source about its management. Thus, gathering information is
made by interviewing with these executives. By the reason of there is only a
limited number of Boutique Pastry shops are exist, these in-depth interviews
made with all of the existing Boutique Pastry Shops in Istanbul. With these
interviews, the situation of market is defined to find the problems of Boutique
Pastry Shops in Istanbul. An additional interview made in the Ibatech fair to

gather more information about Boutique Pastry Business

™ Cousins, J., Foskett, D., Gillespie, C. “Food and Beverage Management” Prentice Hall-Financial
Times” 2™ ed., 2002
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Consumers of the Boutique Pastry Shops are the second part of our sample
group. A questionnaire, prepared for gathering information about their behaviors
of purchasing from Boutique Pastry Shops and gathering information about their
demographic background to analyze the relation between their demographical
background and behaviors of purchasing from Boutique Pastry Shops.
Questionnaires are in the all Boutique Pastry Shops in Istanbul with the great
help of executives of shops. By targeting directly the real market of Boutique
Pastries, with this study the real information about market of Boutique Pastries in

Istanbul is gathered to state the best marketing strategy for Boutique Pastries.

Demographic background of consumer of Boutique Pastries is also important for
our study because demography of targeted consumers is the most significant
point while searching the way of satisfying the goal consumers. People’s
selection of the products to consume depends on their habits and backgrounds of
living, because while individuals have goals to choose a product, most of their

goals resemble with the social group that they are a member of.

People live in group; this naturally creates a habit of copying the other members
of groups. Cluster of these habits are named as living standards of that specific
group. With corresponding questions of the questionnaires, the phenomenon of
the questions “Is major part of Boutique Pastry customers pretty much alike with
each other according to social groups that they belong to” and “Do people’s
demographic backgrounds effect their habit of selection of the products to

consume” are researched.

Under the title of demography of Consumers;

o Age

e Gender

e Education level
e Marital status

e Status of having children
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e Sector of Business

e Monthly Incomes

e Neighborhood

e Consumers’ Status of living abroad and their relations with each other
will be researched and hypothesis about the concerned topics will be
stated.

6.2.2 Data Collection and Instruments

6.2.2.1 In-Depth Interviews

In-depth interview is a term that refers to Unstructured Interview, the Semi-
structured Interview and sometimes, to other types of Interview in Qualitative

Research, such as Narrative Interviewing and Life Story Interviewing.®

It was decided to use in-depth interviewing as the main method to collect data for
the study since an interpretative approach (unstructured interview) was adopted
for the investigation. The central concern of the interpretative research is to
understand the human experiences at a holistic level. Because of the nature of
this type of research, investigations are often connected with methods such as in-
depth interviewing, participant observation and the collection of relevant

documents.

This type of interview involves asking informants open-ended questions, and
probing wherever necessary to obtain data deemed useful by the researcher. As
in-depth interviewing often involves qualitative data, it is also called qualitative
interviewing. Patton (1987:113) suggests three basic approaches to conducting

qualitative interviewing:

80 Beck, L-Michael S, Bryman,A., Liao, F.Tim, “The Sage Encyclopedia, Social Science Research
Methods” volumel-2-3,Sage Publications,Inc.USA. Page:485
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e The informal conversational interview, this type of interview resembles a
chat, during which the informants may sometimes forget that they are

being interviewed

e The general interview guide approach (commonly called guided
interview), this type of interview approach is useful for eliciting

information about specific topics.

e The standardized open-ended interview, researchers using this approach
prepare a set of open-ended questions which are carefully worded and
arranged for the purpose of minimizing variation in the questions posed to

the interviews.®

6.2.2.1.1 Methods Used in in-Depth Interviews

We see each and every boutique pastry owner as a small entrepreneur. Therefore,
we would like to learn come out not only the marketing related basis and also
understanding their features, style, market conditions and problems. In this study
we will use in-depth interviewing as the main method to obtain/collect data on

open-ended questions.

To enhance my study in conducting interviewing, | will refer to the relevant
literature as the first step and subsequently try to gain some “hand on”
experience by interviewing several of the boutique patisserie owner/chiefs in the

target group.

81 Collecting data by in-depth interviewing Presenter: Dr. Rita S. Y. Berry Affiliation: University of
Exeter and Hong Kong Institute of Education Home address: Flat H, 29/F, Block 52, City One
Shatin, N.T., Hong Kong.
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The in-depth interviews with the sample group will be conducted in three

different phases.

-First phase: The informal conversational interview will be used for the first

phase. This phase involves individual casual chats with them.

-Second phase: with the above aspect in mind, we will further the investigation
by conducting a second phase interview. The interviews will have a dual
purpose: to explore topics for investigation, and to use them as pilot studies.

-Third phase: Using the general interview guide approach, this phase will be
carried out in two different stages. During these interviews, questions will be
directed at uncovering information related to the specific focuses derived from
the second phase. There will be two other purposes in the second stage
interviews. The first will be to check the reliability of the data collected from the
informants in the first interviews. Before the second interviews, the informants
will be asked to read the transcriptions of their first interview to see if there were

any misinterpretations on the part of the researcher.

6.2.2.2 Advantages/Disadvantages of Depth Interviews

The main advantage of face to face or direct interviews is that the researcher can
adapt the questions as necessary, clarify doubts and ensure that the responses are

properly understood, by repeating or rephrasing the questions.

The main disadvantages of the face-to-face interviews are the geographical
limitations they may impose on the surveys and the vast resources needed if such

surveys need to be done nationally or internationally.®

82 Sekaran,Uma, “Research Methods for Business-A Skill Building Approach” Fourth Edition.USA.
Page:232-3
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6.2.2.2 Questionnaires

For the consumers, the second part of study population, a questionnaire is
prepared to gather information about their purchasing behaviors while

shopping from Boutique Pastry Shops and their demographic background.

This questionnaire is consisting of 4 different types of questions. Firstly,
Likert scale is used to measure the respondents’ behaviors. And respondents
ask to rate the alternatives given and answer some direct questions consist of

choices and open ended questions.

The results of questionnaire are analyzed by using the following statistical

analyzes;

Chi-Square Interest Analysis;

Chi-square interest analysis investigates whether there is a parallel change
between two variables, that is, whether there is a relation between them.
There are three important points for the interpretation of the results of a Ki-

Square analysis:

i.  Significant value obtained from the analysis result must be equal to or
below the (1-confidence interval) value.
ii.  More than 20% of the values in the expected frequencies should be
lower than 5.
iti.  There should not be zero among the observed values.

In our study, we have taken into account the hypothesizes concerning whether
the data obtained from the result of the chi-square analysis above can be
interpreted as significant and the results that meet these hypothesizes are

evaluated.
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Correlation Analysis;

Correlation analysis tests the relation between the variables. This relation is
not a cause-and-effect relation. It only measures the interchangeability of the
stated variables. Chi-square analysis is also a relation/interest analysis like the
correlation analysis. But there is a wider range of uses of correlation analysis
and it differs in an important way from the chi-square analysis. Chi-square
analysis does not state the direction of the relation/interest. It only shows
whether there is a relation or not, and the level of significance. But
investigating the source of relation is a more detailed study that deserves to be
done. But in the correlation analysis, there is a correlation coefficient that
varies between -1 / +1 which shows the direction and level of the relation. -1
coefficient shows that there is an opposite but very strong relation between
the two variables, and +1 show that there is a parallel and very strong relation
between them. O correlation coefficient shows that there is no relation
between the two variables as this coefficient moves closer to +1 or -1, the
relation gets stronger. But the relative evaluation of the correlation coefficient
is not sufficient for the analysis; there is a need to examine how this defined
coefficient differs from zero. Because, although the correlation coefficient
seems to point to a strong relation with little sampling, it can be also shown
with hypothesis testing that it is not different from zero. In situations like this,
it will be wrong to think that there is a relation and to make evaluations based

on the obtained correlation coefficient.

ANOVA;

ANOVA analysis is a statistical test by which whether the variables groups
analyzes differ from each other in average or not, and if they do what is the
reason for this situation are investigated. This operation can be done by t-test
as well however ANOVASs’ superiorities, the fact are that it is a stronger

analysis and it can test the differences between more than two group averages.
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First one of the tables composed as a result of ANOVA analysis is the table
that contains the definitive statistical data. The second ANOVA table is, a
table by which whether there is a difference in the averages of the mentioned
groups, the test result of significance within the determined confidence

interval is seen.

Post Hoc test on the other hand, investigates, in the case that the anova
analysis turns out to be significant, that is, there is a significant difference

between the averages, which groups causes the difference.

6.3 Analysis on the Findings of Exploratory Research

6.3.1 Exploratory Research Model

The Model of the Exploratory Research

Demographic The Consumer Behaviour of the Satisfaction
Characteristics of People Shopping from the Boutique Level After
the People Pastry Shops Shopping
Shopping from the * o Frequency of Shopping *

Boutique Pastry Time of Shopping

Shops Types of the Sold Products

Reasons for Preference

Communication

Figure 7. The Model of the Exploratory Research

The main problem statement of Research is “Does Demographic background of
consumers affects to purchasing behaviors of Consumers?”. With the help of
questionnaires, this study tries to answer this question. This study also aims to
analyze the satisfaction level of consumers after shopping to define best

Marketing Strategy for Boutique Pastries.
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The research model is built to search how to alter the satisfaction level of consumers
by cross checking the results of demographic backgrounds and behaviors of
purchasing of Boutique Pastry consumers

Within the frame of the research information were gathered from the boutique pastry
consumers within mentioned above. In the light of this information, analyses were
made in order to gather information about boutique pastry consumers. The analyses
we applied are Chi-Square Interest Analysis, Correlation, One Sample Anova and

regression.

6.3.2 Detailed Findings and Discussions on Detailed Findings

The Frequency Distributions of Exploratory Research

As the shopping frequencies are analyzed, it is seen that among the customers of the
boutique pastries 30,8 % shop once a month. For the reliability of the results the
choices are combined (‘Everyday’, ‘Several times a week’, ‘Once a week’ and
‘Once in 15 days’ grouped into ‘Once in 15 days or more’) However for the sake of

the analysis, both results will be discussed.

Table 1. Figures of Purchasing Frequency from Boutique Pastry

Frequency Percent
Valid Everyday 4 2,5
Several times a week 16 10,1
Once a week 16 10,1
Once in 15 days 44 27,7
Once a month 49 30,8
Other 30 18,9
Total 159 100,0

It should be noted that since there are no missing values, the valid and cumulative
percentage columns are discarded to prevent confusion. It is seen that 50,9 % of the
customers in the study shop frequently that is once in 15 days or more.
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Table 2. Figures of Purchasing Frequency from Boutique Pastry (Combined)

Frequency Percent
Valid Once in 15 days or more | g1 50,9
Once in a month 53 33,3
Other 25 15,7
Total 159 100,0

The special days are the occasions that people have more tendencies to shop from
boutique pastries. To determine which dates people shop more, a scale from 1 to 6 is
created and the respondents are asked to rate their preferences. The special dates are
determined to be birthday, mother’s day, father’s day, Valentine’s Day and

wedding/engagement occasions.

Before proceeding, it should also be noted that, in the analyses applied to the
question aiming to learn on which special days the consumers shop from the
boutique pastry shops, there were some rows that were not marked making the
commenting difficult in the stated ordering. So a variable is created taking into

consideration only the preferences that were ranked first (Special Days).

Table 3. Figures of First Preferences among Special Days

Cumulative
Frequency Percent Percent

Valid Birthday 121 76,1 76,1

Fathers” Day 2 1,3 77,4

Valentine’s Day | 3 1,9 79,2

Wedding o, 10,1 89,3

Engagement

Other 17 10,7 100,0

Total 159 100,0

If we first look at the general picture about which special occasions are ranked to be
the first preference to shop from a boutique pastry (the Special Days variable), it is
seen that 76,1 % of the customers prefer to shop from boutique pastries in birthdays
as their first preference. This is followed by the 10,1 % of wedding/engagement

occasions. Some suggestions can be considered in the ‘Other’ choice such as
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graduation celebrations, achievements in jobs (promotions etc.) and anniversaries

that are perceived to be ‘special’ for the customers.

The obtained result can be interpreted as the custom-made pastry products make the

memorable days more special. A clearer picture can also be seen from the pie chart.

Apart from birthdays, now we’ll go down into the other special days to see what
importance the customers give to special occasions. (To try to interpret the rankings
of each occasion)

Table 4. Frequencies of Preferences for Mothers’ Day

Cumulative
Frequency Percent Percent
Valid Not marked 83 52,2 52,2
2. preference 19 11,9 64,2
3. preference 37 23,3 87,4
4. preference 15 9,4 96,9
5. preference 5 3,1 100,0
Total 159 100,0
Table 5. Frequencies of Preferences for Fathers’ Day
Cumulative
Frequency Percent Percent
Valid Not marked 91 57,2 57,2
1. preference 2 1,3 58,5
2. preference 1 ,6 59,1
3. preference 11 6,9 66,0
4. preference 33 20,8 86,8
5. preference 16 10,1 96,9
6. preference 5 3,1 100,0
Total 159 100,0

As the tables of both Mother’s Day and Father’s Day are examined, it is seen that to
shop from a boutique pastry in Mother’s Day is more preferred by the customers
than the Father’s Day. (23,3 % for the 3" place for Mother’s Day and 20,8 % for the
4t place for Father’s Day respectively)
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To also see the other placements, it is seen that wedding/engagement occasions
deserve the 2" place preference. It is actually a sign to see how the boutique pastry
sector has grown and became famous that even in the most traditional occasion such
as a wedding or an engagement; consumers start to look for different and innovative
ideas. They can easily find them in custom made products offered by boutique

pastries.

Table 6. Frequencies of Preferences for Wedding/Engagement Occasions

Cumulative
Frequency Percent Percent

Valid Not marked 66 41,5 41,5

1. preference 17 10,7 52,2

2. preference 37 23,3 75,5

3. preference 17 10,7 86,2

4. preference 6 3,8 89,9

5. preference 11 6,9 96,9

6. preference 5 3,1 100,0

Total 159 100,0

For the last, an all-time-classic Valentine’s Day has more diverse distribution
compared to the other occasions. But the consumers have a more tendency to put it
as the 2" preference. However if the comparison is made with
Wedding/Engagement for the 2™ place (with 23.3 % compared to 23,9 %) , having

more 1% place preference, wedding/engagement deserved to be in the 2" place.

Table 7. Frequencies of Preferences for Valentine’s Day

Cumulative
Frequency Percent Percent

Valid Not marked 73 45,9 45,9

1. preference 3 1,9 47,8

2. preference 38 23,9 71,7

3. preference 16 10,1 81,8

4. preference 7 4,4 86,2

5. preference 16 10,1 96,2

6. preference 6 3,8 100,0

Total 159 100,0

Combining all the results, it could be said that consumers have the following order

of preferences for the special occasions:
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1% preference: Birthdays
2" preference: Wedding/Engagement

3" preference: Valentine’s Day
4™ preference: Mother’s Day
5" preference: Father’s Day

6" preference: Other

To see the consumer behavior more in detail, the question about; “for whom do the

Consumers shop most?” is asked. Again, the grading is done regarding the
placements from 1 to 6 concerning the frequency of the buying. As in the previous
question, because of the rows that were not marked making the commenting
difficult, in the stated ordering a variable is created taking into consideration only

the preferences that were ranked first (Shopping Reasons).

Table 8. Figures of for Whom the Consumers Shop Most

Cumulative
Frequency Percent Percent

Valid Myself 40 25,2 25,8

My family 48 30,2 56,8

My guests 36 22,6 80,0

Visits 17 10,7 91,0

My friends 14 8,8 100,0

Total 155 97,5
Missing System 4 2,5
Total 159 100,0

Among the respondents of the questionnaire 30,2 %, shops from the boutique
pastries for their families. It is followed by the 25,2 % answering myself. It is an
interesting result also considering the previous question on the special occasions. All
of the first 5 rankings were about celebrations of the others; however this question
shows a kind of conflicting result that maybe some other occasions should be

considered in ‘Other’ choice.

Starting with the close ones to each other, (‘for myself” and ‘for my family’) it is
seen that even they are put more as the first choices among the other preference

rankings, ‘for my family’ has less amount of not marked choices compared to ‘for
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myself’. In other words, consumers prefer to buy surely more for their families than

for themselves. Also the people set their preference as the 4™ to shop for themselves

following the 1% place (for ‘myself’)

Table 9. Frequencies of Preferences for Who Shop for Their Families

Cumulative
Frequency | Percent Valid Percent | Percent
Valid Not marked 38 23,9 23,9 23,9
1. preference | 48 30,2 30,2 54,1
2. preference | 47 29,6 29,6 83,6
3. preference | 17 10,7 10,7 94,3
4. preference 6 3,8 3,8 98,1
5. preference | 3 1,9 1,9 100,0
Total 159 100,0 100,0
Table 10. Frequencies of Preferences for Who Shop for Theirselves
Cumulative
Frequency | Percent Valid Percent | Percent
Valid Not marked 55 34,6 34,6 34,6
1. preference | 40 25,2 25,2 59,7
2. preference |11 6,9 6,9 66,7
3. preference | 19 11,9 11,9 78,6
4. preference | 26 16,4 16,4 95,0
5. preference |8 5,0 5,0 100,0
Total 159 100,0 100,0

As the shopping habits considering the guests are investigated, consumers have a

tendency to put their guests as in the 2" place but comparing with the other results,

overall they are more in the 3" preference.
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Table 11. Frequencies of Preferences for Who Shop for Their Guests

Cumulative
Frequency | Percent Valid Percent | Percent

Valid Not marked 42 26,4 26,4 26,4

1. preference 37 23,3 23,3 49,7

2. preference 38 23,9 23,9 73,6

3. preference 32 20,1 20,1 93,7

4. preference 9 5,7 5,7 99,4

5. preference 1 ,6 ,6 100,0

Total 159 100,0 100,0

With the highest amount of unmarked choice and a more even distribution compared

to the other choices, when we talk about ‘visits’, customers mostly put them as their

3" preference (with 17,6 %). However overall, they can be regarded as the 4™ choice

since the guests are the 3" choice.

Table 12. Frequencies of Preferences for Who Shop for Their Visits

Cumulative
Frequency | Percent Valid Percent | Percent

Valid Not marked 66 41,5 41,5 41,5

1. preference 16 10,1 10,1 51,6

2. preference 20 12,6 12,6 64,2

3. preference 28 17,6 17,6 81,8

4. preference 27 17,0 17,0 98,7

5. preference 2 1,3 1,3 100,0

Total 159 100,0 100,0

Having the highest amount of unmarked choices, it could be said that the customers

are most unsure with where to put the preferences towards their friends. Also it can

be interpreted that the customers have the least preference to shop from boutique

pastries for their friends among the rest of the choices (18,2 %)
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Table 13. Frequencies of Preferences for Who Shop for Their Friends

Cumulative
Frequency | Percent Valid Percent | Percent

Valid Not marked 102 64,2 64,2 64,2

1. preference 14 8,8 8,8 73,0

2. preference 4 2,5 2,5 75,5

3. preference 6 3,8 3,8 79,2

4. preference 4 2,5 2,5 81,8

5. preference 29 18,2 18,2 100,0

Total 159 100,0 100,0

With combining all the results, it could be said that consumers have the following
order of preferences for whom to shop from the boutique pastries:

Str

1> preference: Family
2" preference: Myself
3" preference: Guests

thr

4™ preference: Visits

5 preference: Friends

To see the appeal of the other products regarding the shopping habits is asked,
“When you are shopping from a boutique pastry shop do you only buy cakes, or do
you consider other products such as cookies, sweets?” The following table and

results are obtained:

Table 14. Whether Customers Only Buy Cakes or Consider Other Products as Well

Cumulative
Frequency | Percent Valid Percent | Percent

Valid | order only cakes 27 17,0 17,1 17,1

I consider other 131 824 82.9 100.0

products as well

Total 158 99,4 100,0
Missing  System 1 ,6
Total 159 100,0

It is seen that 82,4 % of the consumers consider other products such as cookies,

sweets when they are shopping from a boutique pastry. It is followed by the

traditional 17 % who only order cakes.
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From this result it can also be guessed that the product variety can be a factor that
affects the majority of the consumers to taste other products rather than just cakes
which will be discussed further in the 10™ question of Questionnaire.

As we have seen that people not buy only cakes, to see what types of products are
sold mostly, the consumers are asked to rank their preferences towards the following
products again from most important to least one: cheesecake, brownie, special day
cake, cookie, chocolate and pie. Since again the rows that were not marked makes
the commenting difficult, in the stated ordering, a variable is created taking into

consideration only the preferences that were ranked first (Most Preferred Products).

Table 15. Customers’ Preferences about Products

Cumulative
Frequency | Percent Valid Percent | Percent
Valid | Cheese Cake 11 6,9 6,9 6,9

Brownie 6 3,8 3,8 10,7
Special Day Cake 106 66,7 66,7 77,4
Cookie 15 9,4 9,4 86,8
Chocolate 9 5,7 57 92,5

Pie 11 6,9 6,9 99,4

Other 1 6 6 100,0
Total 159 100,0 100,0

As it is seen from the above table, 66,7 % of the respondents prefer Special Day
Cake (the cakes bought in special occasions such as the ones stated in question 2,
cheese cake is considered as a separate product even though is can be bought for
special occasions). This dominant answer is followed by a mild 9,4 % of the
cookies.

However, to see the general rankings, the boutique pastry products are examined

one-by-one.

As seen below, customers put cheese cake as their 2™ preferences mostly. Cheese

cake lovers rank the product in the 2™ place.
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Table 16. Frequencies of Preferences for Cheese Cake

Cumulative
Frequency Percent Percent

Valid Not marked 69 43,4 43,4

1. preference 11 6,9 50,3

2. preference 27 17,0 67,3

3. preference 21 13,2 80,5

4. preference 14 8,8 89,3

5. preference 6 3,8 93,1

6. preference 6 3,8 96,9

7. preference 5 3,1 100,0

Total 159 100,0

As brownie is examined, it is seen that it has a more balanced distribution so the
perceptions of the people change where to place this product. Even the overall
picture will be evaluated later, it could be said that, brownie received 2" place as its

inside rankings.

Table 17. Frequencies of Preferences for Brownie

Cumulative
Frequency Percent Percent

Valid Not marked 75 47,2 47,2

1. preference 6 3,8 50,9

2. preference 22 13,8 64,8

3. preference 17 10,7 75,5

4. preference 16 10,1 85,5

5. preference 17 10,7 96,2

6. preference 6 3,8 100,0

Total 159 100,0

Cookies are one of the most, ‘to-go’ products that are purchased, that is, it is easy to
eat a cookie when you are walking back home. Considering this mobility issue, it is
seen from the table below that cookie is placed as the 3™ (with 20,1 %) in the

preference of the customers of boutique pastries.
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Table 18. Frequencies of Preferences for Cookies

Cumulative
Frequency Percent Percent

Valid Not marked 46 28,9 28,9

1. preference 15 9,4 38,4

2. preference 28 17,6 56,0

3. preference 32 20,1 76,1

4. preference 14 8,8 84,9

5. preference 8 5,0 89,9

6. preference 16 10,1 100,0

Total 159 100,0

Chocolate is a traditional taste. However with the growing gross markets for sweet

products, people don’t buy chocolates from pastries in general discarding the special

days like Festivals (religious or national holidays), hospital visits etc. However the

respondents still buy chocolate from the boutique pastries and place in their 2™

preferences. Also overall it deserves the 2™ place either, surpassing the percentages

for cheese cake and brownie that are ranked as 2™ places as individual choices.

Table 19. Frequencies of Preferences for Chocolates

Cumulative
Frequency Percent Percent

Valid Not marked 56 35,2 35,2

1. preference 9 5,7 40,9

2. preference 37 23,3 64,2

3. preference 26 16,4 80,5

4. preference 6 3,8 84,3

5. preference 12 7,5 91,8

6. preference 13 8,2 100,0

Total 159 100,0

More than brownie, pie has a more balanced distribution with the highest number of
unmarked answers among all other choices. Among the people that marked pie as
one of their choices, it receives most responses (9,4 %) as the 4™ preference.

However compared to other products, overall, it can be said that it is preferred least.
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Table 20. Frequencies of Preferences for Pie

Cumulative
Frequency Percent Percent

Valid Not marked 84 52,8 52,8

1. preference 11 6,9 59,7

2. preference 11 6,9 66,7

3. preference 14 8,8 75,5

4. preference 15 9,4 84,9

5. preference 14 8,8 93,7

6. preference 8 5,0 98,7

7. preference 2 1,3 100,0

Total 159 100,0

With combining all the results, it could be said that consumers have the following

order of preferences of the products that they shop from the boutique pastries:
st
r

1> preference: Special Day Cake
2" preference: Chocolate
3" preference: Cookie

4t preference: Cheese Cake

thr

5" preference: Brownie

thr

6 preference: Pie

To see if the reasons behind the selection of the boutique pastry the following
questions is asked (Are there any other pastry shops other than boutique pastry

shops that you shop from, Why?)

Table 21. Whether any Other Pastry Shops around or Not

Cumulative
Frequency | Percent Valid Percent | Percent

Valid Yes, it is close to 62 390 39.0 39.0

my house

Yes, it is a big 11 6.9 6.9 45.9

trademark

Yes,_lts pro_ducts 66 415 415 87.4

are high quality

Yes, other 3 1,9 1,9 89,3

No, there is not 17 10,7 10,7 100,0

Total 159 100,0 100,0
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By looking at the table, some very important conclusions can be drawn. 41,5 % of
the customers shop from other regular pastries because they think that their products
are high quality. That could give a driving force to the boutique pastry owners to
increase their quality of the products more so that they can have more loyal
customers. Also 39 % stated that they shop from other pastries because of their

location (closeness) to their house. Not much can be done to prevent it.

Having a trademark pastry around does not appeal the customer of boutique pastries

very much comparing with the other reasons.

To see the level of satisfaction towards products of boutique pastries, the

respondents are asked to rate their satisfaction.

Table 22. Level of Satisfaction towards Products of Boutique Pastries

Cumulative
Frequency | Percent Valid Percent | Percent
Valid | I am not satisfied 2 1,3 1,3 1,3
| am_nelt_he_r satisfied 15 9.4 9.4 107
nor dissatisfied
Satisfied 97 61,0 61,0 71,7
Very satisfied 45 28,3 28,3 100,0
Total 159 100,0 100,0

Due to the results, it can be said that 89,3 percent of the respondents are satisfied
(combined) with the offered products. Even it is small, there is also a 1,3 % that is

not satisfied and 9,4 % not having sure thoughts about the quality of the products.

The determination of the reasons of preference of boutique pastry shops is one of the
most important questions that some attention to the results should be paid. Because
of this, the respondents are asked to rank the 14 aspects of quality, reputation,
recommendation, accessibility, product variety, hygiene, attentive service, special
products, taste, freshness, pleasure, and proximity to the house of customers, non-

use of additional ingredients (preservatives) and allergy. (Question 10 seems to be
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similar with this one, however one is about the preference rankings and the other is

about the satisfaction levels considering the statements.)

First of all, again, the existing of the rows that were not marked makes the
commenting difficult; in the stated ordering a variable is created taking into

consideration only the preferences that were ranked first. (Preference Reason)

Table 23. Frequencies of Reasons of Preference the Boutique Pastries (First

Preferences)
Cumulative
Frequency Percent Percent

Valid Quality 72 45,3 45,3
Reputation 4 2,5 47,8
Recommendation 2 1,3 49,1
Accessibility 9 5,7 54,7
Product diversity 4 2,5 57,2
Hygiene 19 11,9 69,2
Attentive service 4 2,5 71,7
Special product 26 16,4 88,1
Taste 5 3,1 91,2
Freshness 7 4.4 95,6
Pleasure 3 1,9 97,5
Proximity to my house |1 ,6 98,1
Preservatives 2 1,3 99,4
Other reasons 1 ,6 100,0
Total 159 100,0

Since there are no missing values, valid percentage column is discarded for
simplicity. It is seen that, close to the half of the respondents (45,3 %) rank Quality
as their 1% preference from boutique pastry shops. The closest to this becomes the
special products offered to the customers of boutique pastries (16,4 %). To see it in
general with the same variable at hand, the 2" and 3" preferences are also

investigated.
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Table 24. Frequencies of Reasons of Preference the Boutique Pastries (Second

Preferences)
Cumulative
Frequency Percent Percent

Valid Quality 25 15,7 16,9
Reputation 8 5,0 22,3
Recommendation 11 6,9 29,7
Accessibility 4 2,5 32,4
Product Diversity 22 13,8 47,3
Hygiene 19 11,9 60,1
Attentive Service 6 3,8 64,2
Special Products 14 8,8 73,6
Taste 16 10,1 84,5
Freshness 12 7,5 92,6
Pleasure 3 1,9 94,6
Proximity to my house 3 1,9 96,6
Preservatives 5 3,1 100,0
Total 148 93,1

Missing | System 11 6,9

Total 159 100,0

Again the quality is important in the 2" preference however, the respondents take
the diversity of products (13,8 %) as the second most important after the quality. (It
should be noted at this point that product diversity and special products are different
concepts one implying all of the products are diverse the other just the availability to

find special products in the shops)

Also the unmarked options are very high (causing a significance problem) but even
so, to see the importance of reasons the separate tables are shown and commented

upon.

As done with the previous ranking questions, to determine the overall preference

reasons, all options will be investigated except from Quality.

Starting with the Reputation of the pastries, it could easily be grasped that there is a
very high percentage of the unmarked choices proving the significance problem that
was mentioned before. However, among the respondents for this choice they

perceive reputation as the 2™ choice of their buying habits.
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Table 25. Frequencies of Reasons of Preference the Boutique Pastries (Second

Preferences)
Cumulative
Frequency Percent Percent
Valid Not marked 109 68,6 68,6
1. preference 4 2,5 71,1
2. preference 8 5,0 76,1
3. preference 4 2,5 78,6
4. preference 2 1,3 79,9
5. preference 4 2,5 82,4
6. preference 5 3,1 85,5
7. preference 4 2,5 88,1
8. preference 1 ,6 88,7
9. preference 3 1,9 90,6
10. preference 6 3,8 94,3
11. preference 5 3,1 97,5
12. preference 1 ,6 98,1
13. preference 2 1,3 99,4
14. preference 1 ,6 100,0
Total 159 100,0

For small enterprises such as the boutique pastries, the reputation is very important
to keep on the sales, to expand and offer better products. It is seen from the below
table that, among the 34 % that answered the question, 6,3 % of them think that

reputation is important.
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Table 26. Frequencies of Preferences for Recommendation among the Reasons of

Preference
Cumulative
Frequency Percent Percent
Valid Not marked 105 66,0 66,0
1. preference 2 1,3 67,3
2. preference 10 6,3 73,6
3. preference 4 2,5 76,1
4. preference 7 4,4 80,5
5. preference 7 4,4 84,9
6. preference 6 3,8 88,7
7. preference 1 ,6 89,3
8. preference 2 1,3 90,6
10. preference 4 2,5 93,1
11. preference 4 2,5 95,6
12. preference 6 3,8 99,4
14. preference 1 ,6 100,0
Total 159 100,0

With a lower response rate, these reasons are less important when shopping from
boutique shops for customers. Even this is the case, accessibility is perceived as the

first among the respondents of this option.
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Table 27. Frequencies of Preferences for Accessibility among the Reasons of

Preference
Cumulative
Frequency Percent Percent
Valid Not marked 109 68,6 68,6
1. preference 9 5,7 74,2
2. preference 5 3,1 77,4
3. preference 7 4,4 81,8
4. preference 3 1,9 83,6
5. preference 6 3,8 87,4
6. preference 3 1,9 89,3
7. preference 2 1,3 90,6
8. preference 4 2,5 93,1
9. preference 2 1,3 94,3
10. preference 1 ,6 95,0
11. preference 2 1,3 96,2
12. preference 4 2,5 98,7
13. preference 2 1,3 100,0
Total 159 100,0

As investigated in the beginning of this question, product variety is the most ranked
as the 2" preference (by 13,8 %) among all the options of the question. That means
customers prefer first the boutique pastry products to be in quality and then they

demand a variety of options to choose from.
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Table 28. Frequencies of Preferences for Product Variety among the Reasons of

Preference
Cumulative
Frequency Percent Percent

Valid | Not marked 82 51,6 51,6

1. preference 4 2,5 54,1

2. preference 22 13,8 67,9

3. preference 12 7,5 75,5

4. preference 8 5,0 80,5

5. preference 10 6,3 86,8

6. preference 9 5,7 92,5

7. preference 2 1,3 93,7

8. preference 3 1,9 95,6

9. preference 5 3,1 98,7

10. preference 1 ,6 99,4

12. preference 1 ,6 100,0

Total 159 100,0

Being one of the most answered choices, hygiene is ranked most as the 3™

preference (receiving 11,9 %) among the respondents of the question. Overall, it can

preserve the same place which will be seen further.

Table 29. Frequencies of Preferences for Hygiene among the Reasons of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 65 40,9 40,9

1. preference 19 11,9 52,8

2. preference 18 11,3 64,2

3. preference 19 11,9 76,1

4. preference 14 8,8 84,9

5. preference 4 2,5 87,4

6. preference 6 3,8 91,2

7. preference 2 1,3 92,5

8. preference 3 1,9 94,3

9. preference 4 2,5 96,9

10. preference 4 2,5 99,4

12. preference 1 ,6 100,0

Total 159 100,0

Being in the food service industry, boutique pastries are also having a reputation in

the service they provide to their customers. Among the 14 aspects of choice, it is
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ranked as the 5™ preference with 10,1 %. Even not in the first 3 reasons, being the

5" also implies the importance of the attentive service that is and should be

provided.

Table 30. Frequencies of Preferences for Attentive Service among the Reasons of

Preference
Cumulative
Frequency Percent Percent

Valid Not marked 83 52,2 52,2

1. preference 4 2,5 54,7

2. preference 6 3,8 58,5

3. preference 11 6,9 65,4

4. preference 12 7,5 73,0

5. preference 16 10,1 83,0

6. preference 12 7,5 90,6

7. preference 7 4,4 95,0

8. preference 2 1,3 96,2

9. preference 4 2,5 98,7

10. preference 1 ,6 99,4

12. preference 1 ,6 100,0

Total 159 100,0

As mentioned before this variable is actually ‘to find special products in boutique

pastries’. Having the intent to offer special products for differentiating with the other

pastries, as expected, the customers who marked this option placed special products

as their 1% preference. When overall reasons are concerned, it could be placed in the

2" place (considering the combination of the 1% and 2" marks)
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Table 31. Frequencies of Preferences for Special Products among the Reasons of

Preference
Cumulative
Frequency Percent Percent
Valid Not marked 51 32,1 32,1
1. preference 26 16,4 48,4
2. preference 14 8,8 57,2
3. preference 11 6,9 64,2
4. preference 16 10,1 74,2
5. preference 16 10,1 84,3
6. preference 7 4,4 88,7
7. preference 6 3,8 92,5
8. preference 5 3,1 95,6
9. preference 3 1,9 97,5
11. preference 2 1,3 98,7
12. preference 1 ,6 99,4
14. preference 1 ,6 100,0
Total 159 100,0

Allergy reason may be perceived not in a right way during the responding of the

guestionnaire. It is not convenient to make comments on this variable having a very

high non-response rate (82,4 %).

Table 32. Frequencies of Preferences for Allergy among the Reasons of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 131 82,4 82,4

7. preference 3 1,9 84,3

8. preference 2 1,3 85,5

9. preference 2 1,3 86,8

10. preference 2 1,3 88,1

11. preference 2 1,3 89,3

13. preference 8 5,0 94,3

14. preference 8 5,0 99,4

15. preference 1 ,6 100,0

Total 159 100,0

When shopping for nutrition products, the taste aspect is very important since the

consumers want to eat tasty food. As the following table is examined, it is seen that

17,6 % of the respondents rank taste as their 3" preference.
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Table 33. Frequencies of Preferences for Taste of Product among the Reasons of

Preference
Cumulative
Frequency Percent Percent

Valid Not marked 54 34,0 34,0

1. preference 6 3,8 37,7

2. preference 16 10,1 47,8

3. preference 28 17,6 65,4

4. preference 15 9,4 74,8

5. preference 17 10,7 85,5

6. preference 8 5,0 90,6

7. preference 10 6,3 96,9

8. preference 1 ,6 97,5

9. preference 1 ,6 98,1

11. preference 3 1,9 100,0

Total 159 100,0

Freshness of the boutique pastry products are ranked as the 4™ place by the
respondents of the questionnaire. The freshness is actually complements with taste

so taste is followed by freshness is an expected result overall.

Table 34. Frequencies of Preferences for Freshness of Product among the Reasons

of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 58 36,5 36,5

1. preference 8 5,0 41,5

2. preference 12 7,5 49,1

3. preference 21 13,2 62,3

4. preference 27 17,0 79,2

5. preference 10 6,3 85,5

6. preference 9 57 91,2

7. preference 4 2,5 93,7

8. preference 5 3,1 96,9

9. preference 1 ,6 97,5

10. preference 1 ,6 98,1

12. preference 3 1,9 100,0

Total 159 100,0
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The pleasure of the boutique pastry products (the pleasure of buying, eating, serving
can be perceived in this question as a whole) receive the 3" rank however with about
60 % non-response rate the results are not very convenient and reliable to interpret

the rankings.

Table 35. Frequencies of Preferences for Pleasure among the Reasons of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 95 59,7 59,7

1. preference 3 1,9 61,6

2. preference 3 1,9 63,5

3. preference 17 10,7 74,2

4. preference 9 5,7 79,9

5. preference 7 4,4 84,3

6. preference 5 3,1 87,4

7. preference 1 ,6 88,1

8. preference 4 2,5 90,6

9. preference 4 2,5 93,1

10. preference 1 ,6 93,7

11. preference 6 3,8 97,5

12. preference 1 ,6 98,1

13. preference 2 1,3 99,4

15. preference 1 ,6 100,0

Total 159 100,0

With the 73 % non-response rate, proximity to the house of the customers is not a
very important reason that customers consider. The same conclusion can be drawn
for non-use of preservatives inside the products. This option has a hon-response rate

of nearly 72 % making the commenting difficult and not reliable.
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Table 36. Frequencies of Preferences for Proximity to My House among the

Reasons of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 116 73,0 73,0

1. preference 1 ,6 73,6

2. preference 3 1,9 75,5

3. preference 5 3,1 78,6

4. preference 2 1,3 79,9

5. preference 4 2,5 82,4

6. preference 7 44 86,8

8. preference 1 ,6 87,4

10. preference 4 2,5 89,9

11. preference 4 2,5 92,5

12. preference 3 1,9 94,3

13. preference 4 2,5 96,9

14. preference 5 3,1 100,0

Total 159 100,0

Table 37. Frequencies of Preferences for Non-Use of Preservatives to My House

among the Reasons of Preference

Cumulative
Frequency Percent Percent

Valid Not marked 114 71,7 71,7

1. preference 2 1,3 73,0

2. preference 5 3,1 76,1

3. preference 3 1,9 78,0

4. preference 2 1,3 79,2

5. preference 5 3,1 82,4

6. preference 2 1,3 83,6

7. preference 4 2,5 86,2

8. preference 4 2,5 88,7

9. preference 1 ,6 89,3

10. preference 3 1,9 91,2

12. preference 4 2,5 93,7

13. preference 6 3,8 97,5

14. preference 4 2,5 100,0

Total 159 100,0

With combining all the results, it could be said that consumers have the following

order of the reasons that they shop from the boutique pastries:
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1% preference: Quality

2" preference: Special Product

3" preference: Hygiene

4" preference: Taste

5" preference: Freshness

! preference: Attentive Service

7" preference: Pleasure

8" preference: Accessibility

9" preference: Recommendation

10" preference: Reputation

11" preference: Proximity to the house

12" preference: Non-use of preservatives

13" preference: Allergy

To determine the ways that customers communicate with boutique pastries, the
respondents are asked to rank the following choices due to their preferences to reach

the pastries; internet, telephone, delivery or going by themselves.

Again, the presence of not marked rows makes the commenting difficult in the
stated ordering a variable is created taking into consideration only the preferences

that were ranked first. (Ways to reach the boutique pastry shops)

As it is examined 79,9 % of the customers prefer to go to boutique pastries by
themselves to go and pick by examining. However with the growing means of
communication and especially internet shopping in general, it could be said that 10,1
% of the customers follow the trends and shop from internet, from the web sites of

boutique pastries.
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Table 38. Frequencies of Preferences for Ways to Reach Boutique Pastry Shops

Frequency Percent Cumulative Percent
Valid Internet 16 10,1 10,1
Telephone 12 7,5 17,6
Delivery 4 2,5 20,1
I go myself 127 79,9 100,0
Total 159 100,0

If investigated closely, the respondents who marked the choice of internet (35,2 %

response rate), the distribution seems balanced. Overall, internet shopping for

boutique pastry products could be placed at the 2" place.

Table 39. Frequencies of Preferences of Internet as Selected Way to Reach Boutique

Pastry Shops
Cumulative
Frequency Percent Percent

Valid Not marked 103 64,8 64,8

1. preference 15 94 74,2

2. preference 15 9,4 83,6

3. preference 16 10,1 93,7

4. preference 10 6,3 100,0

Total 159 100,0

Telephone ordering is a traditional method and it is expected to see its preference as

the 2" choice overall. Having a higher response rate compared to internet shopping,

the conclusion can be drawn that telephone is still preferred and applicable also for

boutique pastries.
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Table 40. Frequencies of Preferences for Internet as Selected Way to Reach

Boutique Pastry Shops

Cumulative
Frequency Percent Percent

Valid Not marked 87 54,7 54,7

1. preference 13 8,2 62,9

2. preference 35 22,0 84,9

3. preference 19 11,9 96,9

4. preference 5 3,1 100,0

Total 159 100,0

Having the highest number of non-response rate (65,4 %), 11,9 % of the customers

place delivery as their 4™ choice to shop by the means of delivery from boutique

pastries.

Table 41. Frequencies of Preferences for Delivery as Selected Way to Reach

Boutique Pastry Shops
Cumulative
Frequency Percent Percent

Valid Not marked 104 65,4 65,4

1. preference 4 2,5 67,9

2. preference 18 11,3 79,2

3. preference 14 8,8 88,1

4. preference 19 11,9 100,0

Total 159 100,0

With combining all the results, it could be said that consumers have the following

order of the ways to shop from the boutique pastries:

1% preference: To go by themselves

2" preference: Telephone

3" preference: Internet
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4" preference: Delivery

5" preference: Other ways

For example a suggestion to improve the sales can be given that to pay attention
more to internet sales, creating user-friendly web sites for boutique pastries, and

exhibiting better pictures of the products in the aim of doing some improvements to

appeal the customers to shop from internet more.

As some descriptive concerning some the statements related to boutique pastries are

being examined, certain results are obtained as follows:

Table 42. Frequencies of Preferences for Products’ Quality

Frequenc Valid Cumulative
y Percent Percent Percent

Valid I do not 9 13 13 13

agree

| neither

agree nor 22 13,8 13,8 15,1

disagree

| agree 88 55,3 55,3 70,4

| definitely 47| 206 20,6 100,0

agree

Total 159 100,0 100,0

The table above shows that only 2 % of the people answering this question don’t
agree with the statement. 29.6 % completely agree that boutique pastries provide

quality products. As we proceed to the results combined, we have seen that 84,9 %

of the respondents agree with the statement.
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Table 43. Frequencies of Preferences for Products’ Quality (Combined)

Valid Cumulative
Frequency | Percent Percent Percent
Valid | do not agree 2 1,3 1,3 1,3
| neither
agree nor 22 13,8 13,8 15,1
disagree
| agree 135 84,9 84,9 100,0
Total 159 100,0 100,0

The product variety is sufficient in the boutique pastries.

As the boutique pastries are known with their various kinds of delicious products, it
IS interesting to see only 16,4 % of the respondents strongly agree with the

statement.

It should be noted that, as the results of the original question do not appear to be
significant enough, the choices are combined for more convenient and reliable
conclusions. (‘agree’ and ‘strongly agree’ choices are combined in such cases.) If

the combined table is examined, it is seen that 68,6 % agrees that there are enough

variety of products.

Table 44. Frequencies of Preferences for Sufficiency

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | do not 11 6.9 6.9 6.9

agree

| neither

agree nor 39 24,5 24,5 31,4

disagree

| agree 83 52,2 52,2 83,6

| definitely 26 16,4 16,4 100,0

agree

Total 159 100,0 100,0

104




Table 45. Frequencies of Preferences for Sufficiency (Combined)

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | do not 11 6.0 6.0 6.9

agree

I neither

agree nor 39 24,5 24,5 314

disagree

| agree 109 68,6 68,6 100,0

Total 159 100,0 100,0

Boutique pastries provide attentive service to their customers.

Having mostly the goal to have a loyal target group, the service provided is an
important aspect for the success of the pastries. Nearly half of the respondents (48,4
%) agree that the service is attentive. Even 35,2 % are very satisfied with the service

provided.

As again the combined results are analyzed, overall 83,6 % of the customers think

the service provided is elaborate.

Table 46. Frequencies of Preferences for Attentive Service

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | definitely 1 6 6 6

do not agree

| do not 3 1,9 19 25

agree

| neither

agree nor 22 13,8 13,8 16,4

disagree

| agree 77 48,4 48,4 64,8

| definitely 56| 352 35,2 100,0

agree

Total 159 100,0 100,0
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Table 47. Frequencies of Preferences for Attentive Service (Combined)

Valid Cumulative
Frequency Percent Percent Percent
Valid | do not agree 4 2,5 2,5 2,5
| neither agree 22 13,8 13,8 16,4
nor disagree
| agree 133 83,6 83,6 100,0
Total 159 100,0 100,0

The boutique pastry products are special.

Having in mind that consumers prefer to shop from boutique pastries in special days,

the products are expected to be special.

As the first table is analyzed, it is seen that 43,4 % of the respondents think that the

offered products are special. The combined table shows a clearer picture that nearly

85 % of the customers think that the products they buy are special.

Table 48. Frequencies of Preferences for Special Products

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | definitely 1 6 6 6

do not agree

| donot 5 31 3.1 3.8

agree

| neither

agree nor 18 11,3 11,3 15,1

disagree

| agree 66 41,5 41,5 56,6

| definitely 69| 434 434 100,0

agree

Total 159 100,0 100,0
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Table 49. Frequencies of Preferences for Special Products (Combined)

Valid Cumulative
Frequency | Percent Percent Percent
Valid | do not agree 6 3,8 3,8 3,8
| neither
agree nor 18 11,3 11,3 15,1
disagree
| agree 135 84,9 84,9 100,0
Total 159 100,0 100,0

The boutique pastry products are hygienic.

It is very important that the boutique pastries sell healthy products to continue their

sales with profit since they are not selling to masses.

However, it is surprising to see 42,8 % agree that the received products are healthy.

As the results are combined, even it is the majority. 71,7 % think that the products

are hygienic. There are a significant 27 % of customers that neither think it is

completely true or false. A conclusion can be drawn that the consumers are surer

about the service and specialty of the products but they sure about their hygiene.

Table 50. Frequencies of Preferences for Hygiene of Products

Valid Cumulative
Frequency Percent Percent Percent

Valid | do not 9 13 13 13

agree

| neither

agree nor 43 27,0 27,0 28,3

disagree

| agree 68 42,8 42,8 71,1

| definitely 46| 289 28,9 100,0

agree

Total 159 100,0 100,0
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Table 51. Frequencies of Preferences for Hygiene of Products (Combined)

Valid Cumulative
Frequency | Percent Percent Percent

Valid | do not 9 13 13 13

agree

| neither

agree nor 43 27,0 27,0 28,3

disagree

| agree 114 71,7 71,7 100,0

Total 159 100,0 100,0

The boutique pastry products cater more for my taste.

Since the questionnaire is answered by boutique pastry customers, it is important to

see if they prefer those pastries because they offer products that cater for their tastes

more.

35,2 % of the respondents are strongly agree with this result followed by the 42,8 %

agree with it. Overall, 78 % of the customers think that they buy from boutique

pastries because the products cater their tastes more.

Table 52. Frequencies of Preferences for Catering for Taste

Valid Cumulative
Frequency | Percent Percent Percent

Valid | definitely 1 6 6 6

do not agree

| do not 7 4,4 4,4 5,0

agree

I neither

agree nor 27 17,0 17,0 22,0

disagree

| agree 68 42,8 42,8 64,8

| definitely 56| 352 35,2 100,0

agree

Total 159 100,0 100,0
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Table 53. Frequencies of Preferences for Catering for Taste (Combined)

Valid Cumulative
Frequency Percent Percent Percent
Valid | do not agree 8 5,0 5,0 5,0
| neither
agree nor 27 17,0 17,0 22,0
disagree
| agree 124 78,0 78,0 100,0
Total 159 100,0 100,0

The boutique pastry products are more delicious.

For this question, it is interesting to see a nearly balanced distribution between the
choices. The percentages for the strongly agree, agree and neither agree nor disagree
choices are very close to each other implying that there is not a consensus for this

statement.

Among all of the other statements regarding boutique pastries, this question has the
lowest agreement percentage. Overall, 61 % of the respondents think that the

products that they are offered are more delicious than regular pastries.

Table 54. Frequencies of Preferences for Taste of Products

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | definitely 5 13 13 13

do not agree

| do not 11 6,9 6,9 8.2

agree

| neither

agree nor 49 30,8 30,8 39,0

disagree

| agree 54 34,0 34,0 73,0

| definitely 3| 270 27.0 100,0

agree

Total 159 100,0 100,0
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Table 55. Frequencies of Preferences for Taste of Products (Combined)

Frequenc Valid Cumulative
y Percent Percent Percent

Valid | do not 13 8.2 8.2 8,2

agree

| neither

agree nor 49 30,8 30,8 39,0

disagree

| agree 97 61,0 61,0 100,0

Total 159 100,0 100,0

So it could be said that, just based on the percentage results, the boutique pastries
are more preferred not because that their products are more tasty but because they
offer better service, better quality of products and cater more for the tastes of the
customers compared to the hygiene, the taste and the specialty of the product
aspects.

Demographic Background of Sample Group:

Before cross-checking of findings of Demographic Background and Shopping
Behaviors of Consumer, we should check the detailed figures of Demographic
Background.

Table 56. Frequencies of Gender Distribution within Sample Group

Valid Cumulative
Frequency Percent | Percent Percent
Valid | Female | 100 62,9 62,9 62,9
Male |59 37,1 37,1 100,0
Total | 159 100,0 100,0

Table 57. Frequencies of Martial Status within Sample Group

Valid Cumulative
Frequency Percent | Percent Percent
Valid | Married |83 52,2 52,2 52,2
Single 76 47,8 47,8 100,0
Total 159 100,0 100,0
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Table 58. Frequencies of Status of Having Children within Sample Group

Valid Cumulative
Frequency Percent | Percent Percent
Valid | Yes |69 43,4 43,4 43,4
No 90 56,6 56,6 100,0
Total | 159 100,0 100,0

According to our sample 62,9% percent of consumers of Boutique Pastries are
Women. While 47,8% percent of consumers are single, 52,7% percentage of

consumers are married. And 56,6% of consumers are do not have any children.

Table 59. Frequencies of Education Status within Sample Group

Valid Cumulative
Frequency | Percent | Percent Percent

Valid High

school 25 15,7 15,7 15,7

graduate

University | 660  |660 81,8

graduate

Post-

graduate | g 17,6 17,6 99,4

(master/do

ctorate)

Other 1 6 6 100,0

Total 159 100,0 100,0

One of the most striking figures of this research is education level of consumers.
83,6% percent of all consumers held a University or Post-Graduate degrees. Among

them University Graduates holds a great place with the percentage of 66,0%. Thus,

we can say that, consumers of Boutique pastries are highly educated people.
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Table 60. Frequencies of Jobs within Sample Group

Valid Cumulative
Frequency | Percent | Percent Percent

Valid Finance 29 18,2 18,2 18,2

Sales- 33 208 208 39,0

marketing

Communica

tion- 8 5,0 5,0 44,0

organization

Health 10 6,3 6,3 50,3

Education 15 9,4 9,4 59,7

Housewife |20 12,6 12,6 72,3

Student 6 3,8 3,8 76,1

Other 38 23,9 23,9 100,0

Total 159 100,0 100,0

Table 61. Frequencies of Monthly Incomes of Sample Group Participants

in New Turkish Liras

Valid Cumulative
Frequency Percent | Percent Percent

Valid 1000-

2000 45 28,3 28,3 28,3

2001-

3000 53 33,3 33,3 61,6

3001-

4000 26 16,4 16,4 78,0

4001- | 55 22,0 22,0 100,0

above

Total 159 100,0 100,0

Figures about Business sector, the consumer are working and income of them; just
support the findings on Education level of consumers. Most of the consumers,
except who mark other as job, are working in sales and marketing business, 20,8%
percent of consumer are working in this sector. These rates are followed by finance
by 18,2% percent of consumers and Housewives by 12,6% percent of consumers.
Due to natural presumption of these high values of having job, and high education
level 71,7% percent of all consumers are have more than 2001 Turkish Liras of

monthly income.
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Table 62. Frequencies of Neighborhoods that Sample Group Participant are living

in.

Frequency

Percent

Valid
Percent

Cumulative
Percent

Valid

Yesilkoy
Atakoy
Yesilyurt
Avcilar
Florya

28

17,6

17,6

17,6

Tesvikiye
Sisli  Levent
Macka
Besiktas
Nisantasi
Ulus Etiler

41

25,8

25,8

43,4

Rumelihisari
Arnavutkoy
Bebek
Yenikoy
Ortakoy

27

17,0

17,0

60,4

Cihangir
Beyoglu
Taksim
Gumussuyu
Besiktas
Ayaspasa

11

6,9

6,9

67,3

Anatolian
Side

52

32,7

32,7

100,0

Total

159

100,0

100,0

For a more reasonable analysis, open ended answers of this question are grouped,

based on closeness to each other. According to our findings 66,3% percent of

consumers in Istanbul are living at the European Side of Istanbul. Also, consumers

who live in Tesvikiye, Sisli, Levent, Macka, Besiktas, Nisantasi, Ulus and Etiler has

a percentage of 25,8% among all consumers.
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Table 63 Frequencies of Status of Living Abroad

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Less than a 39 245 245 245
year
1-2 years 9 5,7 5,7 30,2
More than 2/ ,, 151|151 453
years
No 87 54,7 54,7 100,0
Total 159 100,0 100,0
Table 64 Frequencies of Status of Living Abroad (Combined)
Valid Cumulative
Frequency Percent | Percent Percent
Valid | Yes |72 45,3 45,3 45,3
No 87 54,7 54,7 100,0
Total | 159 100,0 100,0

Because in the analyses applied to the question above aiming to learn whether the
consumers lived abroad and for how long did not yield to meaningful results the
propositions are combined on the basis of question “Do consumers ever lived abroad
or not?” and according to findings 54,7% percent of consumers has never lived

abroad.

For the sake of the analysis, it will be more convenient if the relations between the

statements above and certain demographic aspects are investigated in more detail.

For the further analysis, the hypotheses are stated, followed by the results and the

comments regarding the hypotheses.

Some of the significant tables obtained from the correlation analysis of variables are;
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Table 65. Chi-Square, Consumers’ Age and the Consumers’ Perception of

Shopping Frequency

Crosstab
Count
AGE
35 and
15-35 above Total
SHP FRQ Once in 15
days and|54 27 81
more
Once In a a1 12 53
month
Other 23 2 25
Total 118 41 159
Chi-Square Tests
Asymp.
Sig. (2-
Value df sided)
Pearson Chi- 6,817(a) | 2 033
Square
Likelihood Ratio | 7,763 2 ,021
Lmear_-by-Llnear 6,711 1 010
Association
N of Valid Cases 159

a 0 cells (,0%) have expected count less than 5. The minimum expected count is
6,45.

Ho:: There is no significant relation between consumers’ age and the consumers’

perception of shopping frequency.

Hi: There is a significant relation between consumers’ age and the consumers’

perception of shopping frequency.

According to the results in the above tables, HO hypothesis is refuted. In short, there
is a significant relation within 90% confidence interval between shopping frequency

and age. According to this, it is concluded that those who stated shopping once in
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every 15 days or more belong to the age group 35 and above, and those who marked

the other alternative belong to the 15-35 age group.

Table 66. Chi-Square, Having Children Status of Consumers and the Consumers’

Perception of Mothers’ Day

Crosstab
Count
CHILDREN Total
yes no
g/JOTHER Not marked 42 41 83
2. preference | 2 17 19
3. preference | 21 16 37
4. preference |3 12 15
5. preference |1 4 5
Total 69 90 159

Chi-Square Tests

Asymp.
Sig. (2-
Value df sided)
Pearson Chi-17,257(a 4 002
Square )
Likelihood Ratio | 19,171 4 ,001
Lmear_—by-Llnear 2,899 1 089
Association
N of Valid Cases 159

a 2 cells (20,0%) have expected count less than 5. The minimum expected count is
2,17.

Ho: There is no significant relation between having children status of consumers and

the consumers’ perception of Mothers’ day.

Hi: There is a significant relation between having children status of consumers and

the consumers’ perception of Mothers’ day.

According to the results of the above analysis, there is a significant relation within

90% confidence interval between buying products from the boutique pastry shops on
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the mothers’ day and not having children. Those who buy products from the
boutique pastry shops on the mothers’ day as their 2. preference is mostly those who
don’t have children, but those who state it as their 3. preference is mostly those who

have children.

Table 67. Chi-Square, Having Children Status of Consumers and the Consumers’

Perception of Delivery as an Accessing Method

Crosstab
Count
CHILDREN Total
yes no
DELIVE Not marked 16 58 104
RY
1. preference | 2 2 4
2. preference | 10 8 18
3. preference |1 13 14
4. preference | 10 9 19
Total 69 90 159
Chi-Square Tests
Asymp.
Sig. (2-
Value df sided)
Pearson Chi- 0.334(a) |4 053
Square
Likelihood Ratio 11,085 |4 ,026
Lmear_—by-Llnear 147 1 701
Association
N of Valid Cases 159

a 2 cells (20,0%) have expected count less than 5. The minimum expected count is
1,74.

Ho: There is no significant relation between having children status of consumers and

the consumers’ perception of delivery as an accessing method.

Hi: There is a significant relation between having children status of consumers and

the consumers’ perception of delivery as an accessing method.
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According to chi-square analysis, there is a significant relation within 90%
confidence interval between having access to boutique pasty shops’ products via
delivery and having children. Those who state delivery as their 2. preference as
access to boutique pastry shops are generally those who have children, and those

who state it as 3. are generally those who do not have children?

Table 68. Chi-Square, Between Gender of Consumers and the Consumers’
Perception of Sufficiency of Product Diversity

Crosstab
Count
SEX
Female | Male Total
BP | do not agree |8 3 11
PRODUCT Inelt_her agree | ,q 11 39
nor disagree
| agree 43 40 83
| definitely 21 5 26
agree
Total 100 59 159

Chi-Square Tests

Asymp.
Sig. (2-
Value df sided)
Pearson Chi- 0.711(a) |3 021
Square
Likelihood Ratio | 10,026 3 ,018
Lmear_—by-Llnear 041 1 840
Association
N of Valid Cases 159

a 1 cells (12,5%) have expected count less than 5. The minimum expected count is
4,08.

Ho: There is no significant relation between gender of consumers and the

consumers’ perception of sufficiency of Product diversity.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of sufficiency of Product diversity.
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According to chi-square analysis above, there is a significant difference within 90%
confidence interval between sex and the consumers’ evaluation of the statement “the
product diversity in boutique pastry shops is sufficient.” According to this, those
who definitely agree with the statement are generally male. There is no definite

distinction among those who do not agree.

Table 69. Chi-Square, Gender of Consumers and the Consumers’ Perception of
Catering for Taste

Crosstab
Count
CINSIYET
female Male Total
BP TASTE | do not 5 3 8
agree
| neither
agree  nor|11 16 27
disagree
| agree 84 40 124
Total 100 59 159
Chi-Square Tests
Asymp.
Sig. (2-
Value df sided)
zeafson Chi-16.027(a) 2 031
quare
Likelihood Ratio | 6,702 2 ,035
Lmear_-by-Llnear 1.902 1 168
Association
N of Valid Cases 159

a 1 cells (16,7%) have expected count less than 5. The minimum expected count is
2,97.

Ho: There is no significant relation between gender of consumers and the

consumers’ perception of catering for taste.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of catering for taste.
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According to chi-square analysis above, there is a significant relation between the
sex variable and the evaluation of the statement “boutique pastry shop products
satisfy my taste.” According to this, those who agree with the statement are
generally women, while men tend to choose ‘I neither agree nor disagree’, that is,

they are undecided.

Table 70. Chi-Square, Age of Consumers and the Consumers’ Perception of Taste

Crosstab
Count
AGE
35 and
15-35 above Total
BP MORE | do not 11 9 13
D agree
| neither
agree  nor |42 7 49
disagree
| agree 65 32 97
Total 118 41 159
Chi-Square Tests
Asymp.
Sig. (2-
Value df sided)
Pearson Chi- 6.752(a) | 2 034
Square
Likelihood Ratio | 7,147 2 ,028
Lmear_-by-Llnear 4,158 1 041
Association
N of Valid Cases 159

a 1 cells (16,7%) have expected count less than 5. The minimum expected count is
3,35.

Ho: There is no significant relation between age of consumers and the consumers’

perception of taste.

Hi: There is a significant relation between age of consumers and the consumers’

perception of taste.
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According to chi-square analysis above, there is a significant relation within 90%
confidence interval between age and the evaluation of the statement “the products of
the boutique pastry shops are more delicious.” Those who evaluate it as ‘I neither
agree nor disagree’ generally belong to the age group of 15-35, that is, this age
group is undecided about the products of the boutique pastry shops. Those who

agree are generally 35 and above.

Significant tables obtained from the correlation analysis of variables;

Table 71. Correlations, Age of Consumers and the Consumers’ Perception of
Shopping Frequency

Nonparametric Correlations
Correlations

SHP
FRQ AGE
Kendall's SHP FRQ Correlation "
tau_b Coefficient | 000 | ~192(%)
Sig. (2-tailed) |. 012
N 159 159
AGE Correlation N
Coefficient -,192(*) |1,000
Sig. (2-tailed) |,012 ,
N 159 159

* Correlation is significant at the 0.05 level (2-tailed).

Ho: There is no significant relation between age of consumers and the consumers’

perception of shopping frequency.

Hi: There is a significant relation between age of consumers and the consumers’

perception of shopping frequency.

According to the above table, the correlation coefficient is -0,192; and according to
the test result of the correlation coefficient’s difference from zero, sig 0,012 entails a
significant difference within the 95% confidence interval. According to this, there is

a significant, but not strong, relation between age and shopping frequency.
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Table 72. Cross Tabulation, Age of Consumers and the Consumers’ Perception of
Shopping Frequency

Cross tabulation

Count
AGE
35 and
15-35 above Total
SHP FRQ Once in 15
days and |54 27 81
more
Once —af,y 12 53
month
Other 23 2 25
Total 118 41 159

According to the above table, as the age evaluation moves up through 35 and above,
the probability of shopping once in every 15 days or more also increases. As the age
evaluation in the opposite direction moves to 15-35, the probability of shopping
once in a month increases. This result has been obtained from chi-square analysis as

well.

Table 73. Correlations, Consumers’ Status of Lived in Abroad and the Consumers’
Perception of Shopping Frequency

Nonparametric Correlations
Correlations

SHP ABROA
FRQ D
Kendall's SHP FRQ Correlation
tau_b Coefficient 1,000 -118
Sig. (2-tailed) |. ,098
N 159 159
ABROAD Corre!apon _118 1,000
Coefficient
Sig. (2-tailed) |,098 :
N 159 159

Ho: There is no significant relation between consumers’ status of lived in abroad and

the consumers’ perception of shopping frequency.
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Hi: There is a significant relation between consumers’ status of lived in abroad and

the consumers’ perception of shopping frequency.

According to the above table, the correlation coefficient is -0,118 and it is
significantly different from zero within the 90% confidence interval. Although the
strength of correlation coefficient is very low, it is significantly different from zero,

which suggests that there really is a relation.

Table 74. Cross tabulation, Consumers’ Status of Lived in Abroad and the
Consumers’ Perception of Shopping Frequency

Cross tabulation

Count
ABROAD
Less than More than
a year 1-2 years | 2 years No Total
SHP FRQ Once in 15
days and|15 4 13 49 81
more
Once in-a /g 3 9 25 53
month
Other 8 2 2 13 25
Total 39 9 24 87 159

When the diagonal table is examined to support the correlation analysis, it is seen
that as the shopping frequency increases, that is, as it moves up to ‘once in every 15
days or more’ from other alternatives, the answers to having been abroad or not
moves to negative. Because our correlation, coefficient shows a negative linear
relationship, 0,118. Contrariwise, as the evaluation of having been abroad moves to

‘less than a year’, shopping frequency moves to ‘once in a month’ or ‘other’.

123



Table 75. Correlations, Gender of Consumers and the Consumers’ Perception of
First Preferences for Special Days

Nonparametric Correlations
Correlations

SPCL
DAY SEX
Kendall's SPCL DAY Correlation
tau b Coefficient 1,000 -,131
Sig. (2-tailed) | . 087
N 159 159
SEX Correlation
Coefficient -131 1,000
Sig. (2-tailed) |,087 ,
N 159 159

Ho: There is no significant relation between gender of consumers and the

consumers’ perception of first preferences for special days.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of first preferences for special days.

According to the above table, the correlation coefficient is -0,131 and it is
significantly different from zero within the 90% confidence interval. The correlation
coefficient is usable, but its value is below 1, so the relation between the two

variables is weak.

Table 76. Cross Tabulation, Gender of Consumers and the Consumers’ Perception
of First Preferences for Special Days

Cross tabulation

Count
SEX
Female | Male Total
SPCL DAY | Birthday 72 49 121
Fathers’ day |1 1 2
Valentine’s 2 1 3
day
Wedding or 11 5 16
engagement
other 14 3 17
Total 100 59 159
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When the diagonal table is examined, an evaluation of the correlation coefficient is
as follows: As the answers regarding on which special days do the consumers shop
from boutique pastry shops moves from ‘other’ to ‘birthday’, there is a change in

sex towards male.

Table 77. Correlations, Consumers’ Status of Lived in Abroad and the Consumers’

Perception of First Preferences for Special Days

Nonparametric Correlations
Correlations

SPCL ABROA
DAY D
Kendall's SPCL DAY Correlation
tau b Coefficient 1,000 127
Sig. (2-tailed) |. ,099
N 159 159
ABROAD Corre!a‘_uon 127 1,000
Coefficient
Sig. (2-tailed) |,099 :
N 159 159

Ho: There is no significant relation between consumers’ status of lived in abroad and

the consumers’ perception of first preferences for special days.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of first preferences for special days.

According to the above table, the correlation coefficient is 0,127 and it is
significantly different from zero within the 90% confidence interval. There is a
relation between these two variables, but it is very weak.
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Table 78. Cross Tabulation, Consumers’ Status of Lived in Abroad and the
Consumers’ Perception of First Preferences for Special Days

Cross tabulation

Count
ABROAD
Yes No Total
SPCL DAY | Birthday 59 62 121
Fathers’ day |0 2 2
Valentine’s 1 9 3
day
Wedding or 8 8 16
engagement
Other 4 13 17
Total 72 87 159

When we look at the diagonal table, we see that as the answers to the question
regarding the of the special day moves to ‘birthday’ as the 1. Preference, the answers
regarding being abroad tends to be ‘yes’; as it moves to ‘wedding or engagement’, it

tends to be ‘no’. But for ‘other’, the correlation Is does not stand.

Table 79. Correlations, Income of Consumers and the Consumers’ Perception of

First Preferences for Shopping Reasons

Nonparametric Correlations
Correlations

INCOM
SHP RSN | E
Kendall's SHP RSN Correlation
tau b Coefficient 1,000 113
Sig. (2-tailed) |. ,092
N 155 155
INCOME Corre!a’_uon 113 1,000
Coefficient
Sig. (2-tailed) |,092 .
N 155 159
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Table 80. Cross Tabulation, Income of Consumers and the Consumers’ Perception
of First Preferences for Shopping Reasons

Cross tabulation

Count
INCOME
1000- 2001- 3001- 4001-
2000 3000 4000 above Total
SHP RSN  Myself 17 13 3 7 40
My family |11 16 12 9 48
My guests |7 15 3 11 36
Visit 5 4 6 2 17
My friends |4 4 2 4 14
Total 44 52 26 33 155

Ho: There is no significant relation between income of consumers and the

consumers’ perception of first preferences for shopping reasons.

Hi: There is a significant relation between income of consumers and the consumers’

perception of first preferences for shopping reasons.

As the correlation analysis is examined, there is a correlation of 0,113 between the
first reason for shopping at the boutique pastry shops and monthly income. Also,

this correlation coefficient is significantly different from zero.

As we examine the diagonal table, the ones that shop at the boutique pastry shops
for themselves have mostly low income. As income level increases, this preference

is ranked as my family, my guests, visits, my friends.
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Table 81. Correlations, Age of Consumers and the Consumers’ Perception of
Satisfaction from the Shopping at the Boutique Pastry

Nonparametric Correlations
Correlations

SATIS AGE

Kendall's SATIS Correlation )
tau_b Coefficient 1,000 ,154(*)

Sig. (2-tailed) |. 045

N 159 159

AGE Correlation N

Coefficient 154(*) 1,000

Sig. (2-tailed) |,045 ,

N 159 159

* Correlation is significant at the 0.05 level (2-tailed).

Table 82. Cross Tabulations, Age of Consumers and the Consumers’ Perception of
Satisfaction from the Shopping at the Boutique Pastry

Cross tabulation

Count
AGE
35 and
15-35 above Total
SATIS I  am not
satisfied 1 1 2
I am neither
satisfied nor | 14 1 15
dissatisfied
Satisfied 74 23 97
Very satisfied |29 16 45
Total 118 41 159

Ho: There is no significant relation between age of consumers and the consumers’

perception of satisfaction from the shopping at the boutique pastry.

Hi: There is a significant relation between age of consumers and the consumers’

perception of satisfaction from the shopping at the boutique pastry.
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According to the correlation analysis, there is a low correlation of 0,154 between the
satisfaction from the shopping at the boutique pastry and age. in addition, this
correlation coefficient is significantly different from zero.

As we examine the diagonal table, the ones that were undecided about the
satisfaction are among 15-35 age group, and as the satisfaction level increases we

see that this situation shifts to the ones that are or above 35 years old.

Table 83. Correlations, Gender of Consumers and the Consumers’ Perception of
Satisfaction from the Shopping at the Boutique Pastry

Nonparametric Correlations
Correlations

SATIS  |SEX

Kendall's SATIS Correlation )
tau_b Coefficient | 1000 -,158(*)

Sig. (2-tailed) |. 039

N 159 159

SEX Correlation -

Coefficient -,158(*) | 1,000

Sig. (2-tailed) |,039 ,

N 159 159

* Correlation is significant at the 0.05 level (2-tailed).

Table 84. Cross Tabulation, Gender of Consumers and the Consumers’ Perception
of Satisfaction from the Shopping at the Boutique Pastry

Cross tabulation

Count
SEX
Female | male Total
SATIS I am not
satisfied 1 1 2
I am neither
satisfied nor |8 7 15
dissatisfied
Satisfied 57 40 97
Very satisfied |34 11 45
Total 100 59 159
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Ho: There is no significant relation between gender of consumers and the

consumers’ perception of satisfaction from the shopping at the boutique pastry.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of satisfaction from the shopping at the boutique pastry.

According to the correlation analysis, there is a low correlation of 0,158 between the
satisfaction from shopping at the boutique pastry shops and age. Also, this

correlation coefficient is significantly different from zero.

As we examine the diagonal table, we see that the undecided ones are likely to be
male, the ones that say that they are satisfied are mostly males too, however the ones

that express that they are very satisfied are more likely to be females.

Table 85. Correlations, Income of Consumers and the Consumers’ Perception of

Satisfaction from the Shopping at the Boutique Pastry

Nonparametric Correlations
Correlations

INCOM
SATIS E

Kendall's SATIS Correlation o
tau b Coefficient 1,000 ,184(*)

Sig. (2-tailed) |. ,009

N 159 159

INCOME Correlation o

Coefficient ,184(*) 11,000

Sig. (2-tailed) |,009 :

N 159 159

** Correlation is significant at the 0.01 level (2-tailed).
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Table 86. Cross Tabulation, Income of Consumers and the Consumers’ Perception

of Satisfaction from the Shopping at the Boutique Pastry

Cross tabulation

Count
INCOME
1000- 2001- 3001- 4001-
2000 3000 4000 above Total
SATIS | 'a.\m not 0 5 0 0 5
satisfied
I am neither
satisfied nor|5 6 1 3 15
dissatisfied
Satisfied 34 30 15 18 97
Very satisfied |6 15 10 14 45
Total 45 53 26 35 159

Ho: There is no significant relation between income of consumers and the

consumers’ perception of satisfaction from the shopping at the boutique pastry.

Hi: There is a significant relation between income of consumers and the consumers’

perception of satisfaction from the shopping at the boutique pastry.

According to the correlation analysis, there is a low correlation of 0,184 between the
satisfaction from shopping at the boutique pastry shops and income. Also, this

correlation coefficient is significantly different from zero.

According to this, the ones that express that they are satisfied are more likely to be

people among the population with higher income rate.
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Table 87. Correlations, Status of Lived Abroad of Consumers and the Consumers’

Perception of Satisfaction from the Shopping at the Boutique Pastry

Nonparametric Correlations
Correlations

ABROA
SATIS D
Kendall's SATIS Correlation
tau_b Coefficient 1,000 -149
Sig. (2-tailed) |. ,052
N 159 159
ABROAD Corre!apon - 149 1,000
Coefficient
Sig. (2-tailed) |,052 :
N 159 159

Table 88. Cross Tabulation, Status of Lived Abroad of Consumers and the
Consumers’ Perception of Satisfaction from the Shopping at the Boutique Pastry

Cross tabulation

Count
ABROAD
Yes No Total
SATIS | am not
satisfied 0 2 2
I am neither
satisfied nor |5 10 15
dissatisfied
Satisfied 42 55 97
Very satisfied | 25 20 45
Total 72 87 159

Ho: There is no significant relation between statuses of lived abroad of consumers
and the consumers’ perception of satisfaction from the shopping at the boutique

pastry.

Hi: There is a significant relation between status of lived abroad of consumers and

the consumers’ perception of satisfaction from the shopping at the boutique pastry.
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According to the correlation analysis, there is a low correlation of 0,149 between
satisfaction from shopping at the boutique pastry shops and having been abroad.
Also, this correlation coefficient is significantly different from zero an.

As we examine the diagonal table, we see that the ones that were undecided about
satisfaction were more likely to be the ones that have not been abroad, and that as

the level of satisfaction increases the probability of having been abroad increases.

Table 89. Correlations, Gender of Consumers and the Consumers’ Perception of

Accessibility
Nonparametric Correlations
Correlations
ACCESS | SEX
Kendall's ACCESS Correlation
tau_b Coefficient 1,000 124
Sig. (2-tailed) ) ,096
N 159 159
SEX Correlation
Coefficient 124 1,000
Sig. (2-tailed) ,096 .
N 159 159
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Table 90. Cross Tabulation, Gender of Consumers and the Consumers’ Perception
of Accessibility

Cross tabulation
Count

SEX Total
female Male

ACCESS Not marked 74 35
. preference
. preference
. preference
. preference
. preference
. preference
. preference
. preference
. preference
10. preference
11. preference
12. preference
13. preference
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Ho: There is no significant relation between gender of consumers and the

consumers’ perception of accessibility.

Hi: There is a significant relation gender of consumers and the consumers’

perception of accessibility.

According to the correlation analysis, there is a low correlation of 0,124 between the
ordering of preferences for the accessibility of the boutique pastry shops for cookies
and sex. Also, it was tested that this correlation coefficient is significantly different

from zero.

As we examine the diagonal table, males have the tendency to place the accessibility

to top ranks, and women have the tendency to place it to higher orders.
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Table 91. Correlations, Gender of Consumers and the Consumers’ Perception of the
Ordering of Preferences Due to Taste

Nonparametric Correlations
Correlations

TASTE | SEX
Kendall's TASTE Correlation
tau_b Coefficient 1,000 -163
Sig. (2-tailed) | . ,020
N 159 159
SEX Correlation
Coefficient -163 1,000
Sig. (2-tailed) |,020 .
N 159 159

Table 92. Cross Tabulation, Gender of Consumers and the Consumers’ Perception
of the Ordering of Preferences Due to Taste

Cross tabulation

Count
SEX Total
female | Male
TASTE Not marked | 26 28 54
1. preference |4 2 6
2. preference |12 4 16
3. preference |19 9 28
4. preference |10 5 15
5. preference |12 5 17
6. preference |7 1 8
7. preference |8 2 10
8. preference |0 1 1
9. preference |1 0 1
11. 1 2 3
preference
Total 100 59 159

Ho: There is no significant relation between gender of consumers and the

consumers’ perception of the ordering of preferences due to taste.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of the ordering of preferences due to taste.
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According to the correlation analysis, there is a very low and inverse correlation of
0,163 between the ordering of preferences due to taste for shopping at the boutique
pastry shops and sex. Also, this correlation coefficient is significantly different from

ZEro.

As we examine the diagonal table, the ones that rank taste among top reasons to

prefer boutique pastry shops are generally females.

Table 93. Correlations, Gender of Consumers and the Consumers’ Perception of
Satisfaction of Taste

Nonparametric Correlations
Correlations

PLEAS
URE SEX
Kendall's PLEASURE Correlation
tau_b Coefficient 1,000 -156
Sig. (2-tailed) |. ,032
N 159 159
SEX Correlation
Coefficient -156 1,000
Sig. (2-tailed) |,032 :
N 159 159

According to the correlation analysis, there is a low correlation of -0,156 between
the ordering of preferences for the satisfaction of taste for shopping at the boutique
pastry shops and sex. Also, this correlation coefficient is significantly different from

ZEero.
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Table 94 Cross Tabulation, Gender of Consumers and the Consumers’ Perception of
Satisfaction of Taste

Cross tabulation

Count
SEX Total
female Male
PLEASU Not marked 53 42 95
RE

1. preference 2 1 3
2. preference 2 1 3
3. preference 13 4 17
4. preference 7 2 9
5. preference 5 2 7
6. preference 4 1 5
7. preference 1 0 1
8. preference 2 2 4
9. preference 2 2 4
10. preference 1 0 1
11. preference 5 1 6
12. preference 1 0 1
13. preference 2 0 2
15. preference 0 1 1

Total 100 59 159

Ho: There is no significant relation between gender of consumers and the

consumers’ perception of satisfaction of taste.

Hi: There is a significant relation between gender of consumers and the consumers’

perception of satisfaction of taste.

As we examine the diagonal table, the ones that place the reason of satisfaction of

taste as higher preference are mostly females.

Ho: There is no significant relation between the gender of the customers and the

catering of the products more for their tastes

Hi: There is a significant relation between the gender of the customers and the
catering of the products more for their tastes
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Table 95. Cross Tabulation of Products versus Catering for Taste

Count
SEX
Female | Male Total
BP TASTE | definitely do
1 0 1
not agree
| do not agree |4 3 7
I nelt'her agree [, 4 16 97
nor disagree
| agree 41 27 68
I definitely 43 13 56
agree
Total 100 59 159

The cross tabulation table shows that 84 % of the women think that the products

cater more to their tastes compared to the 68 % of the male customers.

Table 96. Correlations between Products and Catering for Taste

Nonparametric Correlations
Correlations

BP
TASTE SEX
Kendall's BP TASTE Correlation 1,000 -
tau b Coefficient ' ,218(**)
Sig. (2-tailed) . ,003
N 159 159
SEX Correlation o
Coefficient -218(*%) 1,000
Sig. (2-tailed) ,003 .
N 159 159

** Correlation is significant at the 0.01 level (2-tailed).

As the correlation analysis is investigated, it is seen that there is a 0,218 correlation
between gender and the caterance for more to tastes. However, the Hg is rejected
with 99 % confidence level that there is a significant relation between the customer
gender and appeal to the tastes. In other words, even the relation is weak the

attractiveness of the boutique pastries change from males to females.

Ho: There is no significant relation between being in a foreign country and the

catering of the products more for the customer’s tastes.
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Hi: There is a significant relation between being in a foreign country and the

catering of the products more for the customer’s tastes.

It is also interesting to investigate if having a foreign country experience has any
relation with the preference of the boutique pastries by the experience gained from

seeing the pastries abroad.

Table 97. Cross Tabulation of Status of Living Abroad Versus Catering for Taste

ABROAD
Yes No Total
BP TASTE | definitely do
0 1 1
not agree
| do not agree 3 4 7
I nelt_her agree 11 16 97
nor disagree
| agree 26 42 68
| definitely 39 24 56
agree
Total 72 87 159

Out of 72 people been abroad, 58 of them (80 %) think that the experience abroad
affected their preference towards boutique pastries. Even among the ones who
haven’t been abroad, almost 76 % think that if they were abroad, their perception

towards boutique pastries could change.

Table 98. Correlations between Status of Living Abroad and Catering for Taste

Nonparametric Correlations
Correlations

BP ABROA
TASTE D
Kendall's BP TASTE Correlation
tau_b Coefficient 1,000 -141
Sig. (2-tailed) . ,058
N 159 159
ABROAD Corre!a‘_uon _141 1,000
Coefficient
Sig. (2-tailed) ,058 .
N 159 159
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If we look at the correlation table, we could see a weak relation existing between the
variables. However the correlation coefficient is not significant (0,058) resulting in
the accepting of the null hypothesis. So the conclusion can be drawn such that There
is no significant relation between being in abroad and catering of the products more

for customer tastes.

Ho: There is no significant relation between the age of the customers and their

perception of the tastes of the products of the boutique pastries as more delicious.

Hi: There is a significant relation between the age of the customers and their

perception of the tastes of the products of the boutique pastries as more delicious.

Table 99. Cross Tabulation of Age versus Taste of Products

Count
AGE
35and
15-35 above Total
BP AGE | definitely do
1 1 2
not agree
| do not agree 10 1 11
I nelt_her agree 42 7 49
nor disagree
| agree 37 17 54
| definitely 28 15 43
agree
Total 118 41 159

As the cross tabulation of the age groups and the perception of the boutique pastries
being more delicious is investigated, 76 % of the customers of age 35 and above
think that boutique pastries are more delicious. Only 55 % of the younger age group,

15-35, thinks that the boutique pastries are more delicious.
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Table 100. Correlations between Age and Taste of Products

Nonparametric Correlations

Correlations

BP
MORE AGE
Kendall's BP MORE Correlation N
tau_b Coefficient 1,000 | ,178(%)
Sig. (2-tailed) _ 015
N 159 159
AGE Correlation N
Coefficient 178(%) 1,000
Sig. (2-tailed) 015 _
N 159 159

Correlation is significant at the 0.05 level (2-tailed).

Even again the correlation is weak (0,178), the correlation coefficient is significant

at the stated level (0,05) resulting in the rejection decision of the null hypothesis.

That is, there is a significant relation between the age of the customers and their

thoughts about the tastiness of boutique pastry products.

Another question of interest is to see if there is a significant difference between the

age groups and the quality of the products of boutique pastries.

Ho: There is no a significant difference between the age groups and their perception

of the boutique pastry products as more quality.

Hi: There is a significant difference between the age groups and their perception of

the boutique pastry products as more quality.

Table 101. ANOVA, Age - Quality of Products
ANOVA.- one-way

Sum of Mean
Squares df Square F Sig.
BP Between
PRODUCT  Groups 3,012 3 1004 2185 092
Within 71,215 155 459
Groups
Total 74,226 158
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The ANOVA table above shows that at 0,1 significance level the null hypothesis is
rejected implying that different age group customers think different that the boutique

pastry products are in more quality.

To find the source of the difference a Post-Hoc test is constructed. (Multiple
Comparisons-Scheffe table below) However, those sources couldn’t be determined
since none of the significances are below the stated level of 0,05 i.e. none of the

results are significant.

Table 102. Post Hoc Tests, Age - Quality of Products

Post Hoc Tests
Multiple Comparisons

Scheffe
Mean 95% Confidence Interval
Dependent Difference Std. Lower Upper
Variable () AGE (J) AGE (1-J) Error Sig. Bound Bound
BP 15-25 25-35 -,14 ,129 741 -51 22
PRODUCT 35-45 -,29 ,155 331 - 72 15
45 and .59 276 205 1,37 19
above
25-35 15-25 14 ,129 741 -,22 51
35-45 -,14 ,140 , 792 -54 25
45 and - 45 268 424 121 31
above
35-45 15-25 29 ,155 ,331 -,15 72
25-35 14 ,140 , 792 -25 54
45 and 31 281 756 1,10 49
above
45 and 15-25 59 216 205 .19 1,37
above
25-35 45 ,268 424 -31 1,21
35-45 31 ,281 , 756 -,49 1,10

Another ANOVA (Analysis of Variance) table is constructed for the following
hypotheses;

Ho: There is no a significant difference between the age groups and their perception
of the boutique pastry products as special.
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Hi: There is a significant difference between the age groups and their perception of

the boutique pastry products as special.

Table 103. ANOVA, Age — Product Specialty

ANOVA.- one-way

Sum of Mean
Squares df Square F Sig.
BP Between
PRODUCT  Groups 6,897 3 2299 3563 016
Within 100,021 155 645
Groups
Total 106,918 158

Again if the significance level is set to 0,1 (90 %), Hy is rejected that different age

groups perceive the specialty of the boutique pastry products differently.

To determine for which age group this different appeal occurs, multiple comparisons

test is constructed. It can be concluded that the difference appearing in the ANOVA

analysis is caused by the differences between 15-25 and 35-45 age groups.

(Significant at the desired level of 0,10) 15-25 age group perceive the specialty of

products of the boutique pastries LESS than the 35-45 age group.
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Table 104. Post Hoc Tests, Age - Hygiene

Post Hoc Tests

Multiple Comparisons

Scheffe
Mean 95% Confidence Interval
Dependent Difference Std. Lower Upper
Variable () AGE (J) AGE (1-J) Error Sig. Bound Bound
BP 15-25 25-35
PRODUCT -,35 ,153 ,156 -,78 ,08
35-45 -,54(*) ,183 ,038 -1,06 -,02
45 and 64 327 285 1,56 28
above
25-35 15-25 ,35 ,153 ,156 -,08 78
35-45 -,19 ,166 739 -,66 28
45 and 29 318 845 1,19 61
above
35-45 15-25 ,54(*) ,183 ,038 ,02 1,06
25-35 ,19 ,166 739 -,28 ,66
45 and 10 333 993 1,04 84
above
45 and 15-25 64| 327 285 28 1,56
above
25-35 29 318 ,845 -,61 1,19
35-45 ,10 ;333 ;993 -,84 1,04

Ho: There is no a significant difference between the age groups and their perception

of the hygiene of boutique pastry products.

Hi: There is a significant difference between the age and their perception of the

hygiene of boutique pastry products.

It is expected that as people get older, they pay more attention to the quality of the
hygiene of the products that they eat. Considering this expectation the ANOVA
table is constructed testing the above hypothesis.
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The result approves the initial expectations that there is a very significant (0,06<0,1)

difference between age groups and their opinions about the hygiene of the boutique

pastry products.

Table 105. ANOVA, Age — Hygiene

ANOVA.- one-way

Sum of Mean
Squares | df Square F Sig.
BP_URUB  Between |7 149 |3 2,483 4298 | 006
Groups
Within 89,545 | 155 578
Groups
Total 96,994 | 158

The difference is caused of the age groups 15-25 and 35-45 as in the previous case.

Again as expected 35-45 age group pay more attention to the hygiene of the

products than 15-25 age group does.
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Table 106. Post Hoc Tests, Age — Taste of Product

Post Hoc Tests

Multiple Comparisons

Scheffe
Mean .
Differe 95% Confidence Interval
@) nce (I-| Std. Upper

Depende YAS 2 |)) Error Sig. Lower Bound Bound
nt ()] i
Variable | YAS 2 | 35-45 10 333 ,993 84 1,04
SLURUILS2S 12595 a6 |as 740 |57 25
35-45 -,55(*) 174 ,020 -1,04 -,06
45 and|-,66 ,309 ,217 -1,53 22
above

15-25
95.35 ,16 ,145 ,749 -,25 57
35.45 -,39 ,157 ,108 -,84 ,05
45 and|-,50 ,301 439 -1,35 ,35
above

15-25 «
35.45 ,55(*) 174 ,020 ,06 1,04
95.35 ,39 ,157 ,108 -,05 84
45 and|-11 ,315 ,990 -1,00 79
above

15-25
45 and ,66 ,309 217 -,22 1,53
above
95.35 ,50 ,301 439 -,35 1,35
35.45 11 ,315 ,990 -,79 1,00

Ho: There is no a significant difference between the age groups and their perception

of boutique pastry products as more delicious

H;: There is a significant difference between the age and their perception of

boutique pastry products as more delicious.
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Table 107. ANOVA, Age — Taste of Product

ANOVA- one-way

Sum of Mean
Squares | df Square F Sig.
BP_DAHA  Between 5699 |3 2,233 2472 | 064
Groups
Within 140,031 | 155 ,903
Groups
Total 146,730 | 158

When the above hypotheses are tested, the difference between age groups is noted.
(It should be noted that the significance level is determined to be 0,1. However if it

was 0,05 (95 % significance), some of the results would have been different)
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Table 108. Post Hoc Tests, Age — Taste of Product

Post Hoc Tests

Multiple Comparisons

Scheffe
Mean )

Depende Differe 95% Confidence Interval
nt 0] ) nce (I-|Std. Upper
Variable | YAS 2 |[YAS 2 |J) Error Sig. Lower Bound Bound
BP_DA |15-25 25-35 _04 181 096 56 47
HA
35-45 -,31 217 561 -,92 .30
45 and|-91 ,387 ,140 -2,01 ,18
above

15-25
2535 ,04 ,181 ,996 -, 47 ,56
35-45 -,27 ,197 ,605 -,82 29
45 and |-,87 376 ,153 -1,93 19
above

15-25
35-45 31 217 ,561 -,30 92
2535 27 ,197 ,605 -,29 82
45 and | -,60 ,395 511 -1,72 51
above

15-25
45 and 91 ,387 ,140 -,18 2,01
above
2535 87 376 ,153 -,19 1,93
3545 ,60 ,395 511 -,51 1,72

Even there appears to be a difference between age groups in their perception of the

taste of the products, the source of this difference (i.e. which age group differs from

what other) couldn’t be determined since none of the groups show significance in

the Post Hoc test.
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More questions of interest is related with the time period of being abroad and certain

perceptions of the boutique pastries.

Ho: There is no a significant difference between the time spent abroad and the

customers’ perception of boutique pastry products hygienic.

Hi: There is a significant difference between the time spent abroad and the

customers’ perception of boutique pastry products hygienic.

As the results of the ANOVA table are investigated, the significance is seems to be
very high implying that as the time spent abroad changes, the answers to the

statement that the boutique pastry products are hygienic changes.

Table 109. ANOVAs, Time Spent Abroad- Hygiene
ANOVA- one-way

Sum of Mean
Squares | df Square F Sig.
BP_URU_B  Between 1445 3 3,000 5285 | .002
Groups
Within 87,993 155 ,568
Groups
Total 96,994 158

To look closer at the picture, that is, to determine for which period of time spent
abroad the difference is caused, the Scheffe test is constructed. It is seen that people
who stayed less than 1 year abroad and the people who spent more than 2 years
abroad (the two extremes) have different perceptions about the hygiene of the

boutique pastry products.

The customers who stayed abroad for more than 2 years give more importance to the
hygiene than the other group. Also a more significant difference is observed for the

people who have never been abroad and the people who stayed for more than 2

149



years. Again, the same result is obtained that the customers having more than 2 year
experience pays more attention to the products than the customers that haven’t been

abroad.

Table 110. Post Hoc Tests, Time Spent Abroad- Hygiene

Post Hoc Tests
Multiple Comparisons

Scheffe
Depend Mean
ent 0] Differen | Std.
Variable | YURT DIS | (J) YURT DIS |ce (I-J) | Error Sig. 95% Confidence Interval
Lower Upper
Bound Bound
BP_UR Less than a 1-2years _26 279 824 1,05 52
UB year
More than 21 7o+ | 195 007  -125 14
years
No -,05 ,145 ,989 -,46 ,36
1-2 year Less than a 26 279 824 _52 1,05
year
More than 21 43 205 546 | -126 40
years
No 21 ,264 ,882 -,53 ,96
More than 2 Less than a 70(%) 195 007 14 1,25
years year
1-2 year 43 295 546 -,40 1,26
No ,65(*) |,174 ,004 ,15 1,14
No Less than 2l o5 145 989 | -36 46
year
1-2 year -,21 ,264 ,882 -,96 53
More than 2
years -,65(*) | ,174 ,004 -1,14 -,15

Ho: There is no a significant difference between the time spent abroad and the
catering of the boutique pastry products for the tastes of the customers.

Hi: There is a significant difference between the time spent abroad and the catering

of the boutique pastry products for the tastes of the customers.
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With the sufficient significance, the null hypothesis is rejected that as the time spent

abroad changes the appeal of the tastes of the products change.

Table 111. ANOVA, Time Spent Abroad- Cater for Tastes
ANOVA.- one-way

Sum of Mean
Squares | df Square F Sig.
BP_ZEVKI ~ Between 2359 |3 2,436 3378 | ,020
Groups
Within 111,785 | 155 721
Groups
Total 119,094 | 158

As with the result of the Post Hoc tests, even a difference is observed in the

ANOVA, the reason behind this couldn’t be determined since with 0,1 level

significance, there is no significant difference between groups seen in the below

table.
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Table 112. Post Hoc Tests, Time Spent Abroad- Cater for Tastes

Post Hoc Tests
Multiple Comparisons

Scheffe
Mean 0 .
(1) Q) Differe 95% Confidence Interval
Dependent | YURT_DI | YURT_DI [nce (I-|Std. Upper
Variable | S S J) Error Sig. Lower Bound Bound
BP_ZEVK | Less than | 1-2 il _78 314 110 167 11
I a year
More than | -,33 ,220 ,516 -,96 29
2 years
,03 ,164 ,998 -,43 ,50
No
. Less than| ;g 314 |,110 -11 1,67
1-2 il a year
More than | ,44 ,332 ,618 -,49 1,38
2 years
81 ,297 ,063 -,03 1,65
No
Less than
More than | a year ,33 ,220 ,516 -,29 ,96
2 years
-,44 ,332 ,618 -1,38 49
1-2 year
37 ,196 321 -,19 ,92
No
Less than| o 164 998  |-50 |43
No a year
1-2 yil -,81 ,297 ,063 -1,65 ,03
More than | -,37 ,196 321 -,92 ,19
2 years
REGRESSION

Regression analysis studies the cause-and-effect relation among the independent

variables.

This relation is not based on parallel change like those in chi-square

analysis and correlation and analysis, and not so simple. The relation studied in
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regression is how a change in independent variables cause a change in the dependent
variables, and this cause-and-effect relation is tried to be determined in a model.
Another important feature of the regression analysis is that it can be applied to the

data measured by metric (interval or ratio) scale.

What will be used in the study is multivariate regression analysis. This means that
effects of many independent variables on a single dependent variable will be figured
out. The variables that are measured by interval or ratio scale and that have a cause-
and-effect relation among themselves, which will constitute a model for explaining
the dependent variable, are the satisfaction levels of the subjects regarding boutique
pastry shops and judgments about the boutique pastry shops. Satisfaction variable
will constitute the independent variable and the effects of judgments about the
boutique pastry shops on this variable and their power to explain this variable will
be analyzed. Among the methods of regression analysis, STEPWISE method will be
used. The reason for his is that stepwise method leaves out the dimensions of
judgments that don't have a significant effect on the dependent variable, the

satisfaction variable, and creates a clearer model.

Table 113. Regression - Descriptive Statics
Regression - Descriptive Statistics

Std.
Mean Deviation N

SATIS 4,16 635 159
BP

PRODUCTS 4,13 685 159
BP

PRODUCT 3,78 801 159
BP 4.16 776 159
ATTENTIVE : :

BP

PRODUCT A 4,24 823 159
BP

PRODUCT B 3,99 784 159
BP TASTE 4,08 868 159
BP MORE 3,79 964 159
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Table 114. Regression - Variables Entered/Removed (a)

Variables Entered/Removed (a)

Mode | Variables | Variables
I Entered Removed | Method
1
EIEODUC Stepwise (Criteria: Probability-of-F-to-enter <= 050,
TS Probability-of-F-to-remove >=,100).
2 BP . L . _
ATTENT StepW|§e_ (Criteria:  Probability-of-F-to-enter <= 050,
IVE Probability-of-F-to-remove >=,100).
3 BP . L vof _
PRODUC StepW|§e_ (Criteria:  Probability-of-F-to-enter <= 050,
TB Probability-of-F-to-remove >=,100).
a Dependent Variable: SATIS
Table 115. Regression - Model Summary
Model Summary
Change Statistics
Adjusted | R
R R Square | F Sig. F
Model | R Square | Square | Change | Change | dfl df2 Change
1 ,561(a) | ,314 ,310 314 71972 |1 157 ,000
2 ,616(b) | ,379 | ,371 ,065 16,372 |1 156 ,000
3 ,637(c) | ,406 | ,395 ,027 7035 |1 155 ,009

a Predictors: (Constant), BP PRODUCTS
b Predictors: (Constant), BP PRODUCTS, BP ATTENTIVE
¢ Predictors: (Constant), BP PRODUCTS, BP ATTENTIVE, BP PRODUCT B
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Table 116. Regression — ANOVA (D)

ANOVA (d)
ANOVA.- one-way

Sum of Mean

Model Squares | df Square F Sig.

1 Regression | 20,038 1 20,038 71,972 | ,000(a)
Residual 43,711 157 278
Total 63,748 | 158

2 Regression | 24,190 2 12,095 47,696 ,000(b)
Residual 39,5659 | 156 254
Total 63,748 158

3 Regression | 25,907 3 8,636 35,372 |,000(c)
Residual 37,841 155 244
Total 63,748 | 158

a Predictors: (Constant), BP PRODUCTS
b Predictors: (Constant), BP PRODUCTS, BP ATTENTIVE
c Predictors: (Constant), BP PRODUCTS, BP ATTENTIVE, BP PRODUCT B
d Dependent Variable: SATIS

Table 117. Regression - Coefficients (a)

Coefficients (a)

Unstandardized Standardized
Model Coefficients Coefficients |t Sig.
Std.
B Error Beta
1 (Constant) 2,017 ,257 7,862 ,000
BP
PRODUCTS ,520 ,061 ,561 8,484 ,000
2 (Constant) 1,575 ,268 5,874 ,000
BP
PRODUCTS ,384 ,067 415 5,708 ,000
BP
ATTENTIVE 241 ,059 ,294 4,046 ,000
3 (Constant) 1,463 ,266 5,493 ,000
BP
PRODUCTS ,312 ,071 ,337 4,371 ,000
BP
ATTENTIVE ,170 ,064 ,208 2,657 ,009
BP
PRODUCT B ,176 ,066 217 2,652 ,009

a Dependent Variable: SATIS
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Table 118. Regression - Excluded Variables (d)

Excluded Variables (d)

Partial Collinearity
Model Beta in T Sig. Correlation | Statistics
Tolerance

1 BP 152(a) 2,191 | ,030 173 891

PRODUCT ’ ’ ’ ’ ’

BP

ATTENTIVE ,294(a) | 4,046 ,000 ,308 754

BP

PRODUCT ,228(a) 3,107 ,002 241 767

A

BP

PRODUCT ,307(a) | 4,043 ,000 ,308 ,691

B

BP TASTE |,175(a) |2,325 021 183 746

BP MORE ,179(a) 2,360 ,020 ,186 737
2 BP

PRODUCT ,070(b) 1,994 322 ,080 ,795

BP

PRODUCT ,127(b) 1 1,595 113 127 ,626

A

BP

PRODUCT ,217(b) | 2,652 ,009 ,208 573

B

BP TASTE ,080(b) | 1,026 ,307 ,082 ,651

BP MORE ,114(b) | 1,510 ,133 120 ,694
3 BP

PRODUCT ,022(c) ,309 ,758 ,025 737

BP

PRODUCT ,102(c) 1,292 ,198 ,104 ,616

A

BP TASTE ,046(c) ,586 ,559 ,047 ,630

BP MORE ,051(c) ,645 520 ,052 ,609

a Predictors in the Model: (Constant), BP PRODUCT

b Predictors in the Model: (Constant), BP PRODUCTS, BP ATTENTIVE

¢ Predictors in the Model: (Constant), BP PRODUCTS, BP ATTENTIVE, BP
PRODUCT B
d Dependent Variable: SATIS

When the applied regression analysis is examined, the R Square value on model

summary table shows the expressiveness of the independent variables, that is the
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propositions, on the dependent satisfaction variable. According to this the composed
regression model explains the %40 of the changes in the satisfaction variable. In
general it is desirable that this rate would be over %50.

The variable numbers that were entered into analysis to compose the regression
model is 7. However according to the stepwise method the independent variables
that do not explain the significant change in the satisfaction variable were thrown
out and 3 independent variables were brought into the model. These are the
propositions that the products of the boutique pastry shops are of high quality, their

products are attentive and their products are hygienic.

When one looks at the significant value at the model summary table this value
shows that the model composed at %90 significance level is useable.

In order to compose the model, one should look at the Coefficients (a) table. A

model can be composed with the standardized beta values there.

Y (Satisfaction) = 1,463 + 0,337 x; (high quality products) + 0,208x, (attentive) +
0,217x3 (hygienic)
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Chapter VII.

7. Discussion and Conclusions

7.1 Discussions on Present Study

In this thesis, the research aims to find how to build the best marketing strategy for
boutique patisserie in Istanbul. This aim can only fulfilled sufficiently when the

needs of consumers and demands of producers are gathered together.

While building a marketing strategy for a business sector, defining the consumers’
needs is the most important step. As explained in the previous chapters, marketing
basically means, fulfilling the needs of consumers. Thus, in this thesis, consumer

needs of boutique pastries are defined with the help of questionnaires.

Examining the situation of business sector comes after defining the needs of
consumers. While researching about a business sector like, boutique patisseries’
management, whose limitations and position within the sector are not clearly defined
in literature, this necessary information has to be gathered from the organizations
which business sector is composed of. In-depth interviews with the executives of

boutique patisseries in Istanbul are used to gather this information.

The situation of Boutique Patisseries in Turkey and Istanbul is clearly stated
according to results of in-depth interviews. There are a very small number of
organizations, which are involved in boutique pastry business in Istanbul, and all of

them are suffering from the similar problems.
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1- Finding appropriate personnel to work with

2- Lack of knowledge about the sector within the public and also within the target
market group

3- They have to organize some supportive businesses, like giving cake-baking

courses or operating cafés embedded to their shops, to earn money.

Turkey met with Boutique Pastry Management only about a few years ago. Thus,
these problems are typical results of the newly introduced nature of sector in the
business arena, and as the years pass these problems will be resolved spontaneously.
But, if they can not build a concrete strategy about marketing themselves, the time
necessary to get to this stage will be much longer than predicted, and this will
probably cause these organizations to face problems.

Incomes of most of the Boutique Patisseries individually cannot overcome their
expenses. So, Boutique Patisseries have to organize supporting businesses to cover
their expenses. In the meantime this will cause lowering of quality of product in

Boutique Patisseries.

These supporting businesses can be sampled as; selling the necessary equipments for
boutique pastry shops, organizing baking-cooking and pastry making courses for
public and organizing special meeting as birthday parties, wedding and engagement

parties and activity organization for special days of companies.

As a short brief, nearly all of the executives and founders of these organizations
have met with the Boutique Pastry Management abroad, and all of them first want to
place the sector that they have met in practice in their own country. And also nearly
all of them have attended courses abroad, which are specially designed for Boutique
Patisseries. This shows that they all have knowledge and required abilities that the
Boutique Pastry business seeks. However, they are working as individuals within an

unknown sector in Turkey. This is the main push for them to find and apply the right
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marketing strategies and so they are delightfully helped to this research with the

information they gave in the interviews.

The research with consumers was very different from that done with producers. It
can easily be seen that consumers know what they are looking for but they are
totally unaware of what a boutique patisserie can offer. Overall, only a limited
number of people know about boutique patisseries and purchase from them. And in
general the most common profile of these people is women, who holds a university
degree or higher, working in sales and marketing sector and earning more than 2000

New Turkish Liras per month.

Before we start to build a marketing strategy, we should analyze purchasing
behaviors of consumers. The research shows that consumers have the following

order of the reasons that they shop from the boutique pastries:

e 1st preference: Quality

e 2nd preference: Special Product

e 3rd preference: Hygiene

e 4th preference: Taste

e 5th preference: Freshness

e 6th preference: Attentive Service

e 7th preference: Pleasure

e 8th preference: Accessibility

e 9th preference: Recommendation

e 10th preference: Reputation

e 11th preference: Proximity to the house
e 12th preference: Non-use of preservatives

e 13th preference: Allergy

These figures show us that consumers are mostly purchasing from Boutique

Patisseries, because their products are good quality and because of their product

specialty. As these two are known as features, which made boutique patisseries
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different and special, these first two lines of findings can be predicted. However, the
other two features of Boutique Patisseries, which differentiate them from other
mainstream pastry shops, namely special taste of their products and purchasing for

pleasure, have lower scores.

We can state that consumers are purchasing from Boutique Pastries in Istanbul
because they are counting on their job and hygiene, as being the third figure,

supports this statement.

Figures of satisfaction of customers show that, the boutique patisseries are more
preferred not because their products are tastier but because they offer better service,
better quality of products and cater more for the tastes of the customers as opposed

to the hygiene, taste and specialty of the product aspects.

And also, figures shows that consumers have the following order of preferences of

the products that they shop from the boutique pastries:

e 1st preference: Special Day Cake
e 2nd preference: Chocolate

e 3rd preference: Cookie

e 4th preference: Cheese Cake

e 5th preference: Brownie

e 6th preference: Pie

Within these preferences special day cakes are the most preferred with 66,7%

percent.

These results are also overlapping with the results of Boutique Patisseries’
preference reasons. This shows that people are shopping for their special days from
boutique pastries because of the quality of their offered products. Among these
special days, birthdays have a percentage of 76,1% of preferences for shopping for
special days.
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To conclude the discussion on the findings, results of figures show that boutique
patisseries have started to create their own market. Most of the people purchasing
from boutique pastries are satisfied by their services and this high level of
satisfaction helps them to expand their market. But they have to consider to which

direction they need to go.

Results of figures also show that consumers are not that much aware of their offered
services or why they are called “Boutique”. They are only seen as patisseries, which
produces high quality products. And their consumers are still purchasing their daily
need pastry products from other kinds of pastry shops. They do not have a concrete
place in the sector and without a good marketing strategy; they can only continue
their work as special day cake producer patisseries, not Boutique Patisseries.

According to results of findings best marketing strategy for the Boutique Pastries

will be built as stated below;

- Their main assets are pleasure and satisfaction of consumer, which they do
best. But to spread their brand, they have to take communication one lever
higher to one-to-one communication. Their work is at the last level of
customization, they are pastry shops specialized in the art of pastry and they
have to make the consumers understand this by asking their ideas on each
step of production. With this one-to-one strategy, consumers will feel special
and by this way boutique pastries will not only fulfill consumers’ needs, they
will fulfill their dreams. Each dream fulfilled means a great asset for word-
of-mount promotions and this will make each consumer a multiplier of the

other consumers.

- Their strategy on the quality of products must not be changed. However they
have to show the huge variety of products they can offer, by presenting them
in showcases or at least presenting their photographs. They have to show

consumers what they can achieve, their ‘art’, to attract them. As stated before
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Boutique Patisseries are regarded as Art Galleries among all patisseries, this

Is true and Boutique Patisseries have to act like art galleries.

- They have to be aware that they are serving a special group of people. They
are in a niche market and to aim high, they have to achieve to produce best
products for this group exclusively. They have to protect their level of

quality and they have to keep away from mass production.

7.2 Suggestions for Further Studies

The Research model, which is constructed to analyze the Boutique Patisseries’
consumer behaviors in order to build the most suitable marketing strategy for
Boutique Pastries, not only gives us the chance of building the most suitable
strategy but to understand the concept of Boutique work and the marketing of it in

Business.

Boutique work can be explained by following an example to give an opinion for

future researches.

Since the subject of this Research is based on the food and beverage services sector,

the given example will be selected from the same sector.

If we think about Starbucks, the coffee company, which have a base product of
coffee and serving this to the consumer by customizing it with different aromas or
creams added on this base product. In this case, mass customization and customized
standardization strategy will be applied. There will be a base product, a small variety
of products will present, and production is standardized to produce the same

“coffee” each time.

To go one level up in the customization, we can give an example of Divan

Patisseries. They are a good example of tailored customization. Consumer can select
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nearly all of the ingredients of product. But, still one has to obey some rules of
templates. This will develop productivity of producer but lower the consumers’

satisfaction levels.

As an example of pure-customization, neighborhood patisseries can be given.
Consumer can ask for anything as far as the producer can make and producer will
prepare the product especially for this customer. However, producer will not have
any education on Pastries and any artistic ability. And, also with the usage of lower

quality ingredients for lowering the price, their products will have lack of quality.

The top-quality of production will be exampled by Boutique Pastries like Le Sucre.
In Boutique Patisseries to produce superfine products with artistic values, best
products will be used by an artist of pastry. This will cause an ultimate satisfaction
of consumers but for a higher price rather when compared to other Patisseries. They
have to use a very different marketing strategy like, combination of marketing of art,

services marketing and pure customization.

Pure customization strategy and artistic values of its products give a great advantage
to Boutique Pastry Shops but also they make the marketing difficult due to their
unique status in Pastry Business Sector. Likewise, other companies who work in a
boutique style, in other business sectors have to develop marketing styles of their
own to be successful and survive. Boutiqgue Companies in other sectors can be
studied a further research. In addition, phenomenon of Boutique marketing can be

studied to have a wider look to Boutique Business.

In this study, demographical background of consumers and market position of
Boutique Pastries in Istanbul is analyzed to find a best marketing strategy for them.
However, this marketing strategy can vary in each city in the world because of
variety in the demographical background of consumers. Therefore, another topic for
further studies can be a comparative study of researching the variety on the
marketing strategies depending on cultural and other aspects, among Boutique

Pastries in Istanbul and other cities of world.
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According the results of this study customization holds a very important role in
Marketing of Boutique Pastries. Thus, customization practices of boutique pastries,
varieties and limits of them and effects of changing customer expectations on these

customization practices can be studied as a further and complementary research.

Lastly, this study can be repeated in the future, in order to observe the time affect on

the case of study.
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Appendix A

BUTIK PASTANELER UZERINE BiR ANKET GALISMASI
1. Butik pastanelerden hangi siklikla aligsveris yapiyorsunuz?

[ Hergiin [Haftada birkac kez [ Haftada bir kez [ 15 giinde
bir kez

[] Ayda bir kez [] Diger

2. Hangi 6zel glinlerde butik pastanelerden alisveris yapiyorsunuz?(En ¢oktan aza
dogru derecelendiriniz 1-2-3-...)

Dogum gunu [ Anneler gunu O Babalar giinu O Sevgililer
[] gunu, Dugln-nisan vs. [] Diger

3. Butik pastane aligveriglerinizi daha ¢ok kimin igin yaparsiniz? (En goktan aza dogru
derecelendiriniz 1-2-3-...)

[ Kendim I:|Ailem [ Misafirlerim IjZiyaret [ Diger

4. Bir butik pastaneden alisveris yapacaginiz zaman sadece pasta mi aliyorsunuz,
yoksa kurabiye, tatli gibi ek Grtinleri de degerlendiriyor musunuz?

Sadece pasta siparisi veriyorum O Diger Urunleri de degerlendiriyorum

5. Butik pastanelerden aldiginiz Grinleri 6nem sirasina goére siralayiniz? (en énemli 1
sonra, 2. ve 3. seklinde)

[]Chesse Cake []Browni [] Ozel giin pastasi
L] Kurabiye |:|Cikolata O Turta DDiger

6. Butik pastane disinda alisveris yaptiginiz bagka pastane var mi? Litfen nedeniyle
birlikte belirtiniz.

L] Evet var, gunkl :  [] Evime yakin [] Buyuk bir marka [] Urdnleri kaliteli
[] Diger [] Hayir, yok

172



7. Butik pastanelerden aldiginiz Grtinlerden duydugunuz memnuniyeti 1 ile 5 arasinda
bir numarayla degerlendirir misiniz?

Cok memnunum | memnunum | Ne memnunum ne | Memnun hi¢c memnun
de memnun degilim | degilim degilim
5 4 3 2 1

8. Butik pastaneleri tercih etmeniz nedenleri nelerdir? Sizin i¢in en dnemli neden 1
numara olmak lizere segenekleri numaralandiriniz.

[ Kalite [ Bilinirik [] Tavsiye []Erisim kolayhg [] Uriin gesitliligi [

Hijyen

O Ozenli Hizmet [] Ozel Uriinler bulabilmek [] Alerji [Lezzet n
Tazelik

] Zevk ] Evime Yakin ] Katki Mad. Kullaniimamasi ]
Diger

9. Butik pastanelere hangi yollarla ulagmayi tercih edersiniz?(Siralayiniz)

Llinternet [ Telefon [ Servis [ Kendim gitmek isterim [
Diger
10.
Kesinlikle Katilyorum | Ne katihyorum Katilmiyorum | Kesinlikle
Katiliyorum ne de katilmiyorum Katiimiyorum
B. Past. aldiginiz 5 4 3 2 1
Urdnler kalitelidir
-B. Past.urln cgesitleri 5 4 3 2 1
yeterlidir.
B.Past.6zenli hizmet 5 4 3 2 1
verilir,
B.Past.lrlnler 6zeldir 5 4 3 2 1
-B.past.urlnler 5 4 3 2 1
hijyeniktir.
B.Past. Urlinler zevkime 5 4 3 2 1
daha ¢ok hitap eder.
B.Past.lrlnler daha 5 4 3 2 1
lezzetlidir.
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11. Yasiniz?

[] 15-25 [] 25-35 [] 35-45 [] 45 ve Ustl
12. Cinsiyetiniz?

L1 Kadin L1 Erkek
13. Egitim durumunuz nedir?

[

O Lise mezunu O Lisans O Lisans uUstu (Yiksek Lisans/Doktora)
Diger

14. Medeni durumunuz nedir?

L] Evii L] Bekar

15. Cocugunuz var mi?
L1 Evet [ Hayir
16. Calistiginiz sektor?
O Finans O Satis-Pazarlama O iletisim-Organizasyon

O Saglhk |:lEgitim O Ev hanimi O Ogrenci [ Diger...
17. Aylik geliriniz hangi aralikta yer aliyor? (Ytl olarak)

[] 1000-2000 [] 2001-3000 [] 3001-4000 []4001 ve
ustl

18. Yasadiginiz semt?

19. Yurt diginda yasadiniz mi?

[] Evet, 1yildanaz [] Evet, 1-2 yIl ] Evet, 2 yildan fazla ]
Hayir
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Appendix B

BOUTIQUE PATISSERIE QUESTIONNAIRE

1. How often do you use a boutique patisserie?

[] Every Day

[ ] A few times per week
[ ] Once a week

[_] Every fortnight

[ ] Once a month

[] Other

2. On which special days do you use a boutique patisserie? (Please rate from
most frequent to least frequent in order 1-2-3-...)
[] Birthdays
(] Mothers Day
[_] Fathers Day
[] Valentines Day
[] Wedding-Engagement
[ ] Other

3. for whom do you shop from boutique patisseries? (Please rate from most
frequent to least frquent in order 1-2-3-...)
[ ] Myself
[ ] My family
[ ] Guests
[ ] Visits
[ ] Other

4. When you shop from a boutique patisserie do you purchase only cakes, or do
you also purchase biscuits and deserts?
[]1only order cakes
[_] I also consider other products

5. Please list the products you buy from boutique patisseries in order of
importance (most impotant 1, etc)
[] Cheesecake
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[ ] Browny
[ ] Special Occasion cakes

[ ] Cookie
[ ] Chocolate

[ ] Tart
[ ] Other

6. Do you shop at any other patisseries apart from boutique patisseries? If so
please supply the reason.

[ ] Yes, because:

[] Its near my home

[ ] Its a well-known brand / chain
[_] The products are good quality
[] Other

[ ]No

7. Please rate your level of satisfaction with boutique patisseries from 1 to 5

Very satisfied | Satisfied | Neither satisfied or | Not satisfied |Not at all
dissatisfied satisfied

5 4 3 2 1

8. What are your reasons for preferring boutique patisseries? Please rate the

most important as 1:
[] Quality [] Reputation [] Recommendation [ Ease of Location
L1 Product Variety [ Hygiene

[1 Painstaking Service [] Possibility to find special products]Allergic
[J Reasons [0 Taste Freshness

[] Preference 1 Near to where I live ] No use of
L1 Additives Other

9. How do you prefer to contact with boutique patisseries?(List from 1-5, most

to least frequent)
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] Internet ] Telephone [] Service 0 My myself
[1 Other
10.
Definitely | Agree Neither agree nor | Don’t agree | Definitely
Agree disagree don’t agree
Products bought from 5 4 3 2 1
B. Past. are good
quality
The variety of products 5 4 3 2 1
at B. Past. is sufficient.
B.Past.give careful 5 4 3 2 1
service.
Products from 5 4 3 2 1
B.Past.are special
Products from 5 4 3 2 1
B.past.are hygienic
B.Past. products suit 5 4 3 2 1
my tastes better.
B.Past.products are 5 4 3 2 1
tastier.
20. Your age?
[115-25 [ 25-35 [1 35-45 [ 45 and above
21. Sex?
[l Female L] Male

177




22. Education status?
[J High School

23. Marital Status?

] Married 0 Single
24. Do you have children?
L1 Yes [1No

25. Which sector do you work in?

Finance Sales-Marketing

[ Health [

Education

26. Monthly income bracket? (Ytl)

] 1000-2000 ] 2001-3000

27. Area of residence?

28. Have you ever lived abroad?

] Yes, under 1 yea] Yes, 1-2 years
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I University [ Master/Doctorate

O House Wife

L1 Other

Communication-Organization

O Student [IOther...
[]3001-4000 []4001 and
above

[] Yes, more than 2 years [JNo



Appendix C

Interviews with Boutique Pastries

List of Interviews

Interview.1
Interview.2
Interview.3
Interview.4
Interview.5
Interview.6
Interview.7
Interview.8
Interview.9
Interview.10
Interview.11
Interview.12
Interview.13
Interview.14

Interview.15

Senem Betil
Tu-ta

Orange Cake
Foodie

Dolce
Arkadas Pasta
Butterfly
Cocolate

Art Cafe
Nady’s
Sweady
Mesut [lgim
Baylan Pastanesi
Osman Serim

Ibatech Fuan
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Interview 1 SENEM BETIL

Senem Betil, Galatasaray Lisesi’ni bitirdikten sonra A.B.D.’de Washington
Georgetown Universitesinde uluslar arasi iliskiler egitimi almis. Aklinda hep
pastacilik oldugundan A.B.D’den dondiikten sonra Fransa’da Le Cordon Bleu’da
pastacilik egitimi aldiktan sonra Istanbul-Kavacik’ta ilk pastanesini agmis ve daha

sonralar1 Bebek ve Tesvikiye olmak {izere ikinci ve {i¢iincii butik subelerini agmis.

e Butik pastacilik nedir?

Kisiye 6zel pasta yapmak demektir. S0yle aciklayabilirim; konfeksiyon ve terzi. Bir
ceket yaptirmak istiyorsunuz terziye gidiyorsunuz her seyiyle size 6zel bir ceket
yapiliyor ve bu bir baskasinda sizde durdugu gibi durmuyor; gégsii dar geliyor
kapanmiyor, belim sizden kalin oluyor kapanmiyor, ¢iinkii sizin i¢in dikildi. Ama
konfeksiyonda oyle degil, bir iiriinden ¢ok sayida dikiliyor ben de gidiyorum onu
aliyorum, siz de gidiyorsunuz bunlardan aliyorsunuz. Butik pastacilik da terzilik
gibi, her seyiyle size 6zel bir pasta yapiyoruz, sizin hayalleriniz sizin zevklerinize
gore. Bu isi seri imalat halinde yapanlar var Pelit pastanesi, Divan pastanesi bunlar
bliyiik ve basarili zincirler. Bunlarda bir pastadan binlerce ¢ikiyor veya siz 6zel bir
giiniiniiz i¢in buraya gittiginizde sizin Oniiniize bir katalog sunuluyor “buradan se¢”
deniliyor. Ayn1 pastay1 sizin komsunuz da ablaniz da ¢ocugu icin yaptirmis olabilir.
Halbuki bizde fark soyle oluyor: “Siz ne istemiyorsunuz? Hayalinizdeki pastayi
anlatin ben size onu yapacagim ve aynisini bir daha yapamam ¢ok zor. Siz orda bana
arkadaginizla ilgili bir espri anlatiyorsunuz bir daha o espriyi kim nasil yakalayabilir
ki o aranizda bir sey oluyor. Dolayisiyla bu isin terziligi derken bunu anlatmaya
calistyorum. Ha tabi ne oluyor miisteri geliyor ben bu pastanin aynisini istiyorum
diyor yapmiyor musunuz yapiyorsunuz ama o bir tekrar oluyor. Insanlar gérdiikleri
seyden hoslantyorlar, siparis vermek yerine bundan istiyorum diyor, biliyor ki

c¢ikacak sonu¢ onunla ayni olacak.
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e Peki kavram olarak diisiindiiglimiizde butik pastanelerde bir pastadan giinde
sadece bir tane iliretmek, satacaginiz kisiyi gérmeden kendinizce orijinal bir

pasta hazirlayarak bunu vitrine koymak da butik pastacilik olur mu?

Hayir, bence bu butik pastacilikla ilgili degil, bu ne demek siz kiigiik bir
isletmesiniz. Bu sizin trafigin ile kapasitenizle ilgili. Sizin trafiginiz diger biiyiik
pastaneler gibi olmuyor, Pelit’e 100 kisiye giriyorsa size 25 kisi giriyor. Dolaysiyla
ben o pastadan 10 tane yapacagima 2 tane yapiyorum ki mal elimde kalmasin. Ama
digerleri seri iirettiklerinden bir tane daha bir tane daha satabiliyorlar ama ben 2 tane
oldu mu tamam diyorum, bitti. Dolayistyla bu siiriimle ilgili bir sey; ¢iinkii ben mal1
taze yapiyorum, onlar da taze tabi ama dedigim gibi siiriimle, sirkiilasyonla alakali.
Butik pastane dedigim gibi kisiye 6zel olmali. Adam artyor benim oglumun alerjisi
var diyor., hicbir siitlii irlin istemiyorum diyor. Siz bunu hangi pastaneye
anlatabilirsiniz ki, ustanin elinde belli bir regete var. Ben bunun igine siit
koymazsam ne koyacagim ki der. Simdi bize Oyle miisteri geliyor ki siit
istemiyorum, yumurta istemiyorum diyor, una alerjisi oluyor. Simdi ben butik pasta
yapiyorsam bir kereye mahsus olarak isin i¢cinden bu iirlinleri ¢ikarip yerine baska

seyler koyup bunu yapmak durumundayim ki miisteriyi memnun edebileyim.

e O zaman butik pastaciligin temel farklilig: tirtinlerin 6zelligi diyebilir miyiz?

Kesinlikle. Zaten s0yle bir sey oluyor. Diyorlar ki bana sizin iirlinleriniz piyasaya
gore daha yiiksek. Evet, ama bunun bir bedelinin olmasi gerek. Simdi sen bana gelip
beyaz un istemiyorum, soya unu istiyorum diyorsan ben peki diyorum, i¢ine krema
koyma diyorsan koymuyorum. Ama bunun bana bir maliyeti oluyor. Ben soya un
elimde tutmuyorum, sadece senin i¢in soya unu aliyorum, kisiye 6zel bir {iriin i¢in o
mali aliyorum. Bununda elbette ki bir maliyeti olacak. Ornegin alerjisi olan ¢ocuklar
oluyor. Bana geliyorlar “benim ¢ocugumun yumurtaya alerjisi var, yumurtasiz pasta
istiyorum.” Bu durumda ben de ona gore malzeme kullaniyorum, ayni tadi aym
lezzeti vermek icin. Ben sadece senin ¢ocufun igin yapiyorum bu pastayi,
yumurtasiz ve lezzetli. Dolayisiyla butik pastaneler pahali deniyor ama bunun

altinda yatan nedenlere de iyi bakmak gerek, burada biz farkli iiriinler iiretiyoruz,
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misterinin istedigi triinleri yapiyoruz. Diger taraftan hangi zincir pastanede
yumurtasiz pasta bulabilirisiniz? Oraya gidip bunu sdyleseniz “Valla benim elimde
olanlar bunlar abi” diyecek sana. Ozellikle ¢ocuklarin dogum giinlerinde bu tiir

durumlarla karsilasiliyor.

e Peki Tiirkiye’deki butik pastacilikla disaridaki sartlart karsilastirdiginizda

Tirkiye’nin avantajlar1 ve dezavantajlari neler?

Dezavantajlarin1 sdyle siralayabilirim: bir kere Tirkiye’de ayni kalitede iiriin
bulmak ¢ok zor. Bir {iriinii altyorsunuz ertesi giin gittiginizde aldiginiz sey baska bir
sey oluyor. Gramaj1 farkli oluyor, tad1 baska oluyor bu isi ¢ok zorlastirtyor. Sen bir
kere o ilk aldigin iiriine gore her seyini hazirliyorsun ona gore diizenliyorsun ve
malzemeyi ekliyorsun diin yaptigin seyle alakasi olmayan bir sey ¢ikiyor karsina.
Soyle diisiiniin yumurtalarin gramaji tutmuyor! Olabilir mi bdyle bir sey? Kimyager

gibi her seyi dl¢iip bicerek yapmak zorundasiniz.

Sonra iirlin ¢esitliligi yok. Gida boyasi, vanilya, esans gibi iiriinlerin kalitelisini
bulamiyorsunuz. Vanilya diye satilan seyi ben miimkiin degil pastalara koyamadim
uzun bir donem. Chedar peyniri bulmak i¢in dolastigim oldu. Cheese cake
yapacagim, ama ortalikta chedar peyniri diye satilan sey gercegiyle hic¢ alakasi
olmayan bir sey. Ornegin bir gocugun dogum giinii igin pasta yapiyorsunuz, mavi
araba seklinde bir pasta. Bakiyorsunuz pastayr yiyen herkesin iki dilimden sonra
agz1 ylzii maviye boyanmig! O zaman ne diyeceksiniz insanlara? Trajik bir durum,
rezalet yani! Sadece bunlarda da degil, bir mum aliyorsunuz mum yandiktan iki
dakika sonra eriyor, her yer mum oluyor. Bizim bu siislemeler i¢in kullandigimiz
malzemeler de 6zel malzemeler, dyle oluyor ki bazen istedigim kalitede ambalaj

kagidi, kurdele bile bulamiyorum.

e Bu tiir durumlara karsin 6rnegin istediginiz kalitede iiriinlerden disaridan alip

burada bir depo gibi bir sey olusturmak anlamli olmaz mi?
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Tabi anlamli olur, eger bir siirii ithalat giimriik vesaire prosediiriinii asabilirseniz.
Ben her yurt disina ¢ikisimda bavul bavul mum, kurdele, boya tagiyorum ama o da
bir yere kadar. Toplu almaya kalktiginizda giimriige takiliyor, aylarca orada
bekledigi oluyor. Ama yavas yavas bunlar asiliyor, simdilerde ilk basladigimiz
zamana gore daha az sikint1 ¢ekiyoruz, insanlar da piyasadaki talebe goéz Oniine

alarak artik daha bilingli mal getiriyorlar.

e Evet, bu biiyiik bir dezavantaj sektoriin gelisimi agisindan.

Siiphesiz Oyle. Bir diger sorun ekonomik dengesizlikler. Ben buray: actiktan birkag
ay sonra kriz oldu, hadi oradan yirttik, toparlaniyoruz derken bir kriz daha! Bu tiir
istikrarsizliklar ig¢inde bir seyler yapmak, bir seyleri oturtmak gereginden fazla
zaman aliyor, maliyeti harcanan enerjiyi her seyi bosa gotiiriiyor. Bir de tiiketici
tarafi var bu isin tabi. Alim giiciinii diisiiriiyor. Adam krizden Once her seyi
diizgiinken haftada bir arkadas toplantisi yaptiginda, bir yere gittiginde pasta siparis
veriyordu, ama bir sabah uyaniyor parasinin yarisi batmis! E haliyle o zaman ne
oluyor, bu aksam bir yere gitmeyelim, pastasiz olsun, dogum giiniinii bu sene
kutlamayalim gibi sonuglar doguyor. Yani insanlar bir tiirli kendilerine
gelemiyorlar. Yurt disinda durum ¢ok daha farkli, orda adamin nasil yasadig
standard1 her seyi belli, alim giicti yiiksek. Elbette dar olan bir grup da var ama
bizdekine oranla ¢ok daha kiictik.

e Boyle siralandiginda durum olduk¢a vahim goziikiiyor, hi¢ mi avantajimiz

yok?

Olmaz mi1? Bir kere Tiirkiye ¢ok hizli gelisen bir yapiya sahip, geng niifusun orani
cok yiiksek, insanlar umut dolu. Bugiin kriz oluyor adam yerle bir oluyor ama
hemen yeni sartlara uyum saglayabiliyor. Birkag¢ hafta eski yasamindan uzak kaliyor
ama sonunda “Aa yeter, bu da bir yere kadar!” diyip gene basliyor yasamaya!
Diisiiniin buras1 5-6 senede bir krizin oldugu bir {ilke, ama insanlar gene bir sekilde
mutlu olmayi basariyorlar. Bu ¢ok biiyiik bir avantaj. Bir biiylik avantaj da piyasanin
a¢c olmasi. Nerde yeni bir seyler gorseler hemen onunla ilgileniyorlar, merak
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ediyorlar, deniyorlar. Yeniliklere ¢ok acik bir memleketiz, yeniliklere acik ve aciz.
Bir yerde yeni bir sey acildiginda gidiyorlar deniyorlar, yeni bir pasta
koydugumuzda vitrine o satiliyor, insanlarin aklinda hadi bir de bunu deneyeyim
diisiincesi var. Bu da bizim isimizi kolaylastiran ve siirekli olarak kendimizi
yenilememizi saglayan bir sey oluyor. Durmadan ayni seyleri ¢ikardiginizda insanlar
sikiliyor hep aymi seyleri gormekten, degisik seylerle ilgiyi siirekli beslemek

gerekiyor.

e Soylediginiz gibi bu sektor siirekli degisen, gelisen farkli ve renkli bir alan.
Buna uyum saglayacak elemanlar1 nasil buluyorsunuz? Ciinkii bildigimiz

kadariyla her usta bu iste calisamaz.

Eleman sikintis1 biiyilk sorun bizim i¢in. Derdinizi anlatacaginiz insanlar
bulamiyorsunuz karsinizda. Mesela adam geliyor, senelerce o isi goz karariyla
yapmis, ¢ iyi de yapmis. Simdi sen karsisina ¢ikip diyorsun ki “hayir dlgeceksin,
tartacaksin” haliyle adapte olamiyor, 6l¢tiigii isi de bastan savma yapiyor. Ya da seni
hi¢ dinlemiyor, gene kendi bildigini yapiyor. Bir de erkek ustalarda o6zellikle soyle
bir mantik var “senden mi 6grenecegim?” mantigl. Bir kadinda bir seyler 6grenmek
agirlarina gidiyor. Onlarla konusurken bir seyle anlatirken dogru bir dil kullanmak
gerekiyor. Buna ragmen alayli ustalarla ¢aligmanin biiylik avantajlar1 da var;
digerlerine gore cok daha seriler, hizli ¢alisiyorlar. Tabi gecis doneminde biraz
sikintt yasiyorsunuz ama, zamanla taglar yerine oturduk¢a alayli elemanla

calismanin daha biiylik avantaj oldugunu goriiyorsunuz.

e Peki bu acidan baktigimizda birlikte calisacaginiz elemanlar1 segerken

ozellikle neye dikkat ediyorsunuz?

Yenilige acik olmasina! Bu usta konusunda bdyle bir de satis eleman1 konusunda
yasanan sikint1 var. Sizin satis eleman1 olarak aldiginiz kisi miisterinin karsisinda
sizi temsil ediyor. Edebilecek nitelikte birini bulmak zorundasiniz. Simdi siz benim
Nisantasi’ndaki subeme gittiniz, oradaki satis elemanini muamelesini begenmediniz,
yarin bir giin arkadaslarmiza bunu anlatirken ne diyeceksiniz? “Senem Betil ¢ok
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kotii!” yani aslinda burada benim adim var ortada, kimse orada calisan insana
bakmiyor, Senem Betil diyor. Dolayisiyla bu daha biiyiik bir sorumluluk getiriyor.
Sectiginiz eleman belli bir egitim ve gorgii almis olmali. Ama iste bizde ciddi bir
egitim problemi var. Egitimiyle ilgili en kii¢lik bir avantaji olan kisi hemen havalara
giriyor, sanki kii¢iik daglar1 o yaratti. Arka arkaya bir siirli sart siralaniyor, cumartesi
calismam, saat altida ¢ikarim, sOyle isterim boyle isterim. Tahmin edemeyeceginiz

bir ukalalik, bir tatminsizlik. Biitiin bunlar isi daha da ¢ikmaza sokuyor elbette.

e Siz basladigimizda nasil bir tanitim stratejisi uygulamistiniz? Su an

izlediginiz pazarlama veya reklam stratejisi var mi1?

Ben basladigimda, simdi diisiindiigiimde cok komik geliyor ama, bir mailing
yapmistim. 500 kisilik filan bir mailing yapmistim, bu rakam kisa bir siire sonra
1500 ¢ikt1i. Ama tabi bu ¢ok fazla bir sey saglamadi bana. Taninma isi zamanla oldu.
Basinin da bunda rolii biiylik. Zaten farkli bir alan oldugu i¢in dogal bir egilimi
vardi basinin, insanlar da gazetelerde gordiik¢e gelip lriinleri tatmaya basladikca

yavas yavag yer edindik. Ama 6zel bir pazarlama veya reklam yapmadim.

e Bu anlamda baktiginizda subelesmeyle ilgili olarak ne sdyleyebilirsiniz?

Tabi subelesmek ulasilabilirligi arttirdiglt icin ¢ok Onemli, sizin daha c¢ok
taninmanizi da sagliyor. Bu bakimdan bir avantaj. Ama diger taraftan da isinizi
zorlastirtyor, daha fazla bdliinmenize neden oluyor. Simdi benim buranin disinda
Etiler’de ve Nisantasi’nda iki subem daha var, ama ben isleri buradan yiiriitiiyorum,
hepsine birden yetismem miimkiin degil. Giinlin biiyiikk cogunlugunu burada
gecirdigim halde oralara gonderilecek malzemeyi diizenlemek, islerini takip etmek
mevcut isi bile aksatabiliyor. Dolayisiyla sube sayisini ¢ok iyi ayarlamak gerek,
benim i¢in bu kadar iyi Ornegin, daha fazlasi oldugunda yapilan is bir seye
benzemez, o zaman zincir pastaneler gibi seri liretim tarzi bir sey yaparsiniz, butik

pastane olamazsiniz yani.
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e Bir butik pastanenin tanitimimi ve pazarlamasimni diisiindiigiiniizde hangi

faktorlere 6zellikle dikkat edilmesi gerektigini sOyleyebilirsiniz?

Calisanlarin gériinlimii, egitimi, sube sayisi, subelerin yeri ilk aklima gelenler.
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Interview 2 — TU-TA

Tuta Hakkinda

Aylin ve Aysen Hacaloglu kardeslerin mutfaga olan tutkular1 onlar1 tu ta’da
bulusturdu. Ulkemizin her gecen giin hizla batiya agilmasi ve insanlarin farkli
lezzetlerle tanismalari, yurtdisindaki tatlar1 Tiirkiye’de de yaymak isteyen Hacaloglu
kardeslerin projelerinin ¢ikis noktasi oldu. Aysen Hacaloglu’nun halihazirda tutkusu
olan pastaciligin egitimini yurtdisinda alirken hayali Tirkiye’de Bakery agmakti.
Uzun siire reklam sektoriinde ¢alisan Aylin Hacaloglu’nun ise mutfaga olan tutkusu

her zaman siirdu.

Aysen Hacaloglu yurtdisindaki egitimini tamamladiktan sonra Tirkiye’ye dondii ve
Aylin Hacaloglu ile 1995 yilinda Gayrettepe’de tu ta’yr hayata gegirdi. Onceleri
batinin sevilen iriinlerini uygulamaya baslayan Hacaloglu kardesler bunlarin
arasindan bazilarinin ¢ok sevildigini bazilarinin ise Tiirklerin damak zevkine
uymadigini fark ederek talep goren iirlinlerden bir yelpaze olusturdu ve temel iiriin

ve konseptlerine karar verdi.

Dokuz yil islettikleri Gayrettepe tu ta’da miisterilerine yalnizca paket hizmeti veren
Hacaloglu kardesler, her gecen giin bir adim daha ileriye gidebilme ilkesi ile
misterilerinin talep ve beklentilerini tek tek degerlendirdi. Bu siire¢ icerisinde en
yogun talebi Bakery Cafe’nin gordiigiinti fark ederek miisterilerin bu istegini yerine
getirmeye karar veren kardesler olabilecek mekan ve semtlerin arastirmalarini
yaptiktan sonra kozmopolit bir bolge olan Taksim’i segti. Kurulusun ve tasarimin en
ince ayritisina kadar ilgilenen Hacaloglu kardesler, basarili bir ¢aligmanin ardindan
Taksim’de lezzetin temizlikle, nezihligin rahatlikla bulustugu tu ta Bakery Cafe’ye
hayat verdi.

Hacaloglu kardesler kendilerine has regeteleriyle hazirladiklar1 ev yapimi gibi
tirtinlerle tu ta lezzet solenini yaratarak her zaman tu ta’y1 rakiplerinden ayr1 tutmay1

basardi.
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Aysen Hacaloglu 1968 istanbul dogumludur. Liseyi bitirdikten sonra egitimine
Ingiltere'de London City College'da otel ve restoran yoneticiligi ile devam etti.
Londra'da degisik otellerde calisti. Tirkiye'ye dondiikten sonra Pizza Hut'n
acilisinda, Klasis Otel'in agilisinda ve Ciragan Palace Kempinski'nin degisik
birimlerinde garsonluktan barmenlige, asciliktan banket ofise kadar degisik
gorevlerde bulundu. Daha sonra, 1992-1994 yillar1 arasinda New England Culinary
Institute'te (NECI) ascilik ve mutfak yonetimi egitimi aldi. Washington DC'de
Grand Hyatt otelinin biitiin mutfak bdliimlerinde ve muhasebesinde calisti.
Tiirkiye'ye dondii ve The Plaza Hotel'de banket satis miidiirii ve yiyecek igecek
midiir yardimcisi olarak gorev yapti. Pastacilik 6zel ilgi alanina girdigi i¢cin 1995
yilinda kiz kardesi Aylin Hacaloglu'yla birlikte Avrupa lezzetleri sunan ve
perakende satis yapan ilk pastanelerini actilar. Bu arada bazi seckin restoranlara
monli danismanligt ve Yayla firmasiyla pasta kitabi c¢alismasi yapti. 2004

sonbaharinda ikinci cafe - pastanelerini Beyoglu'nda actilar.

e Butik pastaciligin Tiirkiye’deki gecmisine baktigimizda ¢ok fazla geriye
gidemiyoruz. Bu kisa ge¢misi dikkate aldigimizda 1995 oldukga erken bir

tarih goziikiiyor. Siz ‘95’te bu isi yapmaya nasil karar verdiniz?

6 aylik bir ¢aligma yaptik. Ben zaten bu isin i¢inden geliyorum, kardesim de reklam
isiyle ugrasiyordu. Ben Amerika’dan geldikten sonra bdyle bir sey diisiindiik,
Tirkiye’de olmayan bir seydi. Bir siirii pastane vardi ama butik pastane yoktu.
Simdi butik pastane adii nereden aliyor? Isin, pastanin 6zel olmasindan aliyor. O
donemde herkes ayni isi yapiyordu, iiriinleri ayiran kullanilan malzemenin kalitesi
oluyordu. Kimisi daha kaliteli malzeme kullaniyordur onun i¢in tercih edersiniz,
kimisinin daha ¢ok siirlimii vardir, daha ucuzdur, onun i¢in tercih edersiniz veya
kimi size daha yakindir, kimi uzaktir tercihinizi ona gore belirlersiniz. Yani siradan
pastaneleri birbirinden ayiran farklar miisteri agisindan boyleydi, iiriinler agisindan
ciddi bir cesit farkliligi yoktu. Iste butik pastane farkliligi burada basliyor.butik
pastanede her yerde bulamayacaginiz 6zel iirlinler, farkli {irlinler bulursunuz onun
icin tercih edersiniz. Butik pastanede normal bir ekmek bulamazsiniz, damak

tadimza gore farkli cesitlerde ekmekler bulursunuz. Dolayisiyla hem {iriin olarak
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hem goriiniim olarak farkli bir konsept sunar butik pastane. Iste biz ‘95’te bu ise

karar verdigimizde boyle bir sey yoktu ve biz bagladik.

e O donemi diisiindiiglimiizde rakipleriniz zincir pastaneler olarak goziikiiyor
ilk etapta. Nasil bir fizibilite calismas1 yapmistimiz? Ongdriileriniz nelerdi? O
déonem icin cesurca sayilabilecek bir karar bu, mnasil altindan

kalkabileceginizi diisiindiiniiz?

[k olmanin avantajiyla basladik bu ise. Elbette alisilagelmisin disinda bir seyi kabul
ettirmenin, denmelerini saglamanin zorluklarmi yasadik. Insanlar sabah kahvaltida
pogaca yemeye alismislar, bize geldiklerinde de pogaca istediler, biz onlara pogaga
yok dedik ve krokani anlattik. O da pogaga razi fakli bir lezzet. Uriinler farkli olunca
fiyatlar da farkli oluyor tabi. Bu da bir dezavantaj. Kdsedeki pastaneyle ayni fiyata
iirlin satamazsin, iiriinlerin farkli, daha kaliteli. Dolayisiyla ilk etapta miisterilerimiz
yurt disindan gelmis, ya da bir donem orda yasamis, bizim ne yaptigimizi bilen bir
kitleden olustu. Onlar fiyatlar1 da normal karsiliyorlardi, {irlin kalitesini bildikleri
icin. Oyle zamanlar oldu ki bir {iriinii almak isteyip de parasi yetmeyen
miisterilerimiz oldu. Boyle kiigiik parcalarda degil ama, 6rnegin diigiin pastalarinda
yasadik bunu. Adamcagiz geliyor, begeniyor pastayi, almak istiyor, ama fiyati ¢ok
yiiksek geliyor. Tabi bu tiir pasta siparisleri daha c¢ok kiiclik diiglin yapmak
isteyenlerde oluyor. Iste bahce diigiinii, yatta, aile arasinda bir restoranda bir seyler
yapmak isteyenler bize pasta siparisi veriyorlar. Biiyiikk otellerde olan diigiinlerde
zaten pasta hediye oluyor. Dolayisiyla bizim diiglin pastast verdigimiz
miisterilerimiz bu gruba gore geliri biraz daha kisith insanlar oluyor, ama belli bir
kiiltiir almis 6zel bir kesim ayn1 zamandan da. Bu nedenle ilk basladigimizda bizi

endiselendiren riskler pek gergeklesmedi.

e Genelde butik pastaneler butik pastacilikla birlikte bagka alanlarda da
faaliyet gosteriyorlar, organizasyon, cafe isletmeciligi gibi, siz boyle bir seye

gerek gordiinliz mii yoksa sadece butik pastaci olarak mi1 basladiniz?
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Butik pastacilikla bagladik. Butik pastacilik zaten 6zel pastalari, diiglin pastalarini da
igeriyor biz bagka bir seye gerek goremedik.

e Malzeme se¢imini nasil yapiyorsunuz? Tiirkiye’deki iiriin kalitesi yeterli

seviyede mi, aradiginiz malzemeyi bulabiliyor musunuz?

Basladigimizda Tirkiye’de aradigimiz malzemeleri bulamiyorduk, boya, pudra
sekeri gibi malzemeleri disaridan getiriyorduk. Simdi istedigimiz kalitede

malzemeyi bulabiliyoruz.

e Butik pastacilikta kaliteyi tutturmak ve istikrar1 saglamak cok onemli. Bu
anlamada malzeme se¢imi kadar personel se¢imi de ¢ok onemli. Siz personel

secimini nasil yaptyorsunuz?

Pastacilik baska bir istir, ascilik baskadir. Tiirkiye’de ustalar genelde alayli ve ¢ok
dar kafalilar. Bazilar1 regeteyi okumay1 bile bilmiyorlar, bilmedikleri gibi 6grenme
istekleri de yok. Ben yeni bir seyler 6greneyim de dosyami genisleteyim gibi bir
diisiinceleri yok. Daha c¢ok hamuru agayim hemen gideyim mantigindalar.

Yaraticilik katmiyorlar ise, bildiklerini yapiyorlar.

e Peki bu sikintiy1 nasil ¢ozebiliyorsunuz?

Bu aslinda deneme yanilma yoluyla oluyor. Daha ¢ok, 6§renmeye hevesli insanlari
seciyoruz. Tabi biiyiik otellerde {inlii pasta ustalariyla ¢alismislarsa eger bu hem
onlar i¢in hem de bizim i¢in biiylik avantaj, ufuklar1 daha genis oluyor, en azindan
neden bahsettigimizi anliyorlar. Biiyiik ustalarla c¢alisabilecek, onlarin masraflarini
karsilayabilecek bir durumumuz yok tabi, ancak iste bir donemini bdyle ustalarla

gecirmis kisileri segmek avantajli oluyor.
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e Erkekler ascilikta daha ¢ok karsimiza ¢ikiyor, ama pastacilikta bayanlar
gorliiyoruz, bunu nedeni kadinlarin ayrintilar konusunda daha becerikli

olmalart m1?

Yo aslinda boyle bir ayrim yapmak pek dogru olmaz. Cok iyi erkek pasta ustalari
gordiim. Erkeklerle yasanan sikint1 daha ¢ok kadinlarin soziinii dinleme konusunda
yarattiklar1 sikintt. Ornegin calisirken biz yeni bir sey dgretmeye calistigimizda

29 ¢

“benden iyi mi bileceksin” “senden mi Ogrenecegim” gibi bir ortam yaratiyorlar.
Buna karsilik kadinlar 6grenemeye daha miisait. Ornegin bizimle baslayan bir bayan
bugiin sef noktasina geldi, ama o da hep zorlaya zorlaya “sende bu kapasite var,
yaparsin” gibi tesviklerle oluyor. Onlarda da bir gilivensizlik var, onu agmalarini

saglamak gerekiyor.

e Size gore Tiirkiye’deki hangi sosyal ve ekonomik gostergeler butik pastacilik
i¢in miisait? Sizi bu anlamda cesaretlendiren faktorler nelerdi? Ornegin

pastane yerini nasil segtiniz?

Aslinda bahsettiginiz anlamda detayli bir ¢aligma yapmadik. Buldugumuz en uygun
yeri sectik. Biz zaten Gayrettepe’de yasiyorduk, orada da igyerleri evler filan vardu.
Bir arastirma yapmadan orda actik. Bize de ¢ok katkis1 oldu. Ciinkii orada daha ¢ok
isyerleri var, dolayisiyla sadece Gayrettepe’de yasayan insanlar degil Istanbul’un
cok bagka semtlerinde yasayan insanlar da bizi tanimis oldular. Simdi bizim
Levent’te de miisterimiz var, Kanlica’da da var. Sadece evlerin oldugu bir yerde
olsaydik bolgesel bir sey olurduk, bu sekilde daha genis bir alana yayildik. Sonradan
kriz ¢ikip da bircok isyeri kapandigi halde o dénem isyerleri burada olan
miisterilerimiz gene bize geldiler. Tabi eskisi kadar sik degil ama gene de geliyorlar.

[k olmanin avantajini da gok gordiik.

e izlediginiz pazarlama stratejisi neydi?

[lk etapta o kadar profesyonel degildik, basit bir el brosiirii yapmistik. Sonra sonra

ilk oldugumuz icin medyada ¢ok fazla yer almaya bagladik. Bunun ¢ok etkisi oldu.
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Daha sonra ¢ok giizel bir brosiir daha yaptik, Etiler-Ulus civarina dagittik. O brosiir
cok ses getirdi. Cok profesyonel bir calismaydi, ¢ok iyi bir fotografciyla ¢ok iyi bir
grafikerle calismistik. Brosiirii kime yaptirdigimizi sormak i¢in reklamecilardan ¢ok
telefon aldik. Sonra Yayla’yla bir pasta kitabi ¢alismamiz oldu, pasta ve c¢orek
recetelerini biz verdik onlara. 2004°te Beyoglu’daki kafeyi agtik. Tamamen farkli bir
menill sunduk miisterilere. Simdi de buraya pasta yemeye gelen insanlara “bakin

bizim kahvaltimiz da var”1 anlatmaya caligiyoruz.

e Peki subelesmenin nasil bir etkisi oldu? Iyi bir strateji mi size gore, yoksa

zorlastirict mi1?

Sahsim adina ben ¢ok yoruluyorum. Tabi her yere agmani miimkiin degil, buray1
Cihangir-Giimiigsuyu igyerleri agisindan zengin oldugu i¢in tercih ettik. Aslinda
bizim asil hitap ettigimiz kesim Nisantagi’'nda, ama orada da boyle bir yer denk
gelmedi. Burasi biraz daha sapa kaliyor, insanlarin her zaman gelmeleri miimkiin

olmuyor. Zaten su sokaklara bakin kadin topuklu ayakkabisiyla bu yola girmez bile.

e ‘O5’ten beri bu isin i¢indesiniz. Tirkiye’de butik pastacilik nasil bir gelisim

gosteriyor size gore?

Stirekli gelisiyor tabi. Biz ilktik, ama ozellikle son bes yilda ciddi bir artis oldu.
Yeni agilan her yen butik pastaneyle insanlar yeni bir seyler 6greniyorlar. Ornegin
insanlar chessecake’i bizde tattilar sevdiler, ne oldugunu Ogrendiler. Normal
pastaneye gittiginde de ayni iirlinii istiyorlar ve bu sefer normal pastane de bu
beklentiyi karsilamaya ¢alisiyor, o da cheesecake yapiyor. Boyle bdyle onlar da bir
seyler 6greniyorlar, kendilerini gelistiriyorlar. Tabii onlarinki bizimki gibi olmuyor,
fabrikasyon satis yapiyorlar, onun i¢in daha ucuz oluyor. Biz gercek peynir
kullantyoruz, ayni olmuyor. O durumda miisteri de aradaki farki goriiyor, tercihini
ona gore yapiyor. Yani aslinda butik pastanelerin ¢ogalmasiyla normal pastaneler de

kendilerini gelistirme firsati buldular.
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e  Peki gelecegi nasil goriiyorsunuz?

Simdiye kadar nasil siirekli degisti, gelisti bundan sonrada gelisecegini,

ilerleyecegini diisiiniiyorum.

e Yurt disiyla karsilastirdiginizda Tiirkiye’nin avantajlar ve dezavantajlari

neler?

Tiirkiye’nin avantaji yok bence, dezavantaji var. Orada herkesi her seyin egitimini
aliyor. Bir ingaat is¢isinin bile sertifikas1 var, kimse bilmedigi bir isi yapmiyor. Ama
bizde isi bilen bilmeyen herkes o ise girmeye kalkiyor, bu isi ¢ok ¢abuk tiiketiyor

tabii. Bence bu en biiyilik dezavantaj.
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Interview 3- ORANGE CAKE

e Butik pastacilik nedir?

Butik pastacilik diyince insanlar ne anliyor, biz ne anliyoruz? Klasik iriinlerin
disinda yeni iiriinler yapmak, miisterilerin talepleri dogrultusunda renk, figiir, model
ayarlamak, bir kataloga bagl kalmadan miisterilerin hayallerindeki pastay1 yapmak.
Klasik pastacilikta olmayan daha iyi bir kaliteyle daha dekoratif, daha O6zenli
pastalar yapmak.

e Siz nasil, ne zaman basladiniz?

Ben 2000’de actim. Bu anlamda tektik. O zamanlar ¢ok fazla cesitle, ¢ok fazla
teknikle hem giinliik satis yapan hem de butik ¢alisan pastane yoktu. Bu anlamda ilk
olmak istedik, boyle basladik.

e Tirkiye’de butik pastane agmak icin hangi ekonomik ve sosyal faktorler sizi

cesaretlendirdi?

Simdi genel olarak baktiginizda gorsellige bir yonelme var. Gorsellik gittikge 6n
plana ¢ikiyor, klasik olan degil de sira dis1 olan seciliyor. Pastacilik da bu konuda
bakirdi. Bu alana girdigimde amacim bu konuda ilk olmakt1 ve insanlarin giizel ve
kaliteliye yonelecegini biliyordum. Bu anlamda bir fark yaratmak iizere girdim
piyasaya. O donemde biitiin pastaneler birbirinin aynmyd: ¢ilinkii, Tiirkiye’de bu
anlamdaki farklilik ihtiyact beni c¢ok cesaretlendirdi. Sadece gorsellik de degil,
Ornegin ben hayatta krem santi kullanmam. Tadi bana bir tuhaf gelir, ¢ok rahatsiz
eder. Onun yerine kendi krem santi mi yapmak istedim. Oyle bir sey yoktu ve ben
cikolata pasta kremasi yaptim. Bu ilk yapmis olmanin avantajli olacagini diistindiim.
Diinyada iki ¢esit pasta kremasi vardir; dogal pasta kremasi ve siitten yapilan krema.
Ucgiinciisiinii ben yaptim; cikolata pasta kremasi ve bunun patentini aldik. Diinyada
bunu ben yaptim. Tiirkiye’de fuara katilip kendi tanitimimi yapan tek firma biz

olduk. Gegen sene diinyanin en biiylik fuarlarindan birine katildik ve kremamizin
194



tanittmin1 yaptik. Ve biitiin diinyada subeleri olan biiyiik pastacilar bununla ¢ok
ilgilendiler. Amerika’nin en biiyiikk pasta firmasinin sahibi, ayn1 zamanda soya
kremasinin da mucidi bizi davet ettiler, Amerika’ya. Kiigiik bir tiretim yaptik. CIA,
yani “Clonery Institute of America’da pastacilikta profesor olan insanlarla ¢alistim.
Krema her agidan incelendi ve ¢ok iyi buldular. Ve bu devam ediyor, bu bizim en
biiyiik 6zelligimiz. Simdi diinyanin en biiyiik ¢ikolata firmasiyla goriisiiyoruz. Belki
de biitiin diinyaya kremamiz satilacak. Ben artik bu igin iiretim boyutunu biraz daha
ikinci plana aliyorum, ticaretiyle daha cok ilgileniyorum. Tiirkiye’de bu anlamdaki
eksikliklere yonelmek istiyorum. Bu anlamda yeni projelerim var tabi, ama
Tiirkiye’de degil tabi. Tamami yurt disinda. Tiirkiye’de, her seyin ucuzuna kacan
bdyle bir mantaliteyle hi¢bir sey yapilmaz.

e Yer se¢imini nasil yaptiniz?

Oncelikle bu yakada oturdugum icin yer secimini buradan yaptim. Zaten dyle ¢ok
iddial1 baglamadim. Evime yakin olsun, arabayla gidip gelebilelim diye
diistinliyordum. Bu isi yapmak ayr1, ama bunu ticarete dokmek ayr1 bir sey ve benim
de bu anlamda tecriibem yoktu. Yani bir ticarethane nasil kurulur, ne yapilir
bilmiyordum, sadece bir bankaciydim. Dolayisiyla ilk etapta amacim bu konu
lizerine ¢ok diislinmeden evime yakin, bilitgeme uygun bir yer se¢mekti. Bu ilk
dénemde acemiligimi atip sonra uygun bir yere gecerim diye diisiindiim. Ama simdi
acacak olsam kesinlikle Avrupa yakasinda olurdu. Nisantas1 ya da biiyiik aligveris

merkezlerinin food-courtlarinda bir yer segerdim.

e Peki neden Nisantag1?

Ciinkii orada yaptigim isleri gorebilecek, degerlendirebilecek ve yurt disindaki
ornekleriyle karsilagtirabilecek insanlar yasiyor. Sonucta ben bir sanat¢iyim, islerimi
ovecek, degerlendirecek insanlara hitap etmek isterim. Bu isin biraz daha duygusal
tarafi tabi, ama gene de yurt dis1 gorgiisii olan insanlarla daha ¢ok bir arada olmay1

isterdim.
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e Daha 6nce yaptigimiz goriismelerden soyle bir soru elde ettik; genelde butik
pastacilik tek basina isletmeyi dondiiremedigi i¢in pastane sahipleri bunu bir
baska is koluyla desteklemeyi tercih ediyorlar. Hatta bazilari baslangicgta
farkli bir alandan baslayip daha sonra butik pastaciligi da buna eklemis. Siz

bu goriise katiliyor musunuz?

Ben direk butik pastacilik yapacagim diye basladim. Zaten daha ilk agildigimizda
Oyle yogun bir taleple karsilastik ki baska bir seyle ilgilenmeye, baska bir alani
distinmeye bile vaktimiz olmadi. Eger c¢ok giizel lezzetleri bir araya
getirebiliyorsaniz zaten ¢ok begeniliyorsunuz, ekstra bir sey yapmaniza gerek de
kalmiyor. Simdi burada ayrimcilik yapmayalim, diger pastaneler gorselligi ve lezzeti
bir araya getiremiyorlar; ama biz dyle degiliz. Dolayisiyla bu tek basina is bizim i¢in

yeterli oldu.

e Malzeme secimini nasil yapiyorsunuz?

Standart malzemelerde en iyi kaliteyi segiyorum. Ornegin, insanlar bu son kus gribi
vakalarindan sonra pastorize yumurta kullanmaya bagladilar. Halbuki ben
basladigimdan beri pastorize yumurtay: tercih ediyorum. Daha saglikli ve gilivenilir
buluyorum. Diger {iriinlerde de dyle, bagladigimdan beri piyasanin en iyi markalarini
tercih ettim ve asla 6diin vermedim. Ama pastacilik malzemesi olarak Tiirkiye’deki
higbir iriin kullanmiyorum. Asla da kullanmam. Soslari, boyalari, aromalari,
kaliplar1 filan yurt disindan getirmeyi tercih ediyorum. O anlamda Tiirkiye’deki

malzemelerin kalitesi kesinlikle ¢ok yetersiz.

e Konugmamizin basinda bu isin ticaret boyutuyla daha c¢ok ilgilenmeye
basladiginiz1 sdylemistiniz bu anlamda kullanilacak malzemelerin ithalatiyla

ilgili bir seyler yapmay1 diisiindiiniiz mii?

Hayir diisiinmedim. Bence pastacilik {irlinlerinin ithalati izerine bir seyler yapilmasi

cok gereksiz, ¢linkii o kadar talep yok.
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e Biliyoruz ki bu alanda yetismis personel bulmak ¢ok zor, olanlar da ¢alisma

konusunda sikintilar yasaniyor. Peki, personel se¢imini nasil yapiyorsunuz?

Yapamiyoruz. Bu da Tiirkiye’nin en biiyiik sikintilarindan biri. Bunu yetistiren bir
yer yok. Piyasadaki personel adaylar1 genelde alaylilar, onlarla ¢alismak, bir seyler

Ogretebilmek ¢ok zor. Egitimli ve tecriibeli eleman bulmak ¢ok zor.

e Peki siz su an ¢alistiginiz personeli nasil buldunuz?

Onlara egitimler veriyorum. Her zaman 6gretmekten ¢ok zevk aldim; haftalik, aylik
egitim programlari diizenledim. iletisim teknikleri, kendileriyle iletisim kurmalar1 ve
farkindalik gelistirmeleri {izerine. Ben ayni zamanda profesyonel yasam koguyum,

bu nedenle onlara verebilecegim, dgretebilecegim ¢ok sey oldu.

e Yasam kocluguyla pastaciligi nasil kesistirdiniz?

Bir kere kendi kisisel gelisimime ¢ok onem veririm. Yasam koglu da bunun bir
irlinii zaten. Yasam kogluguyla bunu nasil daha dogru, kendime daha fazla fayda
saglayacak sekilde yapabilecegimi 6grendim. Her zaman yeni seyler 6grenmek,
aragtirmak gibi bir 6zelligim var, siirekli kitap okurum, bilmediklerimi §grenmekten
cok keyif alirim. Yenilikleri takip etmeye calisirim, var olan seyle hicbir zaman
yetinmedim, her zaman daha 1yi, daha bagka tiirlii nasil olabilirin pesinde kostum.
Bu da yaptigim ise yansiyor elbette. Benden ¢ikanlar da benim gibi oluyor, giizel,
sik, gelismis diizglin seyler {iretmeyi seviyorum. YaptiZim pastalardaki bu

gelismislik, ¢esit fazlalig1 da kendimi gelistirme arzumun bir yansimas.

e Peki calistiginiz personel i¢in kadin erkek seciminin avantajlart veya
dezavantajlar1 var midir? Ornegin kadinlarla calismak daha kolay, erkeklerle

calismak daha zor gibi?
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Kadin erkek diye ayiramam, genel olarak egitimsiz insanlarla ¢alismak ¢ok zor. Ben
elimden geldigince kendi personelimi kendim yetistirmeye calistyorum. Bu anlamda
birlikte calisacagim kisilerin ilk etapta 6grenmeye agik, merakli kisiler olmasini

tercihe diyorum.

e Tiirkiye’de butik pastaciligin gelisimini nasil goériiyorsunuz?

Bence iyiye gidiyor. Ozellikle son zamanlarda bu alana ilgi artt1. Butik pastanelerin
cogalmasiyla birlikte diger pastanelerde kendilerini gelistiriyor, iirlin c¢esidi

arttirtyor. Bence ilerleyen zamanda butik pastaciliga egilim daha da artacak.

e Tirkiye’deki butik pastacilik sektoriiyle disaridakini karsilastirdiginizda ne

gibi farklar goriiyorsunuz?

Disarida butik pastacilik hem var hem yok. Bir kere bizim tarzimiz gibi olmadigi
kesin. Burada yaptigimiz gibi renkli {i¢ boyutlu pastalar yapilmiyor orada. Onlarda
da s1ik dekorasyonlar var elbette, ama karsilastirdigimda biz ¢ok daha iyiyiz. Diger
taraftan dezavantajlarimiz sunlar, kullanilan malzemenin ve ekipmanin ¢esitliligi
yok. Ama orada ¢ok c¢esitli Tiriinler bulabiliyorsunuz. Sadece bunun bile ¢ok gelismis
bir sektorii var orada. Her seyi hazir bulabiliyorsunuz, biitiin soslar, kekler,
kremalar, aromalar hazir sekilde satiliyor. Onlar sadece bunlar1 bir araya getiriyorlar.
Onlarda yaraticilik o, olan malzemeyi bir araya getirmek! Yani aslinda onlarin eline
unu, sekeri, yagi verseniz ne yapacaklarini bilemezler, bir sey de yapamazlar. Her
seyi hazir aliyorlar ¢linkii! Ama bizde en kotii pasta ustasina verin, iyi kotii mutlaka
bir seyler ¢ikarir. Bence bu anlamda Tiirkiye pastacilikta ¢ok cok iyi. Bizden sonra
Italyanlar geliyor, sonra Fransizlar ve en son ABD geliyor. Zaten ABD’de yedikleri
pasta filan degil bence, onlar baska bir sey yiyorlar.

e Peki, kurulusunuzda beri ne tiir pazarlama stratejileri izlediniz? Reklam

biitcesi ayirdiniz mi?
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Hayir, hi¢ ayirmadim. Cok iyi kalitede ve ¢ok iyi gorsellikte {irtinler yapip
miisterilerimi memnun etmeye calistim. Zaten bir tadan birine anlatti, o birine, o
birine derken kulaktan kulaga yayildi. Bence en iyi pazarlama stratejisi bu. Biraz
tanindiktan sonra basin devreye girdi. Ben hi¢bir zaman basinla ilgili 6zel bir
calisma yapmadim. Duyanlar geldi ve biz agildiktan alt1 ay sonra yazarlar
koselerinde bizi yazmaya basladilar. Iyi lezzet ve miisteri memnuniyeti her sey!
Isimi en iyi sekliyle yapmaya calistyorum ve bundan asla 6diin vermem. Zaten bir
siire sonra Oyle oluyor ki miisterilerinizin gozlerinde o piriltiyr gérmek, onlarin
mutluluguna katkida bulunabilmek her seyin Otesine geciyor. Beni daha cok
calismaya, daha iyi seyler liretmeye tesvik ediyor. Bu iki siire¢ birbirini ¢ok iyi bir
sekilde besliyor aslinda; siz daha iyi iriinler ¢ikardikca miisteri daha ¢ok mutlu
oluyor; miisteri daha ¢ok memnun olmasi sizi daha iyi is ¢ikarmaya tesvik ediyor.
Burada artik 6yle bir hava olustu ki buraya gelen herkes benim ailem gibi, dyle
goriiyorum ve onlari1 en iyi sekilde agirlamak en mutlu halleriyle ugurlamayi
hedefliyorum. Sevgilisinin dogum giinii i¢in pasta yaptirmaya gelen bir geng¢ nisan
pastasi icin geliyor ve nihayet diigiin pastalarini da ben yapacagim! Bu vazgecilmez,
yerine higbir sey konulmaz bir mutluluk benim igin. Iste izledigim tek pazarlama

stratejisi bu.

e Subelesmenin butik pastacilik iizerine etkileri iizerine ne sdyleyebilirsiniz?

Sizce avantajlar1 ve dezavantajlari neler?

Subelesme ancak c¢ok profesyonel ve sistemli bir ¢calisma mevcutsa uygulanabilir.
Oyle bir sistem olmali ki siz aym giin iginde her ikiyi subeye de taze iiriinler
gonderebilmelisiniz. Ben duyuyorum bazen, butik pastaneyim diye bir pastaya,
siradan yani bir 6zel giin pastasi degil, bir giin ayiriyorlarmis. Bu sekilde subelesme
olmaz, yetismez ve zarar ettirir. Cok iyi bir sistem oturtabildiyseniz subelesme
olabilir. Tabi o zaman ¢ok iyi bir sey. Iyi ve giizel yerlerin biiyiimeleri, daha ¢ok
insanin bundan faydalanabilmesinin saglanmasi1 ¢ok iyi ve gerekli bir sey.
Tanmirligr arttirir. Boylece eskiler kendilerini toparlar, kendilerini gelistirme firsati

bulurlar ve boylece sektor de kalkinir.
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Interview 4- FOODIE

Emel Basdogan

Emel Hanim, Tirkiye’ye Butik Pastaciligi ilk getiren kisilerden biridir.
Ayni zamanda pastaciligin duayenidir. Son gilinlerde pasta siislemeciligi

ile ilgili bir kitap hazirlamistir.

Butik pastacilik terimi ile kastedilen seri iiretime uygun diismeyen teknik

malzeme ve modellerle pasta imalati yapimuidir.

Tiirkiye'de pastacilik miisliman olmayan azinlik gruplarin etkisi ile
baslamis ve yayginlasmistir. Olduk¢a yeni,(Cumhuriyet donemi sonrasi )
bir tiiketim bicimidir. Butik pastacilik daha da yenidir. Benim bildigim ilk
temsilcisi Istanbul’da faaliyete 1994 de baslayan DOLCE’dir.

Sektore girisim tamamen ticaret dis1 motiflerle olmustur. Bugiin foodie'nin
Urettigi tarz pastalar Tirkiye'de dretilmedigi i¢in ve ben kendi
kutlamalarimda bu tiir tasarimlar1 kullanmak istedigim i¢in Foodie tarzi
bir pastaciligin ihtiya¢ oldugunu diisiindiim. Foodie giderek biiyiiyen bir
sektdr yarattim. Onciisii oldugu bu akim, hissettigim ihtiyacin gergek

oldugunu zaman i¢inde kanitlamis oldu.

Sektore girmeden once hig bir fizibilite calismasi yapmadim. Istegimi
gerceklestirmek icin duydugum giiclii istek gereken enerjiyi her zaman

sagladi. Bu da neticeyi etkiledi.

Tiirkiye de pasta tiiketiminin geleneksel bir beslenme tarzi olmamasi tim

pastacilik sektoriiniin zamanla asmasi gereken bir zorlama.
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Malzeme Kkalitesi, bunu arayanlar igin, istikameti iyi malzeme kullanan

butik pastanelere yonlendirmekte.

Diinyadaki pastacilik sektorii Tiirkiye ile karsilastirmak gereksiz bir caba.
ne ise yarayacagini anlamadim. Elma ve armutu karsilastirmak gibi,
kutlama tatlis1 olarak baklava ve asure tiiketen bir toplum ile, bayram
kutlamasinin pasta ile yapildigi, apple pie'in zaman zaman aksam yemegi

ikamesi oldugu bir toplumu karsilastirmak???

Biitcesi elverdigi dlgiide tiim kutlama yapmak isteyenler ve katkisiz gida

yemege 6nem verenler hedef kitle.

Foodie yumurta, tereyagi, inek kremasi ve un, agirlikli malzeme
kullandig1 igin, hi¢ bir sanayi iirinii kullanmadigi i¢in malzeme temininde
herhangi bir sorun yasamamakta. En iyi kalite ¢ikolatay:1 satin alabilmek

icin verdigimiz miicadele de yildan yila kolaylasiyor.

Tiiketicide malzeme bilinci heniiz tam gelismis degil. En iyi malzeme

kullanmay1 kendi ahlaki egilimlerimiz nedeni ile uyguluyoruz.

Subelerin kapsami (corner, vs) , birbirine mesafesi, imalatin merkezi olup
olmamasi sube sayisini etkiler. Merkezi iiretim ve dagitim agi, pek cok

subeye elverir.

Seri liretim yapilmamasi ve pahali malzeme kullanilmasina ragmen, fiyat
farki ¢ok fazla olmamak durumunda, arada olusan farki ozveri ile
kapatmak zorundasiniz. Karliligimiz sanilanin aksine ¢ok daha diisiik
olmak zorunda. Sanayi iiriinii kullanim1 vasifsiz is¢iyi yeterli kilar. Pakette
belirtilen miktar kadar s1v1 ve katt madde ekler karistirirsiniz. Butik tiretim

teknik beceri bunun i¢in de yetismis eleman gerektirir.
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Personel secerken hi¢ bir is tecriibesi olmamasina, dolayisiyla yanlis
aligkanliklar biriktirmis olmamasina dikkat ederim. Bir is¢iden verim
almaya baglamadan ¢ok Once, ona emek ve maas verilmeye baglanir. Bunu

gercekten hakkettigine ve istedigine emin olmak gerekir.
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Interview 5 - DOLCE

Dolce- Nilgiin Hanim

e Siz butik pastacilik alaninda ilksiniz. Bu ise nasil basladiniz?

Ben evlenmeden Once butik isletiyordum, butigim vardi. Evlendikten sonra isi
biraktim sonra bosandim. Gene bir seyler yapmak istedim. Oyle bir sey olmaliyd1 ki
az sermaye yatirip para kazanabilecegim bir sey olmaliydi. Cok fazla sermaye
yatiramazdim buna. Bundan 20 sene evvel ¢alismaya basladim. Tiirkiye’de acik ne?
Nasil para kazanabilirim diye diisiindiim. O giine kadar bir yere giderken bir ¢icek
gotiirecegim zaman her zaman ¢igegi baska yerden, kurdeleyi baska yerden, diger
malzemeleri bagka yerden alirdim. Sonra eve gelirdim, onlar1 kendi zevkime gore bir
araya getirir Oyle gotiiriirdiim gidecegim yere. Higbir yerde kendi zevkime uygun bir
sey bulamiyordum. Benim s0yle bir yapim var, her zaman arkadaslarimi sokakta bir
kafede agirlamaktansa kendi evimde agirlamay1 tercih ederim. O zamanlar {inli
pastane olarak Pelit ve Divan vardi. Onlarda da ¢esitler belliydi. Bana gore bana
pastanin bir 6zelligi olmali. Onun i¢in tipki ¢igekte oldugu gibi pasta konusunda da
ben gene hangi pastanede begendigim ne varsa onu alip evde kendim birlestirirdim.
Ornegin iste, Pelit’ten meyve, krema gibi seyleri, Divan’dan kekini alirdim evde
kendi pastami yapardim. Simdi kendiniz zevkinize gore bunlar1 yaparken iyi de
bunu bir ise doniistirecegin zaman ciddi bir sorumluluk giriyor igin igine.
Gelecekler benden aksam bir yere giderken gotiirmek i¢in pasta ¢igek isteyecekler.
Kendim i¢in olsa pastay1 yaparim, baktim olmadi, begenmedim, atarim ¢ope. Simit
peynir alip giderim. Ama baskas1 i¢in oldugunda o isi en iyi sekilde yapma
zorunlulugu doguyor. Iste bu durumda ben pastanin riskini almak istemedim, ilk
olarak ¢icekle bagladim. Cigegi actiktan sonra davetiye isleri bagladi ve bundan yedi
yil sonra Dolce’yi kurdum. Elbette ilk birka¢ yil zorluklar ¢ektim. Her zaman
yapabilecegimin en iyisini yapmay1 hedeflemisidir. Diinyanin her yerinde Fransa’da,
Isvigre’de en iyi seyleri tadarak onlar1 kendim yaparim. Simdi burada ben onlari
yaparken kendi damak tadima goére yapiyorum, ben nasil begeniyorsam, nasil

yemeyi tercih ediyorsam 8yle yapiyorum. Isvigre’den bile pastact getirdim, o da
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bildigini yapiyor. O sosu, bu sosu begenmiyorum. Et yiyorsan o etin tadini
alabilmelisin, ama hep soslarla kayboluyor o tat. Oyle &grenmis bir kere, dyle
yaptyor. O zaman ben ev kizlarimi bulmaya karar verdim. Ev kizlarini bulup
egitmeye basladim. Disarida yapilan tarifleri aldim, Tiirk damak tadina gore yeniden
yaptim onlari. Alt1 yedi ay bu sekilde denemeyle gecti. Yaptigimi ¢ope attim, en
lyisini bulana kadar.

e Peki sene kact1?

Dolce’yi kurdugumda sene ‘91°dim.

e Bu anlamda Tirkiye’de ilksiniz. Butik pastaciligin gelisimini nasil

degerlendiriyorsunuz?

Cok ilerledi tabii. Her sey gelisti. Ama ben hi¢ birini kabul etmiyorum. Hepsi de
taklit iizerine kurulu. Sadece Senem Betil’i kabul ediyorum. Bana gore sadece o bu

isin hakkin1 vererek yapiyor.

e Tirkiye’yi  butik  pastacilik  icin  elverisli  faktorleri  nasil
degerlendiriyorsunuz? Siz bu ise baslarken nelere bakarak “evet, ben bu isi

Tiirkiye’de yapabilirim” demistiniz?

Ben zaten belli bir sinifi hedef aldim. Evinde iki ii¢ personel ¢alistiran, asgis1 olan
kisilerdi bunlar. Oyle ki as¢1 yemek yapiyor, ama kimi zaman onun yaptig1 yemegi
begenmiyor, sikayeti var ve mutfaga girip kendisi bir seyler yapiyor. Ciinkii
hepsinin ihtiyact baska, damak tadi baska oluyor, kendi istedigi gibi bir seyler
yapmak istiyor, o da kendisi mutfaga girmeden olmuyor. Ben bu agig1 kapatmak
istedim. Herkes kendi damak tadina yakin seyleri yemek ister, ben de kendi damak
tadima uygun seyler yaptim ve benimle ayn1 damak tadina sahip olan kesimi hedef
aldim. Bir eti et gibi yemek isteyen, pogacay1 evinde yaptigr gibi yemek isteyen

insanlar benden alisveris yapiyorlar. Ornegin aksama misafiri gelecek beni arryor,
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“ben ¢ok yorgunum, bugiin sen yap” diyorlar. Ciinkii burada her sey evde yapilanlar
gibi. Cok tabi oldugu i¢in beni seciyorlar. Iste bu alandaki bu eksiklik nedeniyle ben

bu isi yapabilecegimden ¢ok emindim.

e Peki yer secimini nasil yaptiniz?

Ben bu isi yapmaya karar verdigimde amatordiim. Bir isletme olarak ne yapacagimi
¢ok 1yi bilmiyordum ve dahasi ¢cok yatirim yapabilecek bir durumda degildim, fazla
sermayem yoktu. Onun i¢in bu anlamda profesyonel bir se¢cim yapmadim, evime
yakin olan, kirasini karsilayabilecegim bir yer se¢tim. Sessiz sakin bir yer olmaliydi.
Pasta yapmaya basladigim ilk yedi sekiz ay yaptigim her seyi ¢Ope attim. Orada
sessiz sessiz calisabilmek benim ic¢in bulunmaz bir sansti, siikuneti benim c¢ok
hosuma gitti. Zaman i¢inde islerle yoluna girmesiyle birlikte daha iyi bir yere gectik.
Zaten sen igini iyi yaptyorsan miisteri seni her yerde bulur. Nerede oldugunun higbir
Oonemi yok. Ben bir bodrum katindaydim, ama insanlar nerelerden beni bulmak i¢in

geliyorlardi. Onemli olan senin gok ¢aligman, isini iyi yapman.

e Daha oOnce yaptigimiz goriismelerde butik pastaciligin kendi bagina bir
isletmeyi c¢eviremeyecegi, cafe, cicekcilik, organizasyon gibi yan dallarla
desteklenmesi gerektigine iliskin bir sonu¢ ¢ikti. Siz bu goriise katiliyor

musunuz?

Hayr, kesinlikle katilmiyorum. Eger bir insana isini dogru bir sekilde, en iyisini
yaptyorsa her zaman ekmek yer o iste. Sonra insanlar belli bir yasam standardina
gore degerlendiriyorlar kazandiklar1 parayi. Sen ne kadar kazanirsan o kadar yersin.
Daha ¢ok kazanmak istiyorsan daha ¢ok kazanirsin. Onun i¢in butik pastaciligin
Oyle yan desteklere filan ihtiyaci yok, eger iyiysen her zaman para kazanirsin ben su
anda piyasadaki pastacilarin bir iyi olduklarini diiglinmiiyorum. Hepsi de bir seyler
taklit etme pesindeler, kendi yapmalar1 gerekeni yapmiyorlar bana gore. Sizin de
bunlardan boyle bir sonug¢ ¢ikarmaniz normal dolayisiyla. Ama ben kesinlikle

katilmiyorum.
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e Personel se¢imini nasil yaptiniz?

Sifir eleman almayi tercih ediyorum. Zaten bir seyler bilenlerle calismak ¢ok zor.
Personel se¢iminde 6grenmeye merakli olmasi temel kriter. Tabi ki ¢aliskan olmak
sartiyla. Buraya bulasik¢1 olarak giren birisi bulasik¢1 olarak kalmaz. Oyle kalacak
insan da var elbette, ama ne kadar calisirsa, ne kadar 6grenirse bunun mutlaka
karsiligimmi alir. Benim Oyle elemanlarim var, bulasik¢r girmis ama sef olmus. O

potansiyeli gérdiigiim herkese sans veririm.

e Peki, bu anlamda yasadigimz sikintilar nelerdi? Ornegin kadmlar ve

erkeklerle calismak arasinda fark var mi?

Evet, tabi var. Erkeklerle calismak daha zor, dinlemiyorlar. Bir de erkekleri
degistiremiyorsunuz. Onlar zaten bilip de geliyor, bildigi seyi degistiremiyorsunuz.

Kadinlar 6yle degil, onlara daha rahat 6gretebiliyorsunuz.

e Daha onceki goriismelerimizde erkeklerin bir kadindan emir alma, ondan bir
seyler 6grenme konusunda sikinti yasadiklari sdylenmisti. Siz de boyle

sikintilar yasadiniz m1?

Evet kesinlikle katiliyorum. Kadinlarin soziinii dinlemeyi yakistiramiyorlar

kendilerine.

e Ogzellikle son zamanlarda ascilik okullarmin yayilmasiyla egitimli personel
bulma imkanlar1 olustu bizim tahminimizce. Siz egitimli elemanla ¢aligmay1

nasil degerlendiriyorsunuz?

Daha zor kesinlikle ¢ok daha zor. Ciinkii bugiinkii tiniversite mezunlar1 hayata at
gozliikleriyle bakiyorlar. Yeniliklere acik degiller, ille de kendi dedikleri olsun
diyorlar. Bir de &yle bir bilmislikleri var. Ben ilkokul mezunu gen¢ kizlarla

calismay1r tercih ederim. Cok daha caliskanlar, Ogrenmeye meraklilar, ne
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veriyorsaniz aliyorlar. Buraya bazen {lniversite mezunu stajyerler geliyor ve

gidiyorlar. Ogrenmeye ¢ok kapalilar.

e Nasil bir pazarlama stratejisi izlediniz?

Higbir pazarlama stratejisi izlemedim. Hi¢ reklam yapmadim. Sadece ¢ok caligtim,
zaten bodrum katinda bir yerdeydim. Ama benden bir pasta alan, ¢igek alan digerine
anlattr, o digerine anlattt1 boyle bdyle yayildi. Hi¢bir zaman bir gazeteye roportaj
vermek i¢in girisimde bulunmadim, her zaman onlar geldiler. Zaten ilk oldugum i¢in
cok fazla ilgisini ¢ektim medyanin. Ama en Onemlisi bu isi severek yapmak. Ben
hicbir zaman kendi begenmedigim bir iiriinii vitrine koymadim. Bagka yerlerde
insanlar begenmedikleri seyleri bile nasil olsa alicist olur diye vitrine koyarlar. Ben
higbir zaman yapmadim bunu, hemen ¢dpe atarim, kesinlikle o disar1 ¢ikmaz. Isinizi
severek yaptiginiz, calistiginiz siirece zaten insanlar sizi bir sekilde taniyor, biliyor,

yayiliyorsunuz. Bagka bir pazarlama faaliyetine ihtiyag¢ yok.

e Tirkiye’de butik pastaciligin gelisimi i¢in elverisli buldugunuz kosullar

neler?

Bu soruyu sadece butik pastacilik i¢in degil, her alanda basarili olmak igin
degerlendirmek gerek. Bagstan beri sdyledigim seyi tekrar ediyorum, eger sen
caliskansan, isinin en iyisini yapiyorsan zaten basarili olursun. Hangi iilkede hangi

sartlar altinda olursa olsun.

e Peki, bunun i¢in bir model olusturmak miimkiin miidiir?

Basaril1 olmak i¢in su bes maddeyi akildan ¢ikarmamak gerek:

1. Dogru lezzet,

2. Dogru goriintii,
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3. Dogru fiyatlandirma,

4. “Miisteri velinimetimizdir” s6ziini hi¢ unutmamak

5. Ve tabi ki calismak, ¢cok calismak.
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Interview 6- ARKADAS PASTA

Arkadas Pasta — Ebru Hn.

e Butik pastacilik nedir size gore?

Seri olmayan, kisiye Ozel liretilen bir pasta tiirii; bir pastayr yaparken miisteriyi
taniyorsunuz, 6zel yasantisina giriyorsunuz, hobilerini, 6zel zevklerini, kisiligine

iligkin her tiirlii ayrintiy1 6greniyorsunuz. Sadece onun i¢in bir pasta yapiyorsunuz.

e Miisterinin her istedigini yaptyor musunuz?

Belli bir konsept var tabi, malzemelerin belli bir alinabilirligi, fikrin belli bir

uygulanabilirligi var. Bunlar el verdigi siirece her istedigini yapmaya calistyoruz.

e Nasil bagladiniz bu ise?

5 oldu burasi1 agilali; ama ben 22 yildir bir sekilde bu isin i¢indeyim. Ben i¢
mimarim, aslinda tekne iiretiyordum. Fakat o sektor krizlerden ¢ok fazla etkilenen,
cok stresli bir isti, siirekli birilerine bagli olmaniz1 gerektiriyor. Bir de tek basina
yapabileceginiz bir is degildi.1994’te o isi biraktim. Daha az stresli, kendi basimdan
altindan kalkabilecegim, az sermaye gerektiren bir is yapmak istedim. Bizim ailede
boyle pasta, ekmek vardi zaten, dedemin on iki firin1 varmis. Bu bizim i¢in bir
gelenek yani, ben de kendimi bildim bileli bunlarla biiyiidiim. Teknecilik ¢ok stresli
bir isti, uyku uyutmayan bir isti, ¢cok yoruldum ve artik kendi istedigim, kendi
basima altindan kalkabilecegim seyi yapmaya karar verdim. Mutfakta olmak her
zaman biiyiik keyif vermistir, bir de teknecilikten gelen bir sekillendirme yetenegi
var, c¢icek de oradan geliyor. Degerlendirmek istedim. Burada daha az risk var, 6zel
yasantiniza zaman ayirabiliyorsunuz. Benim i¢in iiretmek her zaman satmaktan ¢ok

daha 6n planda oldu. Bu da dyle bir is, kadin tarafi giiclii bir isti.
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e Mimariyle ¢ok farkl bir alan degil mi?

Yok degil, ikisinde de yaraticilik ve sekillendirme gerekiyor. Hep bir el yatkinligi,
kalib1 oturtmak, i¢yapiy1 olusturmak bunlarin hepsi bir biitiin, dahasi teknecilikte
kullandigim tekniklerle cok daha farkli ¢alismalar ¢ikarabiliyorum. Dolayisiyla ikisi

birbirini ¢ok biitiinliiyor.

e Tiirkiye’de butik pastaciligin gelisimini etkileyen faktorler neler size gore?

Biz basladigimizda bir tek Dolce vardi. Bu ise baslamadan once bir de ¢icekgilik
calismam vardi. Az yatirimla baslayabilecegim bir isti. Biz ilk etapta evde iireterek
basladik. Saglik, egitim ve gida sektorleri Tiirkiye’de higbir zaman sirt1 yere
gelmeyecek sektorlerdir. Sonugta belli bir muhitimiz var, yillardir bu semtte
yastyordum. Sonra biz bir yil da evden yaptik bu isi. Fuarlar gezdim, , gesitli
kurslara katildim. Kendi yaptiklarimin tadina ¢ok giliveniyordum. Bunlar baslamak

icin yeterliydi.

e (Cicekeilik neden ikinci plana gegti?

O daha stresli bir alan, daha ¢cok emek vermeniz, siirekli acik olmaniz gerekiyor,

pasta ¢ok daha keyifli ve calismasi kolay bir alan.

e Pastaciligin  yaninda  ¢igek¢ilik de  yapiyorsunuz, daha  Onceki
goriigmelerimizde tek basina butik pastaciligin bir isletme i¢in yeterince karl

olmadig1 sdylendi. Siz buna katiliyor musunuz?

Evet, bu tiir isciligi fazla oldugu i¢in bizi tatmin ediyor, ama sadece butik
pastacilikla bu isi yiiriitmek ¢ok zor, ¢izgiyi tutturmak c¢ok zor. Biz butik pastanin
yaninda kokteyller i¢in liriinler hazirliyoruz, kiigiik pastalar filan, giinliik {riinler
cikariyoruz, diigiin pastalar1 yapiyoruz bu sekilde desteklemeye c¢alistyoruz.

Biiytimeyi tercih etmedik, ¢iinkii bana gore baska yere taginmak, biiylimek pastanin
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butik 6zelliginin kaybolmasina neden oluyor bize gore. Cilinkli o kiralar1 6demek

icin ister istemez seri liretime geciyorsunuz.

e Subelesme i¢in ne diisiiniiyorsunuz? Ornegin bes subesi olabilir mi?

Ben subelesmeye cok sicak bakmiyorum. Cok cok iyi bir organizasyon yapisi, iyi
isleyen bir sistem oturtulduysa, o kisi kendini cok iyi yansitan bir ekip
olusturabildiyse belki diisiintilebilir, ama pastanin butik 6zelligini kaybettirmeden
subelesmek cok zor. Diger taraftan ¢ogu zaman miisteriler sizinle muhatap olmak

istiyor, sube oldugunda boyle bir seyi saglamak miimkiin olmayacaktir.

e Peki, en fazla kag sube olabilir size gore?

Bence bir taneyi yiirlitmek bile ¢cok zor. Sadece bir yer yeterli.

e Internetten siparis altyor musunuz?

Evet. Siparisleri bazen kargoyla bazen de taksiyle génderiyoruz.

e Yer se¢imini nasil yaptiniz?

Biz buray1 agmadan once 1-1,5 sene evden calistik. Bu anlamda maddi kaygilar
yiiziinden ¢ok da cesur davranabildigimi sdyleyemem. Daha ¢ok mevcut imkanlar
degerlendirmeyi tercih ettim. Burasi benim evime de yakin bir diikkandi, bir
yakinimin diikkani iistelik de. Ben bu sokakta biiyiidiim, dogdugum ev, suradaki
kose basidir. Biitiin insanlarini ¢ok iyi taniyorum. Boyle denk geldi. Aslinda simdi
diistindiigiimde burada degil de bir {ist sokakta, biraz daha ayakalt1 olan bir yerde
olsaymisiz ¢ok daha iyi olurmus. Ama hicbir zaman degistirmeyi diistinmedik. Bir

donem {iriinlerimizi cadde iizerinde bir pastaneye verdik, sonra biraktik.

e Hedef kitlenizi nasil tanimliyorsunuz?
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Malum, A-A+. Daha ¢ok dyle oluyor yani.

e Bunun nedeni fiyat farklilig1 m1 yoksa kiiltiir farkliligr m1?

Bu gruptaki insanlar 6zel gilinlere, tebriklere, kutlamalara daha ¢ok 6nem veriyor.
Sonra tabii gelir seviyesi de ¢cok onemli. Aldiginiz para en az asgari ihtiyaglarimizi
karsilayabilecek, barinma egitim gibi ihtiyaglar1 karsilayabilmeli ve {izerine para
kalacak bir miktar olmali ki siz pastayr diisiinebilin. Bir de bu grubun altindakiler
sizin Uriinlerinizi pahali buluyor, baska yerde daha ucuz siz neden boylesiniz

diyorlar. Yaptigimiz seyi anlamiyorlar.

e Evet, daha ¢ok zincir pastanelerden aligveris yapiyorlar. Ama son donemde

onlar da kendi biinyelerinde butik pastane departmanlari olusturdular.

Evet, ¢iinkii bu alana olan talebi gordiiler. Insanlar onlara da gidip bizde yedikleri

seyleri istiyorlar. Boyle bir talebe duyarsiz kalmalari s6z konusu olamaz zaten.

e Malzeme se¢imini nasil yapiyorsunuz?

Biz tamamen evde kendi mutfagimizda yaptiginiz pasta gibi pasta yapiyoruz.
Endiistriyel hicbir sey kullanmiyoruz. Tereyagi kullaniyoruz, kesinlikle margarin
kullanmiyoruz. Kullandigim biitiin iirlinler i¢inde i¢cime sinmeyen tek iirlin krem
santidir. Onun yerine de ithal bitkisel krem santi kullantyorum. Onun disindaki her
sey yerli. Sadece siislemeye yonelik iiriinleri, boyalari, aromalari, kaliplari, drajeleri

Amerika, Fransa, Avusturya’dan getiriyoruz.

e Malzeme temini konusunda sikint1 yagiyor musunuz?

Hayir, dyle bir sikintimiz olmadi.

e Personel se¢imini nasil yaptyorsunuz?
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Biz bu konuda sansliyiz, hi¢ sikint1 yasamadik. Bir eleman degistirdik, sonra da hala
calistigimiz elemanimizi aldik. Personel c¢ok Onemli bir sey, calismasi kolay
insanlart bulmaniz gerekiyor. Biz kendimiz egitmeye calisiyoruz calistigimiz
insanlar1. Ornegin, bizim as¢imiz on bes yasindan beri pastaci, surf el aliskanlig
nedeniyle bilmeden yaptig1 seyler var. Biz burada onlarin nedenlerini, dogrusunu
anlatmaya calistyoruz, pastacilik aslinda bir kimya isi bu mantifi vermeye

calistyoruz.

e Onceki goriismelerimizde erkek personelin bir kadindan emir alma

konusunda sikint1 yarattiklari sdylendi. Siz boyle bir seyle karsilagtiniz m1?

Yok karsilasmadik. Biz burada aile gibiyiz, kesinlikle kisisel sorunlar ise

yansitilmiyor. Diger taraftan hiyerarsik bir yap1 yok, herkes her isi yapabilir.

e Pazarlama teknigi olarak ne yapiyorsunuz?

Cok fazla bir sey yapmadik web sitemiz var. Cesitli dergilere editorliilk yaptik.
Medyanin bu sektére yogun bir ilgisi var, bu biiylik bir avantaj, ama en 6nemlisi,
tavsiye. Bir de lezzet. Butik pastacilikta goriiniim ¢ok Onemli, ama en Onemlisi
bence lezzet. Oyle olaylar oluyor ki &rnegin gelinle damat diigiinden sonra geliyor,
biz diigiinde yiyemedik yeniden yapin diye! Yani asil lezzet, bir yediginizi yeniden

yeme istegi uyandiriyor.

e Peki, Tirkiye’deki butik pastacilikla yurt disindaki butik pastaciligi
kargilastirdigimzda ne tir farklar goriiyorsunuz?  Avantajlar1  ve

dezavantajlar1 neler?

Ozellikle su dénemde Istanbul’da bir patlama yasaniyor, ama ben Istanbul’da bu
kadar talep gormiiyorum. Heyecani devam edenler kalacak, digerleri elenecek
herhalde. Sadece bu degil, gastronomi alani da bir egilim haline geldi. Amerika’daki

diiglin pastalariyla karsilastirdigimda bizim emegimizin karsiligini alamadigimizi
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diisiiniiyorum. Eger manevi tatmin olmasa hi¢ de karl1 bir is degil. insanlar yeni eni
bu isi taniyorlar. Tiirkiye’de butik pastanelerin en 6nemli rakipleri biiyiik oteller,
¢linkii onlarin kendi mutfaklar1 var ve orada bir diigiin oldugunda her seyi kendileri
yapiyorlar. Cok fazla bir avantaji oldugunu sdyleyemem, benim i¢in tek avantaji

manevi tatmindir.

e Peki, sizin promosyon g¢alismalariniz oluyor mu?

Baz1 diigiin portallarina reklam verdigimiz oluyor, fuarlarda uygulamalar yapiyoruz.
Ama bu tiir promosyon ¢aligsmalarinin geri doniisii cok fazla olmuyor. Miisteriyle bir
sekilde temas kurmus olmak lazim. Bu tiir promosyonlardan bizi arayanlar
geliyorlar pazarlik yapiyorlar, biz boyle bir istemiyoruz. Emegi taktir edebilen

miisteri istiyoruz.

e Sizce butik pastacilig1 diger pastaciliktan ayiran temel faktorler neler?

Bence seri iiretim olmamasi, misteri memnuniyeti, fiyat farkliigi bu

sektorilin en belirgin 6zellikleridir.
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Interview — 7 BUTTERFLY

Butterfly — Leyla Hanim

e Butik pastacilik nedir?

Kisiye 6zel pasta yapmaktir. Kendi hayaliniz ve miisteri istegine uygun olarak bunu
sanata doOniistiirebilmektir. Fabrikasyon imalat sisteminin tersine birebir elde

yapmaktir.

e Hayalinizdeki pastay1 yaratirken kisitlamalariniz var mi1?

Her sey yaratilabilir, ama giizel ve uyumlu olmayabilir. Ya da 6rnegin karsinizdaki
yumurta istemiyorum, kepek un istiyorum derse o zaman segenekleriniz kisitlanir.
Dolayisiyla 6nce miisterinin ne istedigini bilip ona gore hareket etmek gerekir.
Diisiindiiglinliz sey bazen o kadar da gilizel olmayabiliyor. Onun i¢in stirekli

aragtirma yapaak ufkunuzu da genis tutmak gerekiyor.

e Tirkiye’de butik pastacilik ne zamandir var?

Epeydir var, 6zellikle yeni nesil as¢ilarla son donemde ciddi bir artis oldu.

e Peki siz neden nasil bu ise girdiniz?

Biz yemek yapmay1 ve agirlamayr ¢ok seviyorduk. Bunu insanlarla paylagmak
istedik. ik olarak yemek kitabiyla basladik. Uciincii kitab1 yazmaya baslarken daha
iyl bir hizmet yapip bunu insanlara yedirelim dedik. Yemek yapmayalim; ama

pastayla ¢igekle bocekle bu isi gotiirelim istedik.
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e Daha onceki goriismelerimizde butik pastaciligin tek basina ¢ok fazla kazang
getirmedigi ve bunun organizasyon, ¢igekgilik, kafe, kurs gibi aktivitelerle

desteklendigi sdylendi. Sizin buna yaklasiminiz nasil peki?

Biz de once pastane diye basladik. Sonra; 6zellikle ben, Fransa’da okudugum, yeni
akimlar1 gérdiiglim icin cikolataya kaydik. Pastacilik artik doymaya baslayinca biz
de artik pastadan ¢ok ¢ikolataya yoneldik, kafeyle birlikte tabii.

e Boyle bir yatirim i¢in sizi tesvik eden faktorler nelerdi?

Bir kere ailelerimizden c¢ok destek aldik. Ikimiz de isletmecilik egitimi aldigimiz
i¢in boyle bir yatirrma girmek zor olmadi. Once pazari arastirdik, sonra yeri bulduk.
Evimize yakin oldugu, park yeri filan oldugu i¢in buray: sectik. Nigantasi’'nda filan
kiralar c¢ok pahali oldugundan oralar1 degerlendiremedik. Buranin s$oyle bir
dezavantaji var; buraya ancak arabasi olan, park edebilecek insanlar gelebiliyor, yani

yoldan gecenlere yonelik bir yer degil. Halbuki Nisantasi’nda olsaydik farkli olurdu.

e Qiizel bir noktaya degindiniz. Buradan butik pastaciligin belli bir gelir

grubuna hitap ettigi sonucuna varabilir miyiz?

Aslinda degil. Her gelir grubuna uygun iiriin koyabiliyorsunuz. Biz baglarken soyle
bir strateji uyguladik. Bizim fiyatlarimiz ¢ok yiiksekti basladigimizda. Cok iyi
malzeme kullaniyorduk, personel fiyatlarimiz yiiksekti. Gelirimizin asagi yukari
%35’1 personele gidiyordu. Onun disinda giimiis desenli aksesuar filan
kullaniyorduk vesaire... Fiyatlar yliksek olunca ¢ok pahali diye adimiz ¢ikti. Halbuki
bu fiyatlar bizim giderlerimizi ancak karsiliyordu. Hal bdyleyken insanlarin
kafasindaki bu imaj1 yikmak i¢in ¢ok ucuz fiyat politikasin1 benimsedik. Kosedeki
pastaneden bile ucuza satarak bir miisteri kitlesine ulastik. ilk bir iki y1l ¢ok az kar
ettik. Sonra fiyatlarimiz1 yavas yavas arttirdik. Boyle olunca miisteriler sikayet

etmediler. Zaten bildikleri, sevdikleri bir kalite vardi ortada, fiyatlar da zaman i¢inde
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e Evet kullandiginiz malzeme de iriiniin kalitesini ve fiyatin1 degistiriyor tabi.

Evet, tabi. Ornegin samfistigi kullandigimizda ya da el emegi yogun bir iiriin

cikardigimizda fiyat da ona gore yiiksek oluyor.

e Tiirkiye’deki hangi faktorler butik pastacilik i¢in avantajdir, hangileri

dezavantajdir?

Yeni terndleri kolayca takip edebilmek bir avantajdir. Bakiyorsunuz rakip yeni bir
liriin yapmis, miisteri bize geliyor “bana bunu yap” diyor. Bazen yapiliyor, bazen
yapilmiyor. Yagildiginda o taklit¢ilik olur. Biz her zaman kendimize 6zgii isler
yapmak isteriz. Miisterinin dyle bir talebi karsisinda, onu da kirmadan, “biz Gyle

degil de soyle bir sey yapabiliriz” diyoruz. Bu sekilde dengelemeye ¢aligiyoruz.

e Tirkiye ve dilinyadaki butik pastaciligi karsilastirdiginizda gordiigiiniiz

farklar nelerdir?

Biiytik 3-4 kathi pastalarla isimiz olmuyor genelde. Ben kiigiik pastalarla
ilgileniyorum. Simdi diisiiniin; masada on kisi var. Yurt disinda eger sizin dogum
glinliniizse sadece size pasta geliyor. Onun istiine mum dikiliyor, servis ediliyor.
Pasta biitlin masaya verilmiyor. Bizde ¢ok farkli cok daha abartili oluyor, masaya

verilir, yan masaya verilir. Ama orada dyle bir sey yok.

e Ingiltere’nin diigiin pastalari oluyor, ii¢ dort katli. Onlar ¢ok meshur oluyor.

Zaten onlar genelde maket pasta oluyor, ger¢cek pasta arkada oluyor. Kesilip

tabaklarda verilen o oluyor.

e O zaman sdyle diyebilir miyiz, ingiltere’de artik bu tiir pastacilik doymak

uzere?
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Evet, artik diiglin pastasi, kutlama pastasi doyuyor. Benim gordiigiim ve bizim
cikolataya donmemizin nedeni de artik insanlarin bir yere giderken pasta, tatli yerine
cikolata gotiirmeleri. Ornegin hastanelere filan pasta tatli sokmuyorlar bazi yerlerde,
cikolata gidiyor. Cikolata artik daha aranan, sarap, havyar gibi gurme iriinler arasina
girdi. Cekirdeginin séyle olmasi, topraginin boyle olmasi filan 6nem kazanmaya

basladi.

e Peki diigiin pastas1 konusunda sizce nasildi1?

Simdi biz fazla diiglin pastas1 alamadik. Bunu yapanlar zaten miisterilerini
kapmislardi biz sektore girdigimizde. Miisteri bizi yeterli sekilde tanimadi. E-
maillerle, reklamla ulagsmaya calistik, daha yeni yeni kendimizi buluyoruz. Logomuz

kesinlik kazandi. Bugiinden sonra reklam konusuna da baglayacagiz.

e Peki hazir reklam konusuna deginmisken tanitiminizi nasil yapiyorsunuz?

Nasil bir pazarlama stratejisi izlediniz?

Onlara yeni yeni basladik. Cikolata i¢in bir iki davete gittik. Ozel hazirlanmis
cikolatalar kutular yaptik. Bir konser oldugunda biz Once orada kartlarimizi
cikolatalarimiz1 dagitiyoruz. Bir de {i¢ ayda bir yabanci danisman geliyor. O geldigi
zaman basini ¢agiriyoruz, onlara tanitim yapiyoruz. Bir de internet yoluyla devaml

olarak miisterilerimizi yeniliklerden haberdar ediyoruz.

e Peki, mesela bir promosyonunuz var mi1? Bazi biiyiik pastaneler belli saatler

arasinda indirim yapiyorlar. Sizde dyle bir sey var mi1?

Yok. Zaten benim iiriinlerim sabah ¢ikiyor, aksama kadar bitiyor. Yani bir indirime

hi¢ gerek yok.

e Peki malzeme bulmakta zorluk yasiyor musunuz?
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Yasamiyoruz. Malzemeleri bulabiliyoruz, hepsi de zamaninda geliyor. Tabi dnce bir
piyasay1 arastirtyoruz. Bulamadigimiz bazi malzemeleri, kalip gibi, disardan

getiriyoruz. Ozellikle ¢ikolatada zaman zaman biraz sorun yasiyoruz.

e Malzeme temini acisindan Tiirkiye’de su soyle olsa daha iyi olurdu

diyebileceginiz bir nokta var mi1?

Ithalat islerinde kolaylik saglanirsa ¢ok iyi olur. Ozellikle bu ¢ikolata konusunda
gecerli. Ciinkii cikolata cok hassas, korunma, saklanma sartlarina c¢ok dikkat
edilmesi gerekiyor. Onun ithalati i¢in tarim bakanligindan saglik bakanligindan onay
almak lazim. Bozulan madde gelince hemen antrepoya atiyorlar. —8 derecede
saklamak gerekiyor. Biitlin bunlar maliyeti arttiriyor, bu da fiyata yansiyor, fiyat

yiikseliyor.

e Kullanilan malzemenin satis {izerinde etkisi oluyor mu? Ayni1 hammaddeye

bagli bir miisteri artis1 filan?

Oluyor tabi. Mesela bir ara oyle oldu ki, kullandigimiz ¢ikolata giimriikte kaldi, 1ki
ay getiremedik ve ithal edilmis bagka bir ¢ikolata bulduk. Miisteri hemen fark etti
degisikligi, bize bildirdiler.

e Yagda da oyledir sanirim. Un, yag bunlar1 yurt disindan m1 getiriyorsunuz,

buradan m1 aliyorsunuz?

Un ¢ok o6nemli. Yabanci danisman onu karmasina bile ¢ok dikkat eder. Biz de

olabildigince dikkatli seciyoruz.

e Peki subelesmeyle ilgili ne diislinliyorsunuz?

Cok fazla girmek istemiyoruz. Belki Nisantasi’nda bir sube daha olabilir. Iki ortak

olmamiza ragmen bu bizi ¢ok zorlar. Ancak ¢ikolata iizerine bir sey olabilir. Ama o
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da biraz riskli. Bagka bir diikkana sattiginizda adamin onu dogru sartlarda saklayip

saklamayacaginizdan emin olamazsiniz, adiniz yok yere kotiiye ¢ikar.

e Subelesmeyle butik pastacilik arasinda bir iliski olabilir mi? Ornegin bes

subesi olan bir butik pastane olabilir mi?

Hayir. En fazla bir veya iki tane olabilir. Bes sube olursa seri iiretime ge¢mek
zorunda kalir, o da butik pastacilik olmaz. Uriin sevk edildigi zaman &zelligini

kaybeder.

e Seri liretim yapan pastanelerden farklariniz1 sayarsak:

Subelesme, iiriinler, iirlinlerin tek tek elle yapilmasi. Makine hi¢ kullanilmiyor.

Sadece o hamuru yogururken. Onun disinda her sey teke tek elle yapiliyor.

e Personel se¢iminde nelere dikkat ediyorsunuz?

Onlarin da ¢ok iyi egitilmis olmasi lazim. Karsilarindaki miisteriyi ikna edebilmeleri
lazim, {riinii begendirmeleri lazim. Sadece bakmak i¢in gelen miisteriye iirlin

satabilmeliler.

e Peki bu noktada personeli ikiye ayirabilir miyiz, satis eleman1 ve igerdeki

ustalar olarak?

Evet ayirabiliriz tabi.

e Hangisi daha 6nemli?

Ikisi de gok dnemli. Biri {iriinii yapiyor, iyi mali satamazsan bir anlam1 olmaz. Kétii

mal1 satmak zaten anlamli olmaz. Ikisi de cok 6nemli, ikisi birbirini tamamliyor.
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e Son donemlere baktigimizda bu alanda agilan okullar, 6rnegin Yeditepe
Universitesi’nde Gastronomi béliimiiniin agilmasiyla birlikte egitimli eleman

bulmak biraz daha kolaylasacak gibi.

Ama onlar da elestiriyorlar, begenmiyorlar, kendi bildikleri gibi yapmak istiyorlar.

e FElemanin bayan olmasi da caligmanin kolaylig1 agisindan etkili sanirim,

degil mi?

Tabi bayanlarla calismak daha kolay. Erkeklere sunu yap, bunu yap ricalarla

olabiliyor, alintyorlar. Ama bayanlar sdyleneni yapma konusunda daha anlayislilar.
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Interview -8 - COCOLATE

Cocolate- Arzu Hanim, Elif Hanim

Elif Kolonkaya 1964 dogumlu, Alman Lisesi mezunu. Ardindan Mimar Sinan
Universitesi’nde mimarlik okudu. Bu dénemde bilgisayar destekli tasarim programi
Autocad’in Tiirkiye’deki ilk kullanicilarindan oldu ve 14 yillik yogun meslek
yasaminda mimarligin yani sira 2 yili da Viyana’da olmak {izere bu programin
egitimi verdi. Is hayatinda tempo diisiirme karar1 aldig1 bir dénemde New York’a
gitti. *The Institute of Culinary Education’da ‘Cake Decorating’ ve daha sonra
‘Wedding Cake’ programlarina katild1 ve 6niinde yeni bir ufuk agildi. Bu kurslarda
diinyanin en iinlii pasta tasarimcilarindan Toba Garrett ile ¢alisma imkanini buldu.
Istanbul’a doniiste once yakin gevresi i¢in hazirladif pastalarla basladigi calismalar
yavas yavas siparislere doniistii. Dogum giinleri, 6zel gilinler, diigiin, nisan ve s6z
kutlamalar i¢in tasarladigi pastalarinin yani sira 6zel ¢ikolata ¢aligmalari, davetler
ve kokteyller i¢in her tiirli tuzlu ve tatli, 6zel sunumlu iirlinler gelistirdi. Zaman
icinde farkli iilkelerden getirdigi 150’yi askin kitaptan degisik diinya lezzetlerini
uyguladig tarifler olusturdu. “Wedding 2002 Fuar1” na katildi.

Kurdugu internet sitesi ve tasarlayip hazirladigi pastalarin taninmasiyla birlikte
misterilerinden ve biliylik otel zincirlerinden “Pasta dekorasyonu egitimi”

konusunda talepler gelmeye basladi.

Bu konuda ev hanimlarina ve meslege yeni baslayacak, kimi Istanbul disindan gelen

kiiclik gruplara yonelik egitimler diizenledi.

Elif Kolankaya, son olarak Ziirih’te, konusunda diinyanin en 6nemli iki isminden
biri olan Othmar Fassbind’den, sahibi oldugu Fabilo Egitim Merkezi’nde “Seker
Isleme Sanatr” egitimi ald1 ve bu kursta biiyiik otel zincirlerinin pasta sefleriyle
calisti. Othmar Fassbind’in onayiyla pasta dekorasyonu kurslarinda “Fabilo

International” sertifikast verme hakki kazandi.
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Arzu Irez

1966 dogumlu, Avusturya Lisesi mezunu. Bogazigi Universitesi Isletme Boliimii nii
bitirdi, sirasiyla Procter and Gamble, NCR ve Wella’da iiriin miidiirii ve grup {iriin
miidiiri olarak c¢alistt. Ardindan Yatasg’in ve Uno ekmekleri’nin pazarlama
miidiirliigiinii yapti. Gida konusunda UNO biinyesinde ve yurtdisinda katildigi
fuarlarda  Tirkiye’deki  6zel {riin  konusundaki  eksiklikleri  belirledi.
Bu konuda Elif Kolankaya ile olan arkadasligini is ortakligina doniistiirdii ve
meslegindeki ¢ok yonlii birikimi sayesinde ortak c¢alismalar1 biiyiik bir ivme

kazandi.

Butik pastacilik nedir?

Coccolate: butik pastacilifi terzi ve tekstilci 6rnegi ile acikliyorlar. Zincir pastaneler
miisterilerini dikkate almaksizin genel kitleye yonelik seri iiretimler yapiyorlar. Bir
pastadan yirmi tane otuz tane iiretip ellerinde olani satiyorlar. Tipki bir giyim
magazasinda bir bluzdan bes tane olmasi gibi. Ayse hanim da gidiyor ayn1 bluzu
aliyor, sen de, ben de ayni bluzu aliyoruz. Oysa butik pastacilikta durum farkli, sen
gidiyorsun ve ben pembe bir ¢ikolatali pasta istiyorum diyorsun. O pasta sadece
senin i¢in sana 6zel, bir tane yapiliyor. Terziye gidip 6l¢iilerine ve zevkine gore bir
bluz diktirmek gibi. Nasil ki o bluzu sen hayal ediyorsun, ayrintilarini senin
Olciilerin belirliyor, bir butik pastaneye geldiginde de ayrintilarini senin belirledigin,

rengine malzemelerine senin karar verdigin bir pasta yaptirtyorsun.

Nasil bu sektore girdiniz?

2-2,5 sene boyunca evden iiretim yaptik. Artan taleple birlikte biz de bu isi
bliylitmeye karar verdik.

. Peki nasil bir fizibilite ¢alismasi uyguladinmiz? Karliligi ve talebi nasil
dengelediniz? Sonucta butik pastacilik Tiirkiye’de ¢ok fazla taninan veya ragbet

goren bir 15 degildi siz basladiginizda, risk faktorii sizi korkutmadi m1?
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Evde yaptigimiz liretim elbette bir isletmeyi tek basina dondiirebilecek bir karlilik
saglayamazdi. Zaten Tirkiye’de bir pastanenin sadece butik pastacilikla kendini
cevirmesi olduk¢a zor. Bu nedenle biz bunu baska bir is koluyla desteklememiz
gerektigini diislindiik. Buna en yakin is de bu isi baskalarina 6gretmek olabilirdi. Bir
yemek okulu bunun i¢in iyi bir alan olur diye diisiindiilk ve hemen sponsorluk

goriigmelerine basladik. Alevli ve Argelik bizim sponsorlarimiz oldu.

. Bu alanda en ¢ok karsilastiginiz sorunlar neler oldu? Sonugcta yeni bir alan ve

bu isin ustasini bulmak oldukga zor, ustalar genel olarak alayli.

Evet eleman sorunu en biiyiik sorunumuzu olusturdu ilk etapta. Ustalar her seyi hizli

hizl1 yapmaya alisik.

o Sektore baktigimizda daha ¢ok mimar, miihendis, isletmeci gibi farkl

meslek gruplarindan gelenleri goriiyoruz. Bunun nedeni nedir size gore?

Bu isi yapmak i¢in belli bir egitim seviyesi ve yabanci dil 6nemli. Bundan

kaynaklaniyor olabilir.

e  Nasil basladiniz ve neden sadece butik pastane degil de yemek okuluyla

birlikte?

Ik etapta pastalar1 2-2,5 sene boyunca evden yaptik; fakat talepteki artisla beraber
biz de biiylimeye karar verdik. Yaptigimiz hesaplarla gordiik ki sadece butik pastane
isi dondiiremeyecek, yanina baska bir seyler koyarak desteklemek gerekecek. Iste o
zaman aklimiza bir yemek okulu agmak geldi. Hemen sponsorluk goriismelerine

basladik, Ar¢elik ve Alevli sponsorumuz oldu.

o Butik pastane isletmecilerine baktigimizda genelde farkli mesleklerden

insanlar1 goriiyoruz, bunun nedeni nedir size gore?
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Bu is alayli bir tipin yapabilecegi is degil. Egitilmis olmali, yeniliklere a¢ik olmali,
rahatlikla yurt disina ¢ikabilmeli ki bu tiir farkli sektorlerle tanisabilsin ve tabi
yabanci dil biliyor olmali. Bunlar ancak belli bir ekonomik seviyedeki ve belli

kiiltiirdeki insanlarda bir arada bulunabiliyor.

e  Malum Tiirkiye,’de egitimli as¢1 ve pasta ustasi bulmak oldukca zor. Peki bu

sorunu nasil ¢oziiyorsunuz?

Evet, hoca bulmak bizim i¢in biiylik bir sorun oldu. Hem konusunda uzman olmali
hem de part-time zaman ayirabilmeli. Bu is ince is¢ilik gerektiriyor, halbuki alayli
ustalar her seyi birbirine katarak yapiyorlar, onlar mutfaktan ¢iktiginda ortalik savas
alanina donmiis oluyor. Biz buraya uyum saglayabilecek 6grenme hevesi olan
kisilerle calismay1 tercih ediyoruz. Bunlari da se¢memiz zaman iginde arastira

arastira oldu.

o Peki izlediginiz pazarlama stratejisi nedir? Ne tiir reklam araglarini tercih

ediyorsunuz?

Reklam harcamasi yapmiyoruz. Tanitimimizi Pr {lizerinden yiiriitiiyoruz. Bu alan
zaten ¢ok renkli ve gorsel bir alan. Konsept ¢ok iyi, miisteriler ¢ok hos insanlar,
isletmeciler de bir o kadar degisik ve dikkat ¢ekici. Dolayisiyla biitiin bunlar bu
alan1 kendiliginden medya i¢in cazip hale getiriyor, ekstra bir tanitima ihtiyac

duymuyorsunuz.

. Sirketlesme butik pastacilik i¢in uygun bir yayilma stratejisi mi yoksa bir

dezavantaj mi size gore?

Bana gore sirketlesme bir dezavantaj. Yapilan pasta sayisi1 artryor, buna bagl olarak

maliyetleriniz de artiyor.
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e  Nasil bir fizibilite c¢aligmasi yaptimiz? Pasta yemek okuluna nasil karar

verdiniz?

Biz zaten pastacilig1 yapiyorduk dolayisiyla oradaki talebi zaten biliyorduk. Boyle
bir i ka¢ kisiyle yapilabilir? Ne kadar ciro elde edilebilir? Bunlar1 aragtirdik.
Fiyatlandirmay1 nasil yaptiginiz, isletmenin yeri {riin kalitesi bunlarin hepsini
degerlendirdik. Diger taraftan pasta-yemek okulu konusunda da potansiyel gordiik.
Dil bilmeyen ve yurt disina gidemeyen ev hanimlar1 bizim hedef kitlemizi olusturdu.

Uzun bir siire butik pastacilik yan kol olarak devam etti

o Malzeme sec¢imini nasil yaptiniz? Tiirkiye’deki {iriinlerin kalitesi sizin igin

tatmin edici miydi yoksa disaridan mi1 getirmek zorunda kaldiniz?

Malzemelerin ¢ogunu Tiirkiye’den saglaniyoruz. Basta bir kismimi disardan
getiriyorduk; ama zamanla bizim gibi yerlerin ¢cogalmasiyla {ireticiler bu anlamda
yonlendirildi. Ilk baslarda kullandigimiz pudra sekeri ile disaridan getirdigimiz
pudra sekeri farkliydi, ama simdi biitiin malzemeleri Tiirkiye’den tedarik
edebiliyoruz. Bu tip yerlerin ¢cogalmasiyla insanlar bizim {irlinlerimizi yapabilmek
i¢in evden de talep etmeye basladilar. Ornegin bizim kursumuza gelen insanlar
ogrendikleri pastay1 aksam eve gittiginde kocasina da yapmak istiyor dolayisiyla bir

talep olustu ve ekipmanlar da bu dogrultuda daha kolay bulunur oldu.

o Fiyatlandirmayi nasil yaptyorsunuz?

Dilim fiyat1 iizerinden fiyatlandirma yapiliyor. Pastanin modeli, biiylikligii ve

zorluk derecesi fiyati belirliyor.

o Tiirkiye’de butik pastaciligr yurt disi ile karsilastirdiginizda ne tip avantajlar ve

dezavantajlar gériiyorsunuz?

226



Tirkiye’de li¢ biiyiik sorun var; gelir egitim ve gorgii disiikliigi. Egitim seviyesi
diisiik oldugu i¢in insanlara ne yaptiginizi anlatamiyorsunuz. Bu anlamda bir

numaral1 sorun personel egitimi haline geliyor.

Sonra her seyi ¢cok hizli tiiketip ¢ope atan bir toplumuz. Butik pastacilikta da o oldu
bugiin baktiginizda kdsedeki kadin bile yemek kursu agti.

Bir de bizde olayin icerigini bilmeden hemen o ise atilmak var. Disaridan bakiyorlar
“ufff, ne bicim para kazanmiyorlar!” diyorlar. Hemen isin igine giriyorlar. isi de
bilmediklerinden kalitesiz iirlinler ¢ikariyorlar, yanlhs yapiyorlar. Birisi gidip de
buradan bir pasta aliyor, fakat hi¢ begenmiyor ertesi giin arkadasina “butik
pastaneden alis veris yapilmaz.” diye anlatiyor. BoOyle bdyle toplumda bir

memnuniyetsizlik olusuyor sonrasinda da o is tamamen ¢ope atiliyor.

. Zincir pastanelerle butik pastaneleri karsilastirdiginizda ne gibi farklar dikkat

cekiyor?

Butik pastaneyle zincir pastane arasindaki farki en iyi Cemil Ipek¢i ve Mudo
arasindaki farklara dikkat ¢ekerek 6rnekleyebiliriz. Butik pastanede kisiye 6zel pasta
yapiyorsunuz tipki Cemil Ipekgi’nin kisiye 6zel kiyafet hazirlamas: gibi pastaniz da
sizin belirlediginiz 6zelliklere gore i¢in bir defa yapiliyor. Digerinde ise seri iiretim
s6z konusudur, Mudo 6rnegi gibi. Bir iirlinden ¢ok sayida {iiretilir ve begenen herkes

alabilir.

Pastanede lokasyon onemlidir. Merkezi bir yerde olmali, subelesmek ¢ok onemli.

Ama butik pastanede tek bir merkezden yiiriitliyorsunuz biitiin isi.

Pastanelerde hangi iiriinden ne kadar iiretim yapilacagi bellidir. Butik pastaneden

tiretimi aldiginiz siparisler belirler.
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e  Butik pastaciligr belirleyen faktorler, bu alanda dikkat edilmesi gereken

noktalar nelerdir?

Paketleme ve koruma sartlar1 cok 6nemli, bayatlamis iiriinler kesinlikle satilmamali,
sonra markali malzeme kullanmak 6nemli. Personel egitimi ¢ok, internet sitesinin
dizayn1 goze hos gelmeli... Bunlarin hepsi sizin bu alanda taninmanizi ve marka
olmaniz1 etkileyen faktorler. Zaten miisterilerimiz genellikle bizi tavsiye iizerine
buluyorlar, burada kurulan diyalog, arzularinin detayl1 olarak dinlenmesi, sirf siparis
asamasinda bile keyif duyuyorlar, siparis verilirken masa Ortiisiiniin rengi bile

dikkate alintyor, bu da insanlarin hosuna gidiyor tabii.

o Peki butik pastaciligin diinyadaki tarihiyle ilgili bize ne anlatabilirsiniz?

Ingiltere’nin yerel bir gelenegi olarak basliyor, bizdeki Iskender gibi. Oradan ¢ikiyor
Avustralya, Yeni Zelanda ve ABD’ye yayiliyor. Oyle bir noktaya geliyor ki
yayildig1 yerlerde Ingiltere’de ilerlediginden cok daha hizli ve fazla gelismeye
baslhiyor. Her zaman oldugu gibi bu gelismede de ABD basi ¢ekiyor. Avrupa’da ise
bu is neredeyse hi¢ yok, orda daha ¢ok continental pastacilik var, rokoko, profiterol
gibi. Tiirkiye de su anda bu taklit ediliyor Fransa ve Italya’da da yaygi olani bu tiir.
Ama bizlerin butik pastacilif1 buraya getirmesiyle artik butik pastacilik Tiirkiye’de
Avrupa’da oldugundan daha ilerde.
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Interview — 9 ART CAFE

Art Cafe

e Butik pastacilik nedir?

Butik olmak demek fabrikasyon olmamak demektir. Fabrikasyon pastalarda her sey
makinelerle yapiliyor. Butikte ¢ok fazla emek harciyorsunuz, tek tek her seyle
ugrastyorsunuz, ¢ok fazla ziyan ediyorsunuz. Evde nasil bir pasta yaparken
ugrastyorsunuz burada da dyle. Bir kere malzemeden kesinlikle kacinmiyoruz, yeni
seyler yaratmak ic¢in ugrasiyoruz. Butik olmak iste bunlarin hepsini bir arada
yapabilmek demektir. Kaliteli malzeme, 6zenli ¢alisma ve yaraticilik. Yani her

seyiyle 6zel bir iiriin ortaya ¢ikartyorsunuz.

e Gorilinlim olarak da farkli oluyor degil mi?

Evet, tabi. Malzeme farkli oldugu i¢in goriiniim de otomatik olarak ona uygun hale
geliyor. Ogzellikle kisiye o0zel siparisler oldugunda tamamen farkli seyler

¢ikartyorsunuz.

e Miisteri bir pasta siparisi verecegi zaman siz onu yonlendiriyor musunuz?

Evet, zaman zaman oluyor. O da bizi yonlendiriyor.

e Kagc senedir butik pastacilikla ugrasiyorsunuz?

11 sene oldu.

e Arastirmalarimiza gore 2003’ten bu yana butik pastacilikta biliyiik bir artis

oldu. Siz bununla ilgili ne diisliniiyorsunuz?
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Evet. Bu ¢ok enteresan. Biz ilk basladigimizda tepki bile almistik. Boyle farkl
tatlar1 kabul ettiremezsiniz, tutturamazsiniz seklinde yorumlar geliyordu. Ama dyle
olmadi, zamanla insanlar alisti, kabul ettiler. Zaten bu tiir degisikliklerin ilk etapta
tepkiyle karsilanmasi ¢ok normal, biz ilk acildigimizda kahve makinesi vardi, o
zamanlar Tiirkiye’de ¢ok az yerde kahve makinesi vardi ve insanla bize gelip 1srarla
poset cay iciyorlardi! Hayret ediyorduk! Sonra dyle bir zaman geldi ki artik ¢ay igen

kalmadi, insanlar sadece kahve i¢gmek i¢in gelmeye bagladilar!

e Evet, anlattiginiz gibi butik pastacilikta da ayni sey s6z konusu sanirim, artik
bir trend haline geldi, neredeyse her hafta sonu butik pastacilikla ilgili bir

haber okuyabiliyoruz.

Evet. Ciinkii eskiden bu is babadan ogla gegen bir isti. insanlar pastaya yaraticilik
katmiyorlardi. Halbuki butik pastanelerin gelmesiyle ¢ok daha renkli bir alan haline

doniistii.

e Artik zincir pastaneler bile butik departmani olusturuyor.

Evet, kendilerini bu yonde gelistiriyorlar. Tabi gene fabrikasyon iiretim devam

ediyor, kataloglarla ¢alisiyorlar.

e Sizi rakip olarak goriiyorlar demek ki.

Goriiyorlar tabii ki. Insanlar yeni lezzetleri aramaya bashyorlar. Oraya gidip
soruyorlar, bizde yedigi bir seyi orada da bulmak istiyorlar. Tersi de oluyor tabii.
Onlarda yedikleri bir seyi gelip bizde ariyorlar. Ornegin profiterol. Ben bu sekilde
gelenlere her yerin kendine Ozgii iriinleri oldugunu anlatmaya ¢alistyorum.

Profiterolii onlar yapiyorlar zaten benim de yapmama ne gerek var Ki!
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e Ama bu tir talepler sizin endiniz gelistirmenizi, taleplere uygun iiretim
yapmaniza yardimci olmasi, yenilikleri yakalamaniz ag¢isindan faydali

olmuyor mu?

Evet, o anlamda degerlendirirseniz dogru. Bazen ters bir niyetle gelenler de oluyor.
Ornegin ben dogum giinlerinde pasta yemekten hi¢ hoslanmam. Sirf bu yiizden, yurt
disindaki insanlarin bu isi nasil farklilastirdigini gézlemledim, orada pastalarin ne
kadar farkli oldugunu gérdiim ve ben niye boyle yapmiyorum diyerek, o hayalle bu

ise girdim.

e Peki, siz yurt disinda bu isin egitimini aldiniz mi1?

Hayir, almadim.

e Peki, Tiirkiye’de aldiniz mi1?

Hayir. Benim annem bu ise ¢ok merakliydi. Ben de onunla beraber girdim bu isin

icine. Tesadiifen de ¢ok iyi ustalarla karsilastim, onlardan ¢ok sey 6grendim.

e Ben de aslinda tam size bu sektdre neden girdiginizi soracaktim, ama biraz

yanitlamig oldunuz sanirim.

Boyle baslamadim. Ben aslinda seramik sanatgisiyim. Yemek isini ayrica ¢ok
seviyorum. Dedik ki 6yle bir yer agalim ki hem ben yaptigim seramik ¢alismalarini
sergileyebileyim hem de yemek yapalim satalim. Fakat sonradan pasta daha agir

basti, daha ¢ok talep gordii. Ben gene ara ara yapiyorum kendi ¢aligmalarimi.

e O zaman sizin sanatsal gecmisinizin de bu ise biiylik katkist olmustur.

Evet, kesinlikle. Ben de ustalardan ¢ok sey Ogreniyorum, ama isin siisleme isini
sadece ben yapiyorum.
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e Daha onceki goriismelerimizde butik pastaciligin tek basina bir isi ¢gevirmek
icin yeterli olmadigi bu nedenle cafe, organizasyon, c¢icekeilik gibi yan
alalarla desteklenmesi gerektigine iliskin yorumlar ortaya ¢ikti. Siz bu goriise

katiliyor musunuz?

Evet, kesinlikle katiliyorum. Kendi agimdan diisiindiiglimde bizim yerimiz Levent’te
ve burast bir is merkezi. Insanlarin &gle molalarini, cay aralarin

degerlendirebilecekleri bir olmasi sart, burada sadece pastane olmaz.

e Sektdre girmeden once herhangi bir fizibilite caligmasi yaptiniz m1?

Hayir, biz bu ise tamamen zevk icin basladik. Ama sonradan her sey ¢ok ciddilesti

ve profesyonel olmamiz gerektigi ortaya ¢ikti. Bu siire¢ i¢inde ¢ok sey 6grendim.

e Peki, 0 zaman farkinda olmadiginiz sonradan 6grendiginiz en O6nemli sey

nedir?

Insanlarla iletisim en onemlisi. Ik etapta o kadar zorlaniyordum ki miisterilerle
ortak dilde konusma konusunda. Ters bir tepkiyle karsilagtigimda nasil
davranacagimi bilmiyordum. Bazen insanlar ¢ok saygisizlasabiliyor, drnegin siparis

verdigi pastay1 almaya gelmiyor! Zamanla bunlarla bas etmeyi 6greniyorsunuz.

e Yer se¢imini nasil yaptiniz? Belirli kriterleriniz var miyd1?

Yok hayir. Bilingli bir tercih yapmadik. Ik diikkAnimiz zaten bizimdi onun igin
orayl degerlendirdik. Evimize yakindi. Onun diginda ¢ok avantajli bir yer degildi.
Bize gelenler kulaktan kulaga yaydilar, 6yle tanindik. Belki ilk etapta ¢ok pahali bir
yer bulsaydik, maliyetleri ¢ok yiiksek bir is oldugundan yiiksek bir Kirayla birlikte
yiirlitemeyebilirdik.
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e Peki, nasil bir pazarlama stratejisi izlediniz?

I1k basta kiigiik bir ilan hazirlamistik; ama onun ciddi bir geri doniisii olmadi. Gazete
haberlerinin ¢ok biiyiik etkisi oldu. Ozellikle Hiirriyet gibi bir gazetede ¢iktiginiz

zaman ¢ok genis bir kesim tarafindan taniniyorsunuz.

e Tiirkiye’deki butik pastacilikla disartyr karsilastirdiginizda Tiirkiye nin

avantajlar1 ve dezavantajlari neler?

Ne bakimdan avantaji kast ediyorsunuz?

e Sizi bu ise girme konusunda tesvik eden faktorler nelerdi? Neden “ben bu isi

Tiirkiye’de yapabilirim” diye diisiindiiniiz?

Sonugta gida sektorii her zaman firsatlara ¢ok agik bir sektdr, yaptiginiz sey ne

olursa olsun mutlaka bir aliciniz oluyor.

e Dezavantajlari ne olabilir? Ornegin malzemeleri kolaylikla bulabiliyor

muzunuz?

Evet. Seneler once kolaylikla bulamiyorduk, ama simdi ihtiyacimiz olan her seyi
yurticinden temin edebiliyoruz. Findik, badem gibi ¢erezlerin zaten vatani burasi,

cikolata alaninda da ¢ok 1iyi firmalar var. Her hangi bir sikint1 yagamiyoruz.

e Daha oOnceki goriismelerimizde pastane sahipleri ozellikle gida boyalarini

disaridan getirmeyi tercih ettiklerini sylediler.

Evet, onlar biraz zor bulunuyor. Biz onlar1 getiren firmalarla ¢alisiyoruz. Piyasada
bunlar bayagi pahali, ama iriinlerde yiiksek kalitede malzeme kullanmak
zorundasiniz. Bizim her zaman malzeme yoniinden bir dezavantajimiz var. Pahali

seyler kullanma zorunlulugumuz var bir kere; ama bunu tam olarak miisteriye
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yansitamiyoruz. “alt tarafi bir pasta yapiyorsun, neden bu kadar pahali?” oluyor.
Diger pastanelerde ¢ok daha ucuza satiyorlar, ciinkii ¢ok daha ucuza mal
edebiliyorlar ve inanilmaz karlar elde ediyorlar. Biz o kadar karli ¢alisamiyoruz,
clinkli en iyi malzemeleri kullanmak zorundayiz. Ben evimde nasil yapiyorsam

burada da dyle ¢alistyorum.

e Hedef kitlenizi nasil tanimliyorsunuz?

Ekonomik acidan iyi bir gelir seviyesinde olanlara hitap ediyoruz.

e Peki, yurt dis1 deneyiminin olmasi bu anlamda bir faktér mii?

Evet, tabi. Cok sayida yabanci miisterimiz var. Burada kendi alistiklar1 tarzda bir
seyler bulabiliyorlar. Fransiz, Ingiliz, Belgikal1 hepsi de buraya geldiklerinde mutlu
oluyorlar, artitk dost gibi olduk. Bagdat caddesinden bizi bilip buraya aligveris

yapmaya gelenler oluyor.

e Bu ayni zamanda miisterilerin size sadakatini de gdstermis oluyor.

Evet, haklisiniz.

e Bu agidan bakildiginda sizin zincir pastanelere gore ciddi bir lstiinliigiiniiz
var aslinda. Birebir diyaloglarla miisteri sadakatini ¢ok daha rahat
olusturabilirsiniz. O halde soyle bir sey sdylenebilir mi, butik pastacilikta

markalasmak daha kolaydir?

Yok degil, oraya gelene kadar ¢ok biiylik emek var ve de hitap ettiginiz kesim ¢ok
dar. Tam bir markalagma ¢ok zor. Bir de bizim isimiz biraz gorgiiye dayaniyor,

bizde bu gorgii yok. Damak tad1 bunu kabul edebilen tiiketici ¢ok kisitli.
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e Evet, 6rnegin seker hamuru bizim damak tadimiza ¢ok yabanci. Siz bunu

nasil degerlendiriyorsunuz?

Biz  kesinlikle pastalarimizda yenmeyen seyler kullanmiyoruz. Bizim
pastalarimizdaki her sey yenebilir. Sirf siis olsun diye ¢ok fazla seker hamuru
kullanmaktan yana degilim. Su donemde gorsellik Oyle bir hale getirildi ki,
neredeyse heykel pastalar yapiliyor. Cok glizel goriiniiyor, ama bakiyorsunuz

pastada yiyecek bir sey yok. Son donemde gorsellik ¢ok 6n plana ¢ikti.

e Lezzet ve goriinlim dengesini tutturmak Tiirkiye’deki pastaneler i¢in zor mu?

Aslinda bu durum biitiin pastanelerin kendilerini gelistirmelerini sagliyor. Ornegin
miisteri geliyor, pastayla ilgili sordugu ilk sey “taze mi?” oluyor. Oyle bir
giivensizlik olugmus ki, diger pastanelerde pasta bayatlasa da sirf giizel goriindiigii
icin vitrinden indirilmiyor. Bizde bdyle bir seyin olmasi s6z konusu degil, hemen

¢cope gider.

e Kullanilan malzemenin miisteri iizerinde etkisi oluyor degil mi?

Tabi, ¢ok enteresan bir anim var bununla ilgili. Kimyager bir miisterimiz vardi,
devamli misterilerimizden biridir. Bir giin geldiginde soyle dedi; "sizin
pastalarinizda katki maddesi kullanmadiginiza o kadar eminim ki, ¢linkii biitiin
Istanbul’a ben satiyorum bu maddeleri ve bir tek siz almiyorsunuz!” bir de boyle bir

sey var!

e Butik pastacilikta subelesmeyle ilgili ne diisiiniiyorsunuz? Ka¢ sube olmali?

Ornegin on sube olabilir mi?

Olamaz. En azindan biz yapamadik. Olmaz, ¢iinkii bu is siirekli sizi basinda isteyen
bir is. Bir bakima miisteri sizin i¢in geliyor buraya. Sube oldugunda bdyle bir sey

s0z konusu olamayacak, bir bakima yaptiginiz is fabrikasyona girecek. Bu belki ¢cok
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profesyonel bir yaklasim degil, ama benim goriisim bdyle. Biz sadece en iyiyi

yapalim biz de mutlu olalim onlar da mutlu olsun istiyoruz.

e Peki, ka¢ sube olmal1?

Bir tane!

e Yani bir imalat yeri, bir de satis gibi mi?

Yo hayir, ikisi de ayni yerde olmali. Pastay1 nerede pisiriyorsaniz orada satmalisiniz.
Miisteri o kokuyu duymali, kendi evinde pisirdigi gibi oldugunu bilmeli. O koku
Oyle bir sey ki, buradan gecerken miisteriyi davet ediyor. Pasta almak hi¢ aklinda
yokken pasta aldiriyor.

e Personel se¢imi i¢in ne dersiniz?

Cok zor. Istediginiz kalitede, istediginiz diiriistliikte birini bulmak ¢ok zor.

e Personeli, mutfakta ¢alisan ve satista ¢alisan olarak ikiye ayirabilir miyiz?

Tabi.

e Ornegin mutfak personelini segerken alayli m1 yoksa egitimli mi olmasin

tercih ediyorsunuz?

Bizde hem alayli hem de mektepli var. Hatta bu ise basladigimizdan beri sefin
yaninda yetisen ve artik usta sifatin1 kazanmis elemanlarimiz var. Oyle ki, artik sef
olmadiginda onun yerine isi yiiriitebiliyorlar. Bu o kadar 6énemli ki, ¢iinkili miisteri

geldiginde “bugiin sef yoktu” diyemezsiniz.

e Peki, satig elemani i¢in de mi ayn1 sey gegerli?
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Evet, tabi. Aslinda en 6nemli satis elemanm biziz. Miisteri geliyor ve sizi ariyor,
sizinle muhatap olmak istiyor. Satig elemanlar1 da bize baka baka 6greniyor, nasil

konusulacagini, eksiklerini filan.

e Diger goriismelerimizde bu alanda erkeklerle ¢alismanin daha zor oldugu

sOylendi. Siz buna katilryor musunuz?

Evet, kesinlikle. Erkekler bir kadinin soziinii dinleme konusunda c¢ok kotiiler. Biz
zamaninda ¢ok ugrastik. Simdi simdi bir yerlere gelebildik. Ama gene bir eleman

degisikligi olsa gene ayni1 seyleri yasayacagiz. bu bakimdan ciddi sorunumuz var.

e Yurt disindaki butik pastacilikla Tirkiye’yi karsilastirdiginizda ne

goriiyorsunuz?

Disarida ¢ok giizel pasta yapan yerler var, bu karsin adi biiyiik olan yerlerin de ¢ok
kotii pastalari olabiliyor. Orada fabrikalagma, franchising ¢ok fazla. Gene belli bagh
tirtinler ama ¢ok da parlak degil. Benim gordiigiim yerler arasinda pastacilik olarak
en iyi yer Belgika’ydi. Mesela Ingiltere’deki damak tadiyla bizdeki ¢ok farkls,
oradaki insanlar kremay1 ¢ok seviyor. Bizde dyle degil, bize gore krema igrenctir,
yagdir! Onlarda farkli. Orada bir butik pastaneye gidip de pasta aldigimizda ig¢inden
kek ¢ikiyor! Bu acidan Tiirkiye’de pastacilik disariya gore daha ileri bir seviyede
bence.

e Tiirkiye’de butik pastaciligin gelecegini nasil goriiyorsunuz?

Aslinda Tiirkiye demek ¢ok da dogru mu onu bilmiyorum. Istanbul’un disinda bu is
cok da fazla yapilmiyor. Bir Izmir’de Bonjour vardi, o da simdi kapanmis. Bence
Tiirkiye’de butik pastacilik ¢ok biiyiik mesafe kat etti, ama onlimiizdeki donemde ne
olur bilmiyorum. Ornegin bir dénem videoculuk cok popiiler olmustu her kdse
basinda dvd-vcd satan bir yer agiliyordu. Simdi durdu, yavas yavas kapandi bir

cogu. Bizde de buna benzer bir agilim yasandi son donemde, evden satis yapanlar
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cikt1, evde yaptiklarini1 satmak igin pastane aganlar ¢ikti. Sayica ciddi bir artis oldu.

Bunun da sonu videocular gibi olabilir.

¢ Ama niifusun geng ve yenilige acik olmasi farkli tatlara ragbeti arttirmaz mi?

Umarim Oyle olur. Sonucta bu, zevkle yapilmasi gereken bir is, para i¢in yapilirsa

basarili olunamaz.

e AB’ye liyelik agisindan her hangi bir hazirliginiz var mi?

Su an icin yok; ama mutfagin uymasi gereken kriterler var. Onlar olmadan

isletemezsiniz zaten. Mevcut olanin disinda herhangi bir ¢alismamiz olmadi.

e Butik pataciligin kriterleri ne olabilir size gore?

Fiyat farklili§1 mecburen olan bir sey, onu bir kriter olara almak dogru degil. Ozel

bir sey yapmak, farkli bir iirlin elde etmek temel kriter olur.

e Peki, promosyon ¢alismalariniz oluyor mu?

Yok. Butik ¢alisan pastanelerin dyle bir durumu olamaz. Ciinkii zaten 19.30°da
kapatiyorsunuz, Pazar kapali. Onun disinda da {irettiginizi ayni giin satiyorsunuz.

Fazladan bir promosyon caligmasina hi¢ gerek yok.
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Interview — 10 NADY’S

Nady’s- Gliniz hanim.

Giliniz Dalver

NADY'S

1. Butik pastacilik nedir? Pastacilikta tasarim ve lezzetin kisiye 0Ozel olarak
gerceklestirilmesidir. Endiistriyel iiretimden uzak, trlin kalitesi yiiksek, gorsel

giizelligin lezzetle birlesmesidir.

2.Tirkiye’de ne zamandir butik pastacilik var? Giindeme yerlesmesi yaklasik 3

senedir. Ancak 6-7 senedir Tiirkiye’de var.

3.Siz bu sektore neden girdiniz? Gelecegi oldugu kadar, ¢ok zevkli yanlar1 da var.

4.Sektore girmeden Once nasil bir fizibilite ¢aligmasi yaptiniz? Boyle bir yatirim igin
sizi tesvik eden faktorler neler oldu? Nadys restauran - cafe ve patisserie olarak iki
ayr1 kulvarda kostugundan dolay: fizibilite iki ydnlii oldu. Istanbul iyiyi ¢abuk
kabullenip, alistigindan vazgegmeyen ve kotiyli cabuk silen bir sehir. Dogru
noktada dogru is diislincesiyle baslandi. Farkli lezzetlerin degisik yas gruplarina
ulasacagi goriildii. Butik pastaciliktaki bliyime farkli bir pencere acti. Bir kisiye ait
0zel giinleri, hayat boyu siiregelen kutlamalari diisiiniirseniz; birde niifusu... Pastada

bliylik bir payin size diisecegini hemen anlarsiniz.

5.Tirkiye’deki hangi faktorler butik pastacilik i¢cin avantaj ve hangileri dezavantaj?
Tek dezavantaj endiistriyel iiretim yapan pastanelerin dekorlu pastalardaki verdigi

fiyatlar. Uriin kalitesindeki fark bazen fiyatin &niine gecemiyor. Avantaj moday1 ¢cok
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seviyor olmamiz. Kalite gitgide daha onemli hale ge¢iyor. Bunlarin avantajin

yas1yoruz.

6.Diinyadaki butik pastacilik ve Tiirkiye: Daha ilerlememiz gereken ¢ok nokta var.
Ozellikle pastacilikta kullanilan 6zel malzemelerin Diinyada oldugu kadar zengin

olmamasi, yerli iretimin kalitesizligi tiirlii zorluklara yol agiyor.

7.Hedef kitleyi nasil tanimlarsiniz? Hedef kitle ayakta kimlerle beraber durmak

istediginizdir. Bunu bulundugunuz nokta, fiyat politikaniz, iiriin kaliteniz belirler.

8.Kullanilan malzemeyi nasil temin ediyorsunuz? Ithal malzeme kullanmamizi
gerektiren yerlerde ithalat¢i1 firmalarla ¢alisiyoruz. Yerli iiretimi israrla denesek de
bazi iiriinlerde degistirme sansimiz olmuyor. Ithal iiriinlerin fiyatlar1 yiiksek oldugu

icin maliyete yansimasi suandaki tek zorlugumuz.

9.Kullanilan malzeme Kkalitesinin satis tizerindeki etkileri nasil? Misterinin direkt

fark ettigi bir seydir kullanilan {irliniin kalitesi, tabiiki satisa olumlu yansiyor.

10.Subelesmenin pazarlama iizerindeki etkileri nelerdir? Daha c¢ok kisiye ulasmanin

ve markalagsmanin tek yoludur subelesmek.

11.1letme ve pazarlama teknikleri agisindan seri iiretim yapan pastanelerden farkiniz
neler? Sektor ne olursa olsun ve iiriin ne olursa olsun pazarlama, géze ve kulaga
ulagsma teknigi hep aynidir. Farklili§i kendi i¢inizde hissedip yasayip ve cesitli
kanallarla anlatmak. Butik pastaciligin en biiylik sansi. Suanda haber degeri

olmasit....

12.Personel segiminde dikkat ettiiniz noktalar: Bu soruya hep sdyle baslanir; Isin
en zor yandir... Istikrar basartyr beraberinde getirir ancak istikrari
yakalayabilecegimiz personel bulmak c¢ok zor. Siirekli motive edip stirekli

egitiyoruz.
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13.Avrupa Birligi: Avrupa birligi bir sihirli degnek degil ki hemen bir sey
bekleyelim. Yolumuza dogru bir sekilde devam etmekten baska yapilabilecek bir

sey yok.
14.Karakterleri nelerdir. Zaten ¢ok belirgin iki karakteri var. Yiiksek kalite yiiksek

fiyat. Gorsel giizellik ¢ok onde. Kisiye kendini 6zel hissettirmek igin gosterilen ¢aba

karakteri belirliyor.
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Interview — 11 SWEADY

Sweady-Serap Hanim

e Butik pastacilik nedir size gore?

Kisiye Ozel pasta, tamamiyla ev iriinlerinin kullanildig1 bir pastaciliktir. Diger
pastanelerin hepsi Saglik Bakanligi’nin onaylamamasina ragmen kalitesiz {irlinler
kullantyorlar. Kokorin denen ve ancak 58 derecede eriyen bir yagi cikolata diye
kullaniyorlar ve Saglik Bakanligi da buna izin veriyor. O maddenin viicutta erimesi
s0z konusu degil, hem sagliksiz hem kalitesiz. Biz kendi evimizde kullandigimiz
tarifleri, o malzemeleri kullaniyoruz. Onlar hakiki siit yerine siit tozu kullantyorlar.
Her sey sanayi tipi olmasia karsin bizden daha c¢ok kazaniyorlar. Biz pahali
geliyoruz insanlara, daha saglikli daha kaliteli olmamiza ragmen. Benim yanimda iki
kisi calisiyor, ama ben yanimda calisanlara pasta yaptirmam, ben kendim yaparim.
Ben grafikerim, siislemesini, her seyini kendim yapiyorum. Ornegin seker hamuru
diye bir sey var, oda sicakliginda katilasiyor. Ben onu kesinlikle kullanmam, zaten
bizim kiiltiiriimiize de uymuyor. Benim pastamin 06zelligi i¢indeki her seyin
yenebiliyor olmasidir. Seker hamurundan yapiyor olsak her ¢esidini yapariz, kendi
meslegim geregi istedigim sekli verebilirim. Bir de ortagim ve ben hi¢ kursa
gitmedik, her seyi kendimiz irettik, yaptik. Zamanla kendimizi gelistirerek

kendimize 6zgii seyler lirettik.

¢ Genelde butik pastacilar egitimli kisiler.

Avukat, mimar. .. Isini giiciinii birakmus, pastaciliga atlamus.

e Evet, ama Le Cordon Blue’da pastacilik egitimi almig dyle bu ise girmis

kisiler.
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Gene ayn1 ama pastane mantigiyla calisiyorlar, ne kadar pastacilik egitimi alsa da
pastane mantigl. Ben pasta yaparken yenmeyecek, kenara atilan seyler koymak
istemiyorum. O seker hamuru kenara konuyor. O zaman ne anlami var ki seker
hamurundan ¢igek yapmanin, hazir ¢icek koyarim! Seramik hamurundan pasta siisii

yapanlar1 biliyorum ben, olabilir mi bdyle bir sey?

e Siz bu ise ne zaman basladiniz?

2000 yilinda. Bakin simdi bu kurabiyenin boyalar1 Amerika’dan geliyor. Tiirkiye’de
su an Hint boyalar satiliyor, ¢ok ¢ok ucuz. Coluk ¢ocuk yedigi anda agizlari

boyaniyor ve Saglik Bakanligi da buna izin veriyor.

e Evet, tam da bu konuya gelecektim. Simdi boya Ornegini verdiniz,
Tiirkiye’de kalitesiz oldugunu sdylediniz. Istediginiz kalitede malzeme

bulabiliyor musunuz?

Boya disindaki diger malzemelerde ¢ekmiyorum. Amerika’dan getirmek de bizim
icin sorun olmuyor. Ortagimin kardesi ¢ok sik gidip geliyor, o sekilde rahatlikla
temin edebiliyoruz. Diger malzemeleri buradan bulabiliyoruz. Bir de burada ¢ok

pahali, eger bu maliyetlere gore fiyatlandirma yaparsak kurabiye bile satamayiz.

e Peki, siz bu sektdre neden, nasil girdiniz?

Ben rehberdim, fakat yirmi y1l ara verdim. O kadar aradan sonra yeniden rehberlige
donemezdim. Bir taraftan da ¢alismak istiyordum. O dénemlerde bu pasta kurabiye
isiyle cok ilgileniyordum, giizel sanatlar askim sayesinde i1yi de isler ¢ikiyordu.

Insanlar neden bu isi yapmiyorsun dediler ve dyle basladim.

e Diger goriismelerimizden soyle bir sonuc elde ettik, tek basina butik
pastacilik bir isletmeyi c¢eviremiyor, cafe, organizasyon, cicekeilik gibi

alanlarla desteklenmesi gerekiyor. Siz buna katilryor musunuz?
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Simdi sOyle bir sey var, ben ve ortagimin tek gelir kaynagi bu is olmadig1 i¢in boyle
bir sikintimiz olmadi, ama cafenin bu anlamda iyi gelir getirdigini biliyorum. Biz bu
aralar hafif hafif catering isine giriyoruz. Pecete ve pasta yapiyoruz diyelim ki, ama
masa Ortiisiine bulasmiyoruz. Yavas yavag ilerlemek istiyoruz. Onun ig¢in su
asamada biz organizasyon isi yapiyoruz diyemem. Ama sOylenenlere katiliyorum,
tek basma butik pastacilik kazandirmiyor, ¢iinkii ¢ok maliyetli bir is, ¢cok kaliteli

malzeme kullanmaniz gerekiyor.

e Bu sektore girmeden dnce bir fizibilite calismasi yaptiniz mi?

Yapmadim. Ciinkii buradan ge¢inmek gibi bir amacim yoktu. Ama su var ki, iyi bir

pazarlama yapilsaymis bu iste ¢ok iyi bir kazan¢ varmas!

e Peki, sizin pazarlama teknikleriniz neler?

Ben 6zel bir sey yapmiyorum, ¢linkii buranin her seyiyle ben ilgileniyorum, ¢ok
yoruluyorum. Pazarlama olay1 ancak daha fazla organizasyona katilarak, daha sik
mecmualara ¢ikarak olabilir. Ozellikle mecmualar bir sekilde gelip sizi buluyorlar.

Biz simdiye kadar higbirine gelin bizi haber yapin diye para vermedik.

e Peki, promosyonlariniz oluyor mu, su saatten sonra bu kadar indirim gibi?

Hayir, ¢linkii giinliik tiriin ¢ikiyor zaten, dyle bir sey olamaz ki! Burada ki pasta bir

giin dayaniyor, satilmayan olursa ¢alisanlara al eve gotiir diyoruz.

e Tirkiye’de butik pastacilik icin avantajli ve dezavantajli olarak

degerlendirebileceginiz faktorler neler

Dezavantaj olarak diger pastaneleri goriiyorum. Ciinkii onlar daha ucuza mal
ediyorlar. Bizim kalitemizi, farkimiz1 bilmeyen de bu fiyat farki dolayisiyla bizden

aligveris etmiyor, pahali geliyoruz. Bizim yaptigimiz isi bilen ¢ok az bir kesim.
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e Avantajlart neler?

Bu isle ugrasmanin benim agimdan ¢ok kisisel bir avantaji var; beni ¢ok mutlu
ediyor. Yeni bir seyler yaparken, iiretirken inanilmaz mutlu oluyorum. Bu kadar
sevmesem yapmam zaten. Diislinlin biitlin, bunlar1 ben kendi ellerimle yapiyorum,

kimseye birakmiyorum.

e Pecki, Tirkiye’deki butik pastacilikla diinyadaki butik pastaciliga

karsilastirdiginizda nasil farkliliklar gériiyorsunuz?

Bizde ¢ok daha fazla el emegi gz nuru, daha ¢ok is¢ilik var iistiine iistliikk daha

ucuz.

e Butik pastaciligin gelecegini nasil degerlendiriyorsunuz?

Gittikgce gelisecek bence, clinkii bizde pastacilik kiiltiirii cok azla yok. Yavas yavas
gelisiyor. Bir siirli kadin bu karliliga ve gelisime bakarak isini birakip usta tutarak bu
ise atladi. Ama bu is siradan bir ustanin yapabilecegi bir is degil. Farkli bir egitim
gerektiriyor. Onun igin birgogu birka¢ ay dayanip kapaniyorlar. Ise farklilik

katabilmek ve stirekli isin baginda durmak gerekiyor.

e Kullanilan malzemenin satis lizerinde etkisi var m1?

Evet, tabi. Kullandigimiz biitiin malzemeler kendi alanlarmm en iyisi olan

markalardan, kaliteden asla 6diin vermem.

e Subelesme icin ne diisiiniiyorsunuz? Kag¢ sube olmali?

Franchising olabilir. Bence sube ii¢ taneyi gegmemeli. Eger pastaya bir yolculuk

seriiveni katarsaniz seri liretime gecmis olursunuz.
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e Bir butik pastanelerden diger pastanelerden farki ne olmali?

Ozel iiriin yapmak, cok daha taze iiriin c¢ikarmak, saglikli malzeme ve ev tipi
caligma. Zaten biitiin bunlarin sonucunu tatta da ¢ok rahat fark edersiniz. Diger

pastanede her agamay1 katki malzemesi kullanarak fabrikasyon olarak iiretiyorlar.

e Bizde genelde fistik ve ¢ikolata olmasini istiyorlar degil mi?

Krema kullanmadigimiz siirece tat ¢ok daha yogun oluyor. Cikolatamiz saf ¢ikolata,
onlarda oyle degil, yag kullaniyorlar. Basta da sdyledigim gibi kesinlikle saglikli
degil.

e Peki, personel se¢imini nasil yaptyorsunuz?

Tiirkiye’de ev tipi bir is yerinde personel egitmek cok zor. Genelde kendi
personelimizi biz egitiyoruz. Zaten bu konuda egitimli eleman ¢ok yok, hele kadin

hi¢ yok.

e Erkeklerle ¢alisma konusunda sorun yasiyor musunuz?

Erkekler genelde 6grenmek istemiyorlar, garip bir sey bu. Onun i¢in genelde kadin

aliyoruz, ¢ok daha rahat oluyor

e Son olarak belirtmek istediginiz bir sey var m1?

Evet, pastanin her yeri yenebilmeli!
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Interview-12 MESUT ILGIM

Divan pastaneleri Genel Miidiir’ii

Mesut Ilgim

e Tiirkiye’de pastaciligin tarihi ne kadar eski? Biz de ne zaman baglamig?

[k 6nceleri Birinci Mesrutiyet’ten itibaren Fransiz kiiltiiriiyle etkilesimle baslamus.
50’lerde daha da giliglenmis. Bugiinkii anlamda pastacilik ¢ok eski degil.
Istanbul’daki azinliklarin bir gelenegiydi, sonradan yayildi, 6zellikle 50’lerde. Daha
onceleri tatlicilik vardi. Son 40 yilda bugiinkii halini almis durumda. Tiirk
kiiltiiriinde olmayan bir tat getiriliyor, pastane diye bir kavram giriyor. Ozelikle

80’lerde 90’larda diinyayla daha ¢ok i¢i ice olmamizla baslayan bir siire¢ bu.

e Diinyadaki pastacilikla Tiirkiye’deki pastaciligi degerlendirdigimizde nasil
bir tabloyla karsilasiyoruz? Tiirkiye’de pastaciligin sektor olarak kat etmesi

gereken yol var m1?

Diinya derken genel olarak diisiinmemek lazim, pastacilik Avrupa ve Amerika’da
olan bir olgu. Simdi o noktada 6nemli bir ayirim var, buralarda pasta o kiiltiiriin bir
pargasi, yeme i¢gme kiiltiirlinlin i¢inde olan bir sey. O kiiltiiriin bir pargasi oldugu
icin sektor ayakta kalabiliyor. Tiirkiye’de Oyle degil, kiiltiiriin bir pargast olmadigi
i¢cin ayakta kalmasi daha zor. Bu durum, orada pastay1 ayakta tutabiliyor, gelismeyi
etkileyen en 6nemli faktor iiriin gamini olusturmak. Bir iirlin grubunda bes yiiz ¢esit
iirtin var, bunlarin dagilimin1 dogru yapabilmek ¢ok dnemli, ¢iinkii bu bes yiiz ¢esit
tirtiniin dort yiiz ¢esidi olmazsa olmaz iiriin degildir. Tiirkiye bu anlayis yeni yeni
gelismeye basladi. Pastayr kesinlikle olmazsa olmaz bir iirlin olarak diisiinmemek
lazzim. Ekmeksiz kalamazsin, ama pastasiz kalabilirsin. Dolayisiyla miisterinin bu
kadar esnek oldugu bir olguda sen bu firiin ¢esitliliini ¢ok iyi ayarlamalisin. Hem
kalite olarak hem de c¢esitlilik olarak ¢ok iyi bir noktada durmalisin, hele bu rekabet

ortaminda ¢ok Onemli. Eger senin herhangi bir 6zelligini begenmediyse bir daha
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gelmez, on adim yiriylip baska bir yerden alir. Dolayisiyla sen miisteriyi
gondermemelisin. Lojistik ¢ok Onemli, her ¢esit iiriinden belli miktarda elinde

bulunmall.

e Tiirkiye’de pastacilig1 etkileyen faktorler neler?

Avrupa’da giizel bir sey var, bizde bu yavas yavas gelisiyor, ama orada oldukga iyi
bir durumda. Yurt disinda tedarik¢iler ayn1 zamanda pastaneyi de yonlendiriyorlar.
Adam yart mamul ya da tam mamul iiriin tedarik ediyor. Sen de pastane sahibi
olarak onunla anlagiyorsun. Adam Oyle bir sey yapiyor ki sana mal satarken ayni
zamanda da seni yonlendiriyor. Sezona gore nasil liriin almaniz gerektigini sdyliiyor.
Boylece size hem kendi tirliniinii satiyor hem de sizin iirlin satmanizi sagliyor, ¢iinkii
sizi piyasa da en ¢ok giden iirlinler konusunda da bilgilendirmis oluyor. Bizdeyse
durum daha farkli, simdi bu, senin kiiltiiriniin bir parcas1 degilse, oyunu kurallarina
gore oynamalisin; ama o da bir yere kadar miimkiin olabiliyor. Tiirkiye’de bundan
on sene evvel her adam aksam evine giderken bir dilim pasta, bir sey alip
gidebiliyordu, ama bugiin dyle degil. Ekonomik sartlarin dengesizligi bu sektorii
kotii yonde etkiliyor. Tiirkiye’de kiiltiiriin i¢inde olmayan bir olgu, bu kiiltiir de
medyadan, gorerek, gostererek olusabilecek bir gorgii gerektiriyor. Ogrendikce de

yeni seyler iiretilecek. Zaman i¢inde Avrupa’da yapilan her seyi yapamayacaksin.

e Bugiin baktigimizda pastacilikta kullanilan pek ¢cok malzemenin hazir halde
temin edildigi goriiliiyor. Bu noktada butik pastacilikla zincir pastaneler

arasinda bir ayirim koyabilir miyiz?

Butiklik sadece iiriiniin 6zelligiyle degil, fiyatiyla da farkli olmaktir. Normalde bir
lira olan bir mali sen yirmi liraya satabiliyorsan o zaman butiksin demektir. Pasta
zaten Oyle bir sektor ki, fiyatini diislirdiigiinde pasta talebin artacak diye bir sey yok,
talep elastikiyeti diye bir sey yok bu iste. Bugiin pastalara baktigimizda hepsinin tek
tip oldugunu goriiriiz, pastada yaraticilik gitti. Diger taraftan da pasta, fabrikasyonun
giremedigi tek alandir. Ciinkii dyle seyler vardir ki bir makine asla onu yapamaz.
Kek yaparsiniz, listiine kremsganti dokecek bir makineniz vardir, ama o kek firindan
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higbir zaman aynm1 boyutta ¢ikmaz, biraz daha ¢ok kabarir, az kabarir, yamuk olur.
Mutlaka bir ustanin yapmasi gereken ¢ok sey vardir. Bugiin Divan’da hala her seyi

ustalar yapiyor.

e O halde butik pastaneyle zincir pastaneler arasinda fabrikasyon gibi bir

ayirim yapamiyoruz. Cilinki her ikisinde de ustalar isin baginda duruyor.

Ben zaten butiklikle normal pastane arasinda Oyle bir ayirimi kabul etmiyorum.
Ayni malzemelerle ayn1 Olgiilerde, ayni sekilde yapilmis bir pastayr miisteri gelip
benden 20 ytl’ye alirken o, bu pastayr 200 ytI’ye satabiliyorsa o zaman butiktir.
Bakin bugiin Vakko bunu yapiyor.

e Bir de belki de Divan’da o pastadan gilinde yirmi tane ¢ikarken bir butik

pastanede iki tane olmasi da bir ayirim olabilir.

Simdi pastacilikta dyle bir sey var ki satiglarin belli bir dagilimi vardir. Giinliik
dagilimda sabahtan fazladir, glin ortasina dogru azalir, aksam yeniden artar. Simdi
boyle bir gercek varken sen de ¢ikardigin pasta miktarim1 o programa gore
dagitmaya mecbursun. Bir de bu ise pastalarin biiytikliigii giriyor isin igine. Tipki
ayakkabicilikta oldugu gibi, vitrine bir model ayakkab1 koyarsiniz; ama igerde onun
farkli numaralarii1 bulundurmaniz gerekir. Siz bes c¢esit pasta yaparsiniz bir de
onlarin ii¢ kisiligini, alt1 kisiligini yapmak zorundasiniz. Bagka bir nokta da pastanin
yaninda alman triinleri bulundurmak, senelerce kendi esimde gozlemledim ben
bunu. Her sene bakla mevsimi geldiginde bakla alacagi zaman saticiya sorar
“dereotu var m1?” diye. Dereotu yoksa baklay1 da almaz, ikisini birden alabilecegi
bir yere gider. Bu herkes i¢in gecerli olmayabilir elbette, ama genelde boyle. Sen bir
yerden pasta aliniyorsa pastanin yaninda tliketecegin kuru pasta gibi lriinleri de
alinacag bir yeri segiliyor. Divan’in en biiyiik sikintis1 pastanin yaninda diger tuzlu

urinleri de bulundurma sikintisi.

e Bir pastane isletmesinde dikkat edilmesi en 6nemli noktalar neler? Burada

miisteriyi kacirmama gerekliligi ve cesitli iirlin bulundurma zorunlulugu
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diger taraftan tirtinlerin elde kalma riski biitiin bunlar bir isletme stratejisi
olmaktan ¢ikip bir pazarlama stratejisine doniisiiyor. Bunlar nasil

dengelenebilir?

Tiirkiye’de zor, dzellikle Istanbul’da ¢ok zor, ciinkii Istanbul on bes milyon niifusu
olan bir sehir ve bir bastan bir basina 230 km mesafe olan tek sehir. Avrupa’da bu
biiyiikliikte bir sehir yok. Dolayisiyla merkezi {iretimle bu isi ayarlamak gerekiyor.
Simdi sen herhangi bir yerde Divan’a gelip de bir pasta istediginde orada yoksa bir
sekilde bu pastayr bulmalisin ya da ona bagka bir sey satabilmelisin. Dedigim gibi
sektorlin i¢cinde yatan en Onemli olgu “olmazsa olmaz’dir. Adam doéner gider,
dondiirmemen gerek. Bu agidan satig elemani ¢ok 6nemlidir, mali hem pazarlayacak
ola hem de satacak olan satis elemamdir. Ornegin adam pasta siparisi vermis,
merkezden pasta yapilip gelecek, ama yolda kaza olmus ve trafik durmus. Aslinda
en iyisi satis noktasinin arkasinda bes metre karelik bir yerin olacak ve buzdolabinda
her zaman hammaddelerden bulunduracaksin elinde olmayan bir {iriin istendiginde
cikarip yapabilecegin bir durumda olacaksin; ama bu pahali bir ¢dziim. Son
donemde Migros gibi biliylik marketlerde agilan pastanelerin arkasinda atolyeleri var,
ayni mantikla yapilmistir. Avrupa’da “show bakery” denen bir sey basladi. Istedigin
ozelliklerde ekmek yapiyor sana, zencefilli olsun, karanfilli olsun diyorsun senin
icin yapiyorlar bunu. Bir diger dnemli noktada gelecegin miisterilerini kazanmak,
simdi Fransa’da camekanli mutfaklar var, adam pastasim1 ekmegini camekanin
Ontinde yapiyor, gelen gecen de onu izliyor. Ya da belirli giinlerde aliyor orada
cocuklarla pasta yapiyor. Bu ¢ok onemli bir sey, ¢ocuk bunu asla unutmaz ve
gelecekte oranin sadik bir miisterisi olur. Ben divan’dayken de hep bunu sdyledim,

"’

pastane isletmeciliginde en onemli sey: ‘“gelecegin miisterilerini kazanin!” her
zaman tezgahin iizerinde bir sekerleme mutlaka bulunsun, ailesinin yaninda gelen

cocuga mutlaka ondan ikram edin.

e Butik ayiriminda malzeme se¢imi bir etken midir? Kullanilan malzemeler

agisindan bir fark var m1?
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Butik pastane derken soyle bir goriiniis, boyle bir slisleme derler. Ama bu kagidi
yaparken diinyanin neresine gidersen git, ayn1 malzemeyi kullanirsin. Herkes {i¢
asagl bes yukart ayni malzemeleri kullaniyor. Sadece bazi iilkelerde daha sert
bazilarinda daha yumusaktir, Ornegin dogu {lkelerinde ekonomik yetersizlik
nedeniyle serttir. Pastacilikta da aymi mantik var, kakao yerine findik yagi
kullanirsin daha ucuza mal edersin. Bu nedenle ben onu ben dikkate almiyorum.
Farkin nereden geldigini ben sdyleyeyim size, el mahareti diye bir sey var. Bizim
pastanenin, ya da diger zincir pastanelerin arkasindaki mutfakta otuz tane usta
calistyor, hepsi de farkli farkli seyler yapiyor. Onlarda ii¢ bes tane usta calisir. “el
mahareti” diye ¢ok dnemli bir sey var. Oradaki insanlar gegiyorlar isin basina, iste
orada el mahareti konusuyor, kendilerini katiyorlar lezzete. Pastanin bir kimyasi var,
sundan b kadar bundan bu kadar, ama is orada bitmiyor. Ornegin maya dedigimiz
olay canli bir organizma, o bes alt1 tane hammaddeden birini biraz fazla kattiginda
bambagka bir sey c¢ikiyor ortaya. Bagka bir sey daha var, insanin yasi ilerledikce bazi
yetenekleri azaliyor. Bunlardan biri de tat alma kabiliyeti. 60 yasindaki bir insanin
tat almasinda kayiplar oluyor, eger fazla sicak seyler tiiketiyorsan bu daha da artiyor.
O zaman iste diyorlar ki bana “nerde o eski tatlar!” iste o olaymn altinda yatan

nedenlerden biri de bu.

e O halde butik pastaciligin en 6nemli 6zelliginin el maharetinin igin i¢ine

karigmasi oldugunu sdyleyebilir miyiz?

Bir bagka sey daha sdyleyeyim, pasta olayinda ciddi bir sonuca ulasmak istiyorsan
ciddi bir kontrol sistemi kurmak zorundasin. Eger ticaretle para kazaniyorsan
calistirdigin adamlara belli egitimler vereceksin, bunlar pastacilikla ilgili olmaya da
bilir. Divan’da bir donem ¢alisan insanlarin biyiklarina kadar her seylerine karisilirdi
hala da dyledir. Benim en korktugum sey miisterinin yedigi pastanin i¢inden dyle bir
sey cikmasidir. Bunu nasil denetleyeceksin, hadi metal seyleri arayabilirsin ama
digerlerini nasil bulacaksin? Onun igin ¢alisanlarini ¢ok iyi egitmen, iyi bir kontrol
mekanizmas1 kurman gerekiyor. Miisteri tatmini, saticilik becerirli, bunlar ¢ok
onemli kavramlar. Ornegin yasanmis bir olay1 anlatayim size: Siireyya. Beyaz Rus.

Babas Istanbul’a geliyor, Kurugesme’de restoran agiyorlar. Dénemin biiyiiklerinden
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bir, oraya gidiyor ve bir tel kadayif istiyor. Tel kadayifin iginden tel ¢ikiyor.
Restoran sahibi bagiriyor, getirin sampanyayt bu gecenin talihlisi burada!” bunu

kivirmak da ayr1 bir ustalik isi.

e O halde pastacilikta en kritik noktalardan biri personel egitimi. Personel

egitiminin igine ne tiir egitimler giriyor?

Personel egitiminde en zor konu imalatla ilgili olani, adamlar 6n yargilarindan,
bildiklerinden vazge¢miyorlar ¢iinkii. Siitiin sicakligin1 dirsegiyle olgiiyor, 6l¢ii
Ol¢ek kullanmiyor. Bunu kirmak ¢ok zor, egitim programlarinda 6nce hijyenden
basliyorduk. Hepsi namazinda niyazinda olmasma karsin burnunu karigtiran
adamlardir. Almanya’da gida sektoriinde calisacak insanlar1 asgari iki ay siireyle o
sektorlin ¢ok hafif islerinde ¢alistirtyorlar, tiretimde calistirmiyorlar. Nedeni de ¢ok
basit, bir sekilde az pismis ya da ¢ig et yenmesi halinde bagirsaklarda olusan
bakterilerin tamamen arindirilmasi, elle bulasmasi engellemek. Ozellikle Tiirklere ve
Araplara yapiliyor bu. Tirkiye’de hala boyle bir sey yok. Satistakiler i¢in de hijyen
cok 6nemli. Onlara miisteriye davranistan kiyafete, kullanacaklar1 deodoranta kadar
her anlamda miidahale ediliyor. Ornegin benim dénemimde bayanlarin regl
donemlerinde izin veriliyordu ki burada miisteriye sinirli davranmasinlar diye.
Miisteriyle diyaloglar ¢ok &nemli. Insanlar ¢ok basit seylerle mutlu olabilirleri
tezgahtarin bunu biliyor olmasi lazim. Bu sektoriin outlet agmak gibi bir sans1 yok.

Adam geldi, bir sey istedi. O iirlin yoksa muhakkak bagka bir sey satabilmen lazim.

Bakin Bostanci’dan baslayarak Bagdat Caddesi’ne kadar sagli sollu 72 tane cafe,

pastane var. Simdi bu rekabet ortaminda marka olmanin ayricaliklart nelerdir?

Marka %20 Marka %5
Kalite %20 Kalite %20
Fiyat %5 Fiyat %30
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Toplam %45 Toplam %60

Fiyat marka olmaktan daha etkin bir faktdr olabiliyor birgok insan igin. Sen
markaysan eger cok daha fazla maliyete katlanmak zorunda kaliyorsun. Iste bu
noktada dengeyi ¢ok iyi tutturman gerek. Sen Divan’san yaptigin isin hakkini
vermen gerekiyor. Personelin deodorantina kadar her seyi davan veriyor. Biitiin

bunlar senin maliyetlerin oluyor.

e Personel konusunda erkek kadin ayirimini nasil degerlendiriyorsunuz?

Biitlin diinyada restoranlarda agirlikli olarak erkekleri goriiriiz. Erkek kadin dagilimi
gelenekten gelen bir sey, biitiin diinyada bu bdyle, kadinlar daha ¢ok evle ilgili
olduklari i¢in daha ¢ok satista calisirlar. Eger en yogun giin olan Cuma giinii ¢ocugu
hastaysa gelemiyor. Pelit’te hi¢ affedemedigim sey, erkek saticilarin olmasi. Satici
kadm olmal1. Miisteri erkek gdrmek istemez. Imalatta hep erkekler tercih ediliyordu

son donemde imalat i¢in de kadinlar alinmaya baslanmasti.

e Personelin egitim seviyesi i¢in ne diyorsunuz?

Alinan personelin egitim seviyeleri artti. Tirkiye’de insanlar tesadiifen egitim
aliyorlar, yakin bir tarihe kadar bizim milletvekillerimizin bile egitim seviyeleri
tartisiliyordu. Bugiin Tiirkiye’de yiiksek mevkilerde olan insanlarin birgogunun
hayali baska bir meslektir. Pastaciliksa ayr1 bir olay, bu ise insanlar kii¢iik yastan
yetistiriliyorlar, ama ciddi bir egitimler degil. Pastanin raf 6mrii bir giin ve burada
calisan adamlar bir isletmeyi bir anda mahvedebilir. Calisan adam bir sekilde
patrona kizsa, tepesi atsa da pastanin i¢ine bir sey karigtirsa o glinkii miisteriler
bundan zehirlense is bitmistir. Diger taraftan bunun kontroliinii yapabilmek de ¢ok
zor. Pastacilikta denetimler ¢ok sinirli olabiliyor. Bugiinkii teknolojinin yapabilecegi
cok fazla bir sey yok, adam kotii niyetle bir sey karistirdiysa bunu tespit edebilecek
bir kontrol mekanizmasi yok, ancak metal detektorii ya da belirgin bir yabanci
maddenin olup olmadig1 denetlenebiliyor. 86’da Divan’a geldigimde yaptigim ilk is

bir gida laboratuart kurmak oldu. Sahit numune denen bir sey var, iki numune
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alintyor, biri o an deneniyor, biri saklaniyor. Durum c¢ok kritik, seni denetleyen
adam, Divan gibi giinliik 1 trilyon ciro yapan bir yeri kapatabilme yetkisi olan bir
adam ve bu adamin maags1 400 milyon! Bir isletmenin kendini garantiye alabilmesi

i¢in su noktalara ¢ok dikkat etmesi gerekiyor.

1. Laboratuarda kendi denetimin yapmalisin.

2. Teknik alt yap1 olusturup biitiin iriinlerini o sekilde denetlersin, 6zellikle

metal, yabanci madde denetimi ¢ok dnemli.

3. lyi bir AR-GE birimi olusturmalisin.

4. Belirli araliklarla personele saglik denetimi yaptirmalisin.

5. Senin giivendigin ve bu isi bilen insanlar zaman zaman piyasaya ¢ikmali ve

ne var ne yok bakmali.

e Subelesmeyle ilgili fikirlerinizi alabilir miyim?

Ben subelesmeyi onaylamiyorum. Subelesmenin artmasimi kaliteyr ve kontrolii
zorlastirdigint diisiiniiyorum, stoklardan gelen maliyet yiikiinii arttirdig1 i¢in dogru
bulmuyorum. Eger bu bir elbise olsa durum bagka, bugiin satamazsin yarin koyarsin
vitrine satarsin ya da sonra ki gilin, ama pastayr bugiin sattin, sattin yoksa o senin
maliyetin oluyor. Bu bir elbise degil ki, raf dmrii bir giin! Satamadiginda sana
maliyet olarak geri doniiyor. Cok sube demek ¢ok yatirim demek. Cebimde 100 lira
var, pastane mi acayim, bankaya mi yatirayim? Pastaneye yatirirsam daha az gelir,
daha c¢ok dert. Prensip olarak, benim bakis agimda subelesmeyi olabildigince sinirlt
tutardim. Ama Divan’daki olay baska, tepende bir Ko¢ grubu var. Pastacilik bu
grubun i¢inde goriinmeyen bir dilim. O zaman gelirin bu kadarken bu dilime yatirim
yapmam diyor. Baska bir grubun %2 arttirimi senin biitiin gelirin kadar. Bu bir

prestij meselesi yani, ben isin basina geldigimde Divan’in biiyiimesi gerek dediler.
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Cironun biiyiik kismini1 yilbas1 ve seker bayraminda tutturuyorsun. Arada bir
seylerin olmas1 lazzim, McDonalds’in ekmegini yapmak, lokum yapmak gibi.
Internetle, iiriin cesitliligiyle artik ev kadinm1 evde iiretime geri dénmeye basladi.
Dolayisiyla bunlarin hepsi de subelesmenin etkisi. Bir de dikkat edilmesi gereken
nokta su, pastaciligin ¢ok gelismis oldugu iilkelerde ¢alisan kadin niifusunun da
yiiksek oldugunu goriirsiiniiz. Kadin ¢alistigi icin bir misafiri geleceginde ya da
normal zamanda ya kalkiyor gidiyor yar1t mamul aliyor kendisi yapiyor ya da hazir

aliyor.

e Yer se¢imi neye gore yapilmali? Siz Divan’in subelerini secerken 6zellikle

nelere dikkat ettiniz?

Yer segimi en énemli faktorlerden biri. Ozellikle bu Bagdat Caddesi-Cadde Bostan
hattinda agilan yerlerin birgogu kapandi. Yer olarak yaya trafiginin oldugu bir yer
olmal1. Ornegin burasi artik Divan’la 6zdeslesmis, hi¢ unutmuyorum bir kis ¢ok kar
yagdiginda haberlerde burayr “Divan Kavsagi” olarak belirttiler. Bu Divan i¢in
biiylik bir avantajdir. Bir de baz1 insanlar goz Oniinde olmaktan hoslanirlar, “sabah
Divan’daydim” demek onlarin hosuna gider. Yer se¢cimini bunu da dikkate alarak

yapmak lazim, ayakalt1 bir yerler olmali.

e Pazarlama stratejisi olarak nasil bir yontem belirlenmeli?

Bu anlamda c¢ok fazla reklam yapmak miimkiin degil. Bence iinlii insanlari
kazanmak ¢ok onemli, drnegin Atilla ilhan her sabah gelir su masaya otururdu. Ben
o masaya Atilla Ilhan yazan bir baslik koydurdum, hem onun ¢ok hosuna gitti hem
de gelenlerin dikkatini cekti. “Aa Atilla ilhan burada oturuyormus” gibi. Bunlar
onemli seyler. Diger taraftan da en i1yi pazarlama hizmetin kalitesidir. Reklam
promosyon etkisiz. Simdi iki erkek bir araya geldiginde gidilen bir yerle ilgili
konusuluyorsa herhangi bir iyi 6zellik “h1 hthh” denir gege, ama o iki erkek arasinda
konusulan kétii bir dzellik on farkli noktaya ulasir. Iki kadin arasinda konusuluyorsa
cok daha fazla noktaya ulasir. Hizmet sektoriiniin en 6nemli 6zelligi anlik olmasidir.
O anda memnunsa memnundur miisteri, o dengeyi ¢ok iyi kurmak lazim. Bu sektor
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yiizlerle yasiyor, zamanla insanlar buraya geldiklerinde o ayni giilen ylizii gérmek
istiyor. Bazi insanlarin yerine bir sey konamiyor. Promosyon da zaman zaman

yapiliyor, onlarin etkili olduguna inanmiyorum ben.

e Divan, siparis iizerine pasta yaptryor mu?

Siparis lizerine istenilen gibi pasta yapilabiliyor. Miisterinin kiiltiirii ¢ok 6nemli,
insanlara farkli bir sey vermek istediginde adam, “yok simdi bos ver” diyor. Bizim

insanimiz yeni tatlar denmeye pek ag¢ik degil.

e lyi bir pastanede giinliik satis, bu subede 6rnegin 150200 pastadir. Ozellikle

cafenin agilmasi iyi bir sey, tek basina pastane yetmez.

e Bir pastanenin su 6zelliklere dnem vermesi onu basartya gotiiriir:

o Kalite

(@]

Yer se¢imi

Eleman kalitesi, usta becerisi

O

Saticinin becerisi

O

e Richmont, diinyanin en iyi pastacilik okuludur. Onun web sitesinden bilgi

alabilirsiniz, Isvicre’dedir.
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Interview 13 — BAYLAN PASTANESI

Harry Lenas Baylan Pastanelerinin sahibi ve Turkiye’ye kremal1 pastalari getiren ilk

kisidir. Pastacilik egitimini yurt diginda almistir

Harry Lenas: Baylan Pastanesi

e Bizim zamanimizda ecnebi ustalar vardi. O donemde Muglakiye adinda ¢ok

meshur bir firmada 6grendi bu insanlar isi. Fransiz ve Arnavut ustalar vardi.

e Pastalar simdiki gibi degillerdi elbette, cok daha agirdi. Pandispanya
kullanilmiyordu o zamanlar. 54’ten sonra benim caligsmalarimla birlikte hafif

pastalar geldi. Boylece yeni bir trend olustu.

e O donemde bizdeki pastalar1 da yabanci ustalar yaptigi i¢in Avrupa

pastaciliginin gerisinde degildik.

e Bugiin baktiZimda bazi biiylik pastaneler disinda iyi pasta yapan pastane

yok. Herkes katki maddeleriyle, hazir tiriinlerle standart pastalar yapiyor.

e Butik nedir? Cok az ¢esit ¢ikaracak, kendisine 6zgii iirlinler yapacak. Az

sayida iirlinii olacak ve pahali fiyatlari olacak.

e Kullanilan malzeme bir kriter olamaz, ¢linkii herkes benzer tirtinleri kullanir.
Bir de sdyle bir sey var, siradan bir malzemeyi herkes kullanabilir; 6rnegin
konfiseri denen bir iirlin var, ¢ikolata yerine kullaniliyor daha ucuz oldugu
icin. Bunu herkes kullanabilir, standart bir kullanimi var ¢iinkii. Ama ¢ok iyi

kalitedeki bir ¢ikolatay1 ancak ¢ok iyi ustalar kullanabilir.

e Pastacilifin gelisebilmesi i¢in devletin bir egitim merkezi agmasi gerekir ve
egitimi tamamlayan O&grencilerin egitim sonunda igleri garantilenmeli.
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Diplomay1 almazsan diikkan1 agcamazsin. Egitim bu sektoriin en onemli
sorunlarindan biri, pastacilik ustalarin yaninda Ogreniliyor, bir yandan

pastact olmak bir yandan okumak miimkiin degil.

Katki maddeleri, hammadde getiren-iireten firmalarin senede 2-3 Kkere
taniim toplantilart egitim seminerleri yapmalar1 gerekir ki ustalar

yeniliklerden haberdar olsun, sektor gelisebilsin.

Bugiin diinyaya baktiginizda en iyi pastalari Avusturya ve Macaristan’da
yersiniz. Alman pastalar1 daha agirdir, Fransa-Avusturya-isvicre hafif

pastalar yapar, Italyanlar bol likér kullanr.

Butiklik daha c¢ok bir pazarlama yontemidir.
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Interview —14 OSMAN SERIM

Osman Serim- Sef-Usta

Osman Serim

e Butik pastaciliga baktiginizda baslangicinin ev imalatina dayandigin

goriirsiinliz. Yar1 profesyoneller tarafindan yapiliyor.

e Butik pastacilik kisiye 6zel pasta yapmak demektir.

e Pasta bir kutlama aracidir. Bizim kiiltiiriimiiz bu kutlamay1 6zel kilmak i¢in

pastayi arag olarak kullaniyor.

e Butikligi bir pazarlama yontemi, isletme teknigi olarak degerlendirmek daha

dogru olacaktir.

e Bir pastanenin biiyiik olmasi butik olmadig1 anlamina gelmez, burada 6nemli

olan kisiye 0zel hissettirmektir.

e Bir pastanenin katalogla caligmas1 butiklik i¢in kesinlikle bir 6l¢ii degildir.
Katalogun amaci miisteriyle pastact arasinda ortak bir dil olusturmaktir,
butik olarak degerlendirilen pastaneler de katalog kullaniyorlar. Miisterinin
ne istedigini daha iyi anlamak ve ustanin ne yapabilecegini daha iyi anlatmak

i¢in bir aragtir katalog.

e Butik pastanmn en énemli yonii kisiye 6zel yapilmasidir. Ornegin siz butik
baklava da yapabilirsiniz, kisinin istegi dogrultusunda Ornegin krokanli-

zencefilli baklava yapilabilir gene butik olursunuz.
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Burada iki tiir pastane arasindaki fark sudur: biri standart malzemeden pasta
iiretip vitrine koyuyor ve miisterinin gelmesini bekliyor, digeri ise miisterinin

siparisi iizerine ¢alisiyor.

Butiklik i¢in bir pastadan kag¢ tane {irettigi bir kriter olabilir. Normal
pastanede bir pasta ¢esidinden 1015 tane lretilir, ama bir butik pastane bir

cesit pastadan ancak 1-2 tane iiretir.
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Interview — 15 IBATECH FUARI

Fuar Notlart:

1. Beysa-Ekipman Aydin Demirtas-Genel Miidiir

Pastacilik sektorii yeni yeni yapilamiyor. Gelismeye ¢ok acik,

yenilikleri hemen sindirebilen bir sektor.

Butik pastaneler sektore yeni bir canlilik getirdi. Daha onceleri daha
cok geleneksel usullerle siradan iiriinler hazirlanirken simdi ciddi bir
rekabet ortami olustu. Ozellikle son 5-6 yildir yayginlasan butik
pastaneler diger pastanelerin de yenilikleri takip etmelerini zorunlu

kildi. Parasi olanlar daha iyi liretim yapmaya basladi.

Pastanelerin marketlere de girmesiyle cafe tarzi isletmeler agildi.
Ciinkii aligverise giden insanlar artik pastalarini da oradan aliyorlar,

dolayisiyla insanlar1 pastaneye ¢ekecek yeniliklerin gelmesi sart oldu.

Bu gelismelere bagli olarak artitk daha profesyonel bir yaklasim
olustu pastacilikla. Kurumsallasma 6n plana cikt1. Oceleri tek bir usta
biitiin isleri yapiyordu, simdi biraz daha Avrupa’ya yaklastik, her is

i¢in o isin profesyonelleri ¢alisiyor.

Pastacilik sevilerek yapilmasi gereken bir is, ancak bu sekilde

pastaciligi gelistirebilirsiniz.

Pastacilar1 miisteri grubuna gore sdyle gruplandirabiliriz:

i. A+  Yenilige acik kurumsallagsmis pastaneler. Sayilari: %20
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i. A Belli bolgelerde trendleri yakalamig pastaneler.
Sayilart: %40

ii. B Aile pastaneleri. Sayilari: %10

iv. CFirint+pastane olan igletmeler.Sayilari %10

2. Puratos-Hammadde Hande Dalyan-Claude Moreau Fransiz Pasta ustasi

e Butik olmak demek her zaman taze olmak demektir. Her zaman yeni

ve farkli demektir.

e Butik pastaneler yoldan gegerken pasta alan miisteriler i¢in degildir.
Ozel giinler ve kutlamalar igin 6zel iiriinler arayan miisteriler icindir.

Aile i¢in bir toplant1 olur ve ¢ok 6zeldir. Bir amag olmali.

e Butik olmanin kriterleri arasinda her zaman fiyat farkliligini
sayamazsiniz, ama kullanilan malzemenin kalitesi, konsept iirlinler

olusturabilmek, hayallere hitap etmek her zaman butikligin Kriterleridir.

3. Zelandia-Hammadde Levent Gol-Satis Mudiirii

e Pastacilik yillik un tiiketiminin tahminen %5’ini aliyordur.

e Bugiin sektore baktiginizda onen c¢ikan birka¢ firmanin disinda

kesinlikle profesyonel degiller.

e Pastacilik son donemde kendi i¢inde yenilikler liretmeye basladi.
Bizim gibi birka¢ firma daha mix kullanimimni tesvik ediyor. Mixler

pasta yapiminda baz1 islemleri kolaylastiran iiriinler. Ornegin meyve
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mixleriyle taze meyveli kek yapiyorsunuz, meyvelerin dibe ¢okmesi

gibi risklerle de karsilagsmiyorsunuz.

Aslmma bakarsaniz mix kullannominin maliyeti ayni1 seyi 0’dan
iiretmeye oranla ¢ok daha pahali, fakat kalitesi cok daha yiiksek ve
garantili.

Butik pastanelerde kesinlikle ¢ok daha kaliteli malzeme kullaniliyor,
ama bu kesinlikle pasta fiyatlarini1 3-5 kat artiracak oranda degildir.
Siradan bir pastaneden alinan c¢ikolatali pasta ile Divan’dan alinan
cikolatali pasta arasinda ¢ok fark yoktur; fakat Divan’da ek maliyetler
nedeniyle fiyat ¢ok daha yiiksek oluyor.

Orta dereceli bir iiriin ile ¢ok kaliteli {irtin kullanmanin pasta basina
maliyet farki 2 milyonu ge¢gmez, en pahali ¢ikolatay:1 kullansalar bile

fiyat farki onlarin anlattig1 kadar fazla olmaz.

Butik pastanelerde asil maliyet el is¢iliginden kaynaklaniyor. Bu

konuda uzman olan ¢ok az usta var ve onlar da pahaliya ¢alistyorlar.

Butik pastaneler daha ¢ok 6zel giinlerde ¢alisiyorlar. Az miisterileri

vardir ve 6zel hizmet verirler. Fiyat farkliliginin nedenlerinden biri de

budur.

Biiylik pastaneler daha c¢ok cevredeki miisterilere hitap ederler,

butiklerin her yerden miisterileri vardir.

Kataloglardan ¢aligsmak biiyiik pastaneler icin bir zorunluluk. Bugiin
Veniis Pastanelerine  gittiginizde panoda asili 200 siparis

gorliiyorsunuz, ama bir butik pastanenin yapabilecegi siparis pasta
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sayis1 10-20’yi gecmez. Butik pastaneler zaten belli gilinler i¢in

caliyorlar.

Bence butik ayirnminda giinliik satis miktar1 bir kriter olabilir, fakat
kullanilan malzeme belirleyici degil. Ciinkii iyi is yapan birgok
pastane {ic asagi bes yukari ayni malzemeleri kullaniyor, 6rnegin

bizim sadece butik pastanelere sattigimiz bir iiriin yok.

Pasta yaparken kullanilan yontem de bir kriter olamaz, Ornegin

neredeyse hicbiri seker hamurunu kendisi yapmiyor, hazir aliyor.

Tek kriter miisteri olabilir.

Aylik ortalama miisteri sayisint degerlendirebilirsiniz, ne kadar 6zel
pasta ne kadar1 normal asta. Bu degerlendirmeyi hem zincir

pastanelerde hem de butik pastanelerde yaparak karsilastirabilirisiniz.

Bugiin Istanbul’da tahminen 3000-3500 tane pastane var.

Subelesmeyle birlikte standartlagsma sikintis1 dogar. Bu sorun da ¢ok

1y1 bir merkezi yonetim ve saglam bir ekiple ¢oziilebilir.

Subelesmemis bir pastane Ornegin  pandispanyayr  kendisi

yapabilirken subelestikten sonra bunu hazir almay: tercih edecektir.

Pastanelerin hazir triin kullanmalarindaki temel nedenlerden biri de
egitim sikintisi. Iyi is giiciindeki yetersizlik hazir iiriin kullanmaya

yoneltiyor.

Pastacilikta kullanilan en temel hammaddeler soyle siralanabilir:

264



ii. Pastacilik yaglari

iii. Bitkisel ve hayvansal santi

iv. Jole

v. Katki maddesi (kabarmay1 saglayan kek emiilgatorii)

vi. Kuruyemis, 6zellikle findik

vii. Cikolata

Pastaciligin iliski i¢inde oldugu en 6nemli sektdr turizm sektoriidiir.
Turizmin 1y1 gittigi sezonlarda pastacilik da 1y1 gider, clinkii gelen
turist kendi iilkesindeki tatlar1 artyor bir siire sonra. Bir diger sektor

de un tabii ki, ama bunlar ¢ok i¢ ige gegmis iki sektordiir.

Tiirkiye’deki pastacilik sektoriinii  diinyayla karsilastirdigimizda
bizim daha geriden takip ettigimizi goriiriiz. Trendeler burada da
uygulaniyor, ama daha ge¢ geliyor bize. Ornegin orada trend tek
kisilik pastalardir. Simdi yavas yavas bizde de bu tutulmaya basladi.
Bu sosyal gelisimle de paralel bir durum. Eskiden bizde kalabalik
aileler vardi, 8-10 kisilik pastalar yapiliyordu. Ama simdi aile yapisi
kiiciildii, insanlar tiiketebilecegi kadar almayi tercih ediyorlar. Bir de
su unutulmamali gidada lokal tatlar ¢ok dnemlidir. Bugiin Algida gibi
bir diinya markas1 kazandibili dondurma yapiyor, Tirk damagina
uygun olmasi i¢in. Yurt disinda c¢ok tutulan bir tat Tiirkiye’de hig
sevilmeye bilir. Iste o tad1 Tiirkiye’ye adapte etmek Onemlidir.

Pastada da ayn1 mantik gecerli, siz Onerirsiniz ama miisteri karar
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verir. Yani aslinda yenilikler konusunda séz daha ¢ok miisterinin

egitim, kiiltiir ve begenisine baghdir.

e Ekonomik sartlar pastacilik sektoriinii dogrudan etkiler. Ciinkii pasta
zorunlu bir tiikketim maddesi degildir, hatta liiks bile sayilabilir, kolay
vazgecilebilir bir {riindiir. Dolayisiyla ekonomik dengesizlik

zamanlarinda ilk vazgecilen tiikketim maddelerinden biridir.

e Sektdriin en 6nemli sorunlarini sdyle siralamak miimkdin:

i. Vergisiz kazang orani ¢ok yiiksek, ¢iinkii faturasiz mal satimi
cok yiiksek. Bu da dogrudan haksiz rekabet ortami yaratiyor.
Ben vergimi vererek mal aliyorum ve bunu fiyata yansitmak
durumundayim, halbuki vergisiz mal alan adam otomatik

olarak ayn1 mal1 vergi miktar1 kadar diisiik fiyata satabiliyor.

ii. Merdiven alt1 diye tabir ettigimiz firmalar piyasada ¢ok fazla.
Bu firmalarin ne ISO’su var, ne HACCP belgesi!

iii. Denetim konusunda devlet ¢ok yetersiz. Kalite belgelerini
alan pastaneler bile bir siire sonra oradaki kriterleri dikkate
almadan calismaya basliyorlar. Yeterince 1yi

denetlenmedikleri i¢in de bunlar1 6Gnemseyen kimse ¢ikmiyor.

iv. Egitim sikintisi en Onemli sorunlardan biri. Bu sektorde
muhatap alabileceginiz kisi sayist ¢ok az. Devletin bu konuda

da bazi yonlendirmelerinin olmasi gerekir.

e Son olarak butik pastacilik degisik {riinler iiretebilmektir, el
isciliginin ve yaraticithigmm en yogun kullanildigi iirlinler butikligi

getirir.
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