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ABSTRACT

BRANDED GATED COMMUNITIES:
MARKETING AND CONSUMER PERSPECTIVES

Omeraki, Sachfer
Ph.D., Department of Management
Supervisor: Assistant Professor Ozlem Sandikgl

August 2010

Recent studies on brands, branding and brand cotiesireveal the processes
of brand development, and the actors that take ipatttese processes. Research also
looks at consumers’ individual and collective piaes for the creation of brand value
and the transformation of firm-based brand meanifigjgs study contributes to these
literatures by exploring two key questions. Firepw brands develop and who
participates in these brand building processes®arfsehow consumers experience and
practice brands that become highly problematic?

A two stage ethnographic study explores the mualtipttors that shape the
development of brands, and consumers’ lived expeeg with problematic brands in
the context of gated communities in Istanbul. Datre collected from developers,
governmental and financial institutions, media espntatives and consumers, using in-
depth interviews, observations, commercial mediaoawts, official documentary
records and visual data.

The findings reveal that brand-building procesbegin much before their
launch, and multiple actors play role in these dyicaprocesses. Rather than tension
free, conflicts within and among brand stakeholgl@ups discipline brand construction
performances. On the consumer side, homeownersuexaudividual and collective
brand practices to contest brand rumors and sigrest and to negotiate appropriate
brand performances. Tensions intensify with the enoto the branded house, forming a
rather non-democratic community. Overall, the beghchouse is a complex and
multidimensional consumer object that embraces mhyo@olitical, social, cultural, and
economic tensions.

Key words: brands, branding, brand community, bramdership, brand stakeholders,

brand rumors and stereotypes, brand-building pesss branded house, gated
communities, materiality, practice theory.



OZET

MARKALI KORUNAKLI S ITELER:
PAZARLAMA VE TUKETICI PERSPEKTFLERI

Omeraki, Sachfer
Doktora, §letme Bolumu
Tez Yoneticisi: Yrd. Dog. Dr. Ozlem Sandikgl
Agustos 2010

Markalar, markalgma ve marka cemiyetleri tzerine yapilan sonsgaiar marka
gelisme surecini ve bu slrecte yer alan aktorleri goZieiine sermektedir. Bu
argtirmalar ayni zamanda markageée yaratma ve firma bazli marka anlamlarinin
dénGsimiinde tluketicilerin bireysel ve toplu sdanliklarini da incelemektedir. Bu
calisma, iki ana soruyu agtararak bu literatiirlere katkida bulunmaktadik olarak,
markalar nasil gefir ve bu marka yaratma siireclerinde kimler gdar? ikinci olarak,
tuketiciler oldukca problemli olan markalari nageheyimler ve pratik ederler?

iki asamali bir etnografik bir calma markalarin okumunu etkileyen aktorleri
ve tiiketicilerin problemli markalarla y@anmg deneyimleriniistanbul’daki Korunakli
Siteler bglaminda incelemektedir. Veriler, derinlemesine rkétéar, gozlemler, basin
yayinlar, resmi belgeler ve gorsel veriler kullarak yapimci sirketler, devlet
kuruluglari, finansal kurulglar, basin temsilcileri ve tlketicilerden toplagtmi

Bulgular marka olgsum sureglerinin lansmandan 6nceslbdigini ve caitli
aktorlerin bu dinamik sureclerlerde rol @oh géstermektedir. Marka paydgruplari
hem kendi iclerinde, hem de kendi aralarinda ssnéaliga dierek marka olgum
performanslarini kontrol etmektedir. Rather thansien free, conflicts within and
among brand stakeholder groups discipline brandtooaction performances. Tuketici
tarafinda, ev sahipleri marka soylentilerini ve yargilarina kan koymak ve uygun
marka performanslarini atlatmak icin bireysel velekdf marka practiceleri
uygulamaktadir. Markali konutastamayla birlikte catmalar ygunlasmasi sonucu ¢ok
da demokratik olmayan bir cemiyet gmaktadir. Sonugta, markali konut dinamik,
politik, sosyal, kultirel ve ekonomik c¢gtnalari iceren karnyak ve cok boyutlu bir
tuketim nesnesidir.

Anahtar Kelimeler: Markalar, Markalma, Marka Cemiyeti, Marka Sahiplenmesi,
Marka Paydglari, Marka Soylentileri ve On Yargilari, Marka ®um Surecleri,
Markali Konut, Korunakli Siteler, Maddesellik, kanlik Teorisi.
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CHAPTER 1

INTRODUCTION

The present dynamic business environment has whiffdesntiation based only
on product features increasingly difficult. The @emic and managerial interest on
brands and branding explicate the advantages ddibgistrong brands. Strong and
familiar brands shape all stages and aspects cfucoars’ behavior as well as every
type of marketing activity (Hoeffler and Keller, @). Brands increasingly influence
consumer, product and financial markets (Keller b@dmann, 2006).

Despite the general agreement on the significahteands, the literature varies
greatly in terms of how it conceptualizes brantsijrtbuilding-processes and the actors
that shape their development. Moving from the ahifirm-centric view that focuses on
the firm as the main and often only actor respdadir the development of brands (for
example, Park and Srinivasan, 1994; Aaker, 1996pfétar, 2004), consumers

individually and collectively through their livecgeriences challenge firm-based brand



values and meanings (for example, Fournier, 198&mik and O’'Guinn, 2001,
McAlexander et al. 2002; Schau et al. 2009). Ageoin challenging the meanings
developed and delivered by the firm, often consunwlectivities embrace tensions
about consumers of the same and competing brandnoarties (for example, Kates,
2002; Brown et al. 2003; Muniz and Schau et al.5220Recent branding perspectives
conceptualize and study brands as cultural analisfaecims, which are contextually and
historically grounded (for example, Holt, 2004; 8wder and Salzer-Morling, 2006;
Cayla and Arnould, 2008), and developed throughadyn brand stakeholder
interactions (Jones, 2005; Diamond et al. 2009;z2Mral. 2009). These studies show
that beside the firm and/or consumers, severakrasioape the development of brands
and their associated brand meanings and values.

This study explores the brand-building processes cohtemporary, but
problematic brands. Following the recent academterést in stakeholders’ role in the
development of brands (for example, Borghini et 28109; Merz et al. 2009), this
research defines problematic brands as the dynpnoiect of multiple actors — the
assemblage of multiple brand stakeholders, maseridiscourses and events that
dynamically interact to give material and symbdtions to brands. Specifically, brand
stakeholders, driven with different motivations aobjectives, do not always work
harmoniously. Rather tensions shape the executioaumtervailing brand practices and
the formation of countervailing brand meanings. seheountervailing practices and
meanings, along with the rumors and stereotypes dineulate with the launch of
brands, form the problematic brands. Consumers @awpe with these tensions in

order to become part of the brand community andraosbthe brand.



This study explores two key questions. How brandvetbp and who
participates in these brand-building processes? etmvsumers experience and practice
brands that become highly problematic? The firgeaech question identifies the
multiple actors and practices, and explores how sii@pe the development of brands as
material and symbolic properties both before aneradheir launch in the marketplace.
The second research question examines how brarmsmeeproblematic, and how
consumers negotiate the tensions of their problenmaands. Through a two-stage
ethnographic inquiry of gated communities in Istankhis study explores how multiple
actors shape the development of the branded hawsecanmunity, and how consumers
manage these actors’ multiple and often conflictingeanings, values and/or
performances that may jeopardize the brand communit

This study attempts to address five main theoregjaps. First, studies examine
the actors that shape brands after their launt¢iheirmarketplace (for example, Diamond
et al. 2009; Schau et al. 2009). However, thisysaxplores the actors and the processes
that shape the development of brands (as materiabgmbolic properties) both before
and after their launch. The findings of this reshashow that brands and the material
and symbolic objectification of brand meanings, aih@ taste culture of brand
communities originate earlier than the current tlesoon branding discuss.

Second, the literatures on brand and brandingereccupied by the symbolic
properties of brands (for example, Holt, 2004; @aghd Arnould, 2008). However,
apart from the symbolic properties, brands alsoif@sinin material terms (Kravets and

Orge, 2010). Material properties both structure anel structured by brand-building



processes. Consequently, this study aims to uhéedistinction on the material and
symbolic properties of brands.

Third, the new brand logic calls attention to tbhkerof all brand stakeholders in
the development of brands. The few studies thaptattos stakeholder perspective on
brands conceptualize only the human internal andreal brand stakeholders (Jones,
2005; Merz et al. 2009; O’Guinn and Muniz, 2009)stead, this study provides a
holistic account of the processes among and whinamd stakeholders groups and the
strategies that they employ in order to overcomsitas. Moreover, apart from human
actors, materials, discourses and events alsdsteuihie development of brands.

Fourth, studies emphasize the co-existence ofipleilconsumer collectivities
within the same brand community (for example, Kersn 2001; Muniz and O’Guinn,
2001; Brown et al. 2003; Cova et al. 2007). Empigyihe constructs of legitimacy and
oppositional brand loyalty, scholars define the kaes and mechanisms of brand
communities. However, the literature on brand comitires does not elaborate on how
consumers both individually and collectively copghwithe conflicts that arise from the
co-existence of competing consumer collectivitigthiw the same brand community.
This research explores how the co-existence ofuauas collectivities inside the same
brand community breeds conflicts, forming a rath@n-democratic brand community.

Fifth, the literature on consumer collectivitiesoypides evidence about the
impression management practices that consumersitexacorder to manage stigmatic
stereotypes (for example, Kozinets, 2001; Muniz &odau, 2005). Consumers promote
the brand to others and justify the reasons farcaling time and effort (Schau et al.

2009). In contrast to a single “stigma”, this stuelamines how consumers cope with



multiple stereotypes and rumors over time (botloteefand after becoming owners of
the brand community) that arise both about the rizdtend symbolic properties of their
brand community. The significance of the brandedscmer product in the production
of consumers’ identity projects (Belk, 1988) intdéies the need for taking immediate
action towards the resolution of tensions.

In order to address the research questions arstigtine theoretical gaps, a two-
stage ethnographic research was conducted in thedéd gated communities of
Istanbul. Developed mainly by private companies, binanded residential projects are
known for their gates and walls, 24-hour operatiagurity guards, and advanced social
and leisure activities available only to their desits (Blakely and Snyder, 1997,
Atkinson and Blandy, 2005). The branded gated comities provide an interesting
setting for this study. First, the literature pabes evidence that this urban phenomenon
is initiated and supported by three main actorde- dtate (at a national, local and
regional level), developers and consumers (Gl&&2@5; McKenzie, 2005). Second, in
Turkey from 2003 the government through the Massigitay Administration (MHA
from now on) took a significant role in the develognt of branded residential projects,
which are sold even before the beginning of the stontion (Gery, 2007).
Consequently, the gated communities provide anaggpjate setting for exploring the
multiple actors, processes and structures thateshliam development of brands before
and after their launch in the marketplace. Moreptee transformation of the sales
system, from a “first build then sell” to a “firsgell and then build”, allows the
observation of consumers’ lived experiences witinds both before and after moving

into the community.



The primary brand stakeholders that shape the dpnent of gated
communities, namely developers, governmental andntial institutions, and media
representatives, formed the sample of the firsgestaf the ethnographic research.
Theoretical and purposeful sampling techniques eemployed in order to identify the
different stakeholders, and form representative pd@snfrom each of the identified
groups. In-depth interviews with representativesrfreach group, observations (in sales
offices, show homes, fairs and conferences), comialermedia accounts (print
advertisements, newspapers and real estate newspapplements, magazines and
websites), official documentary records (books espbrts related to the industry), and
visual data (photographs taken in consumer faaigessoffices and show homes) inform
the analysis.

Consumers that live in thAtakdy Konaklarigated community formed the
sample of the second stage of the ethnographianmeseTheoretical and practical
reasons make the site a representative of the gatennunity population. With the
selection of the gated community, theoretical angppseful sampling techniques were
employed in order to form a representative samptee@community members. In-depth
household interviews, observations (in sales adfiehow homes and fairs, inside the
“public” places of the community, in informants’ Umes, in meetings of the
Homeowners Association [HOA from now on], and imsomption rituals), commercial
media accounts (print advertisements of the selegided community, newspapers and
real estate newspaper supplements, magazines absite®, official documentary
records (HOA’s announcements) and visual data ¢@raphs taken in the “public”

places of the community, in community meetings apecial events) inform the



analysis. Employing various sources of data (deffertime frames, different research
sites and different stakeholders) and methods dptid interviews, observations,
commercial media accounts, official documentaryords and visual data), this study
provides a holistic account of brand-building pmssms, and consumers’ lived
experiences with problematic brands.

The findings of the first study reveal that npiki actors shape development of
brands before and after their launch in the matkegp In contrast to the existing
studies on brands and branding that tend to distedlae processes of brand
development before their launch, this study uncevdre multiple actors (brand
stakeholders, materials, discourses and events)ptactices, and the integration of
resources, competences and discourses that givetbbrands before and after their
launch. In contrast to the preoccupation with tgelsolic properties of brands, this
study reveals that brand development embeds batib@ic and material dimensions.
Moreover, brand-building processes develop simatiasly brands and their associated
brand communities. Stakeholders’ performances asclitsive practices give material
and symbolic form to brands and their brand commesby framing the taste culture of
their members. These brand-building processesaremsion free. Conflicts within and
among different brand stakeholder groups often iglise brand construction
performances.

The findings of the second study reveal that coress execute individual and
collective (as a household and as a community)dpaactices to contest brand rumors
and stereotypes, and to negotiate appropriate hpandrmances. The branded house

and community are significant for the formationsofcial identities inside the private



sphere of home and inside the gates. Rumors arebstpes, and community members’
and other stakeholders’ conflicting brand perforog form multiple tensions that
consumers need to work on both before and afteowheership of the branded house.
Often these tensions force consumers to concealthership of the brand. Rather than
evangelizing and justifying the brand, consumed® lthe brand to put at a distance the
rumors and stereotypes. The analysis also reviealstiere is a temporal dimension to
the creation of brand value. Overall, the brandedusk, a complex and
multidimensional consumer object, embraces dyngpaiitical, social, cultural and
economic tensions.

The empirical and theoretical narrative of the tadtor brand-building
processes, and consumers’ lived experiences wehptioblematic brand unfolds as
follows. Chapter 2 provides a critical review oétliteratures on brands and branding.
Chapter 3 discusses the research methods emplayed) dhe two stage ethnographic
research. Chapter 4 and 5 present the findinghefethnographic studies — brand-
building processes and consumers’ experiencesthatibranded house and community
— respectively. Finally, chapter 6 elaborates anttleoretical contributions as well as

the managerial implications, the research limitagiand the areas future research.



CHAPTER 2

BRANDS AND BRANDING

This chapter will analyze the marketing literatwn brands and branding, and
will provide a critical theoretical discussion ofabding models by focusing on the
conceptualization of brands, the implicit assumpiemployed in the processes of
brand development, and the actors that participdeshape these processes.

Branding research has been generally involved neatmg constructs and
developing theories in order to understand the gg®es of building, managing and
growing brands (for a thorough review see Kelled &ieghmann, 2006). Regardless on
the definition and operationalization of brandsomsyy brands yield several marketing
advantages. Strong and familiar brands affect talfjes and aspects of consumers’
behavior (namely attention, learning, interpretatievaluation and choice) as well as
every type of marketing activity (for example, mdevorable attribute and benefit

perceptions, and more favorable responses towasshsl lextensions, price changes and



marketing communications) (Hoeffler and Keller, 3Brands influence three primary
markets: customer, product and financial marke®lléK and Lehmann, 2006). Brands
shape consumers’ experiences with products, deterthie effectiveness of marketing
strategies and accrue financial value as an asset.

Since the pioneering studies of Gardner and LeM359) and Levy (1959),
research on the development, management and exteoSbrands has grown rapidly
(for reviews, see Keller and Lehmann [2006], Scegaal. [2009]). Gardner and Levy's
(1955) work stimulated academic attention towatus $tudy of brands as symbolic
benefit associations. The authors called for “aatge awareness of the social and
psychological nature of ‘products’ — whether brgnohedia, companies, institutional
figures, services, industries or ideas” (Gardner bevy, 1955: 34/35). While Gardner
and Levy (1959) formed the relation between thedpeb and the brand, Levy (1959:
124) reiterated “the ways products turn peopletigits and feelings toward symbolic
implications”. Levy (1959: 118) was one of the tfissholars who argued, “People buy
things not only for what they can do, but also ¥drat they mean”. It had become
evident that consumers purchase products not onlthéir functional benefits, but also
and to a greater extent for their symbolic benelitse literature moved away from the
narrow focus of brands as merely identifiers orfasctional benefit associations
towards the study of brands as symbolic imagesefample, Gardner and Levy, 1955;
Levy, 1959; Park et al. 1986), a research perspedtiat still dominates the marketing
discipline.

With the rising competition in the mid-1950s, fsmfaced difficulties in

differentiating their brands based only on funcéibtenefits. Increasingly, brands

10



competing in the same product category become ibmadty more similar to each other
(de Chernatony, 1997). Firms, the primary actorsduniding brands associate their
brands with symbolic meanings. Consequently, brandiesearch focused on the
symbolic value of brands in gaining competitive @thage and in stimulating consumer
responses. According to this stream of researckenwbnsidering the purchase of a new
product, consumers search not only for functioremdiits, but also for the fit between
the brand image and their own self-concepts (Sitg82). Consequently, consumers
select brands that solve internally generated aqopsion needs for self-enhancement,
role position, group membership or ego identificatiPark et al. 1986; Merz et al.
2009). Consumers still receive passively the biaf@mation stemming from the firm
deprived from the creation of brand value.

Despite the acknowledgement about the significamic@roduct symbolism in
understanding consumers’ behavior, the informapimeessing model had delayed the
development of a relevant theory (Solomon, 1983 Early branding perspectives
treated products as responses of behavior eitmhehéopurpose of need satisfaction or
impression management (Solomon, 1983). The symiodkeactionism theory adopted
from sociology, offers the theoretical basis fonceptualizing the socially oriented self.
Symbolic interactionism focuses on how individuateate meanings to understand the
world. According to this theoretical perspectiveople, objects and situations do not
possess meanings in themselves. On the contrargnings are created by the
interactions between individuals and their matephaiects. This interaction has a
significant influence in forming and enhancing adividual’s self (Solomon, 1983).

The adoption of this sociological perspective mowedsumer research towards the

11



study of the interactions that consumers hold witir products. Grubb and Grathwohl
(1967) developed the first formal model of the selicept in consumer behavior,
depicting a reciprocal relationship between prodowge and consumers' self-image.
The basic proposition of the model is that the pase, display and use of goods-
symbols communicate meanings to others. Consegqudmthavior will be directed
toward the enhancement of self-concept throughctéimsumption of goods as symbols
(Grubb and Grathwonhl, 1967).

Regardless, the academic interest on conceptuglimiands as symbolic objects,
branding models for building, measuring and marmgdirands proliferated in the early
1990s. While the first branding models focused lom role of the firm in creating a
consistent and coherent brand identity, increaginmgisearch moved towards the
integration of other actors in the brand-buildirggesses.

The literature is organized under five main sextioThe first four sections
examine the theoretical evolution of branding msedeland examine the
conceptualization of brands, the key actors andntipéicit assumptions employed in the
processes of brand development. The literature rigcally discussed under the
following four branding models: mind-share brandimgnotional branding, cultural
branding and stakeholder branding. Each brandindemis critically explored in terms
of the research objects and the levels of anakgsiployed. These branding models
differ on the research objects (cognitive, expex&s) narratives, practices), research
perspectives (managerial — sender — oriented, comisg centric, culture — oriented,
stakeholder — oriented) and units of analysis Violdial, social, culture). Each branding

model incrementally increases the role of otheoractn the construction of brands,

12



brand values and meanings by embracing the follgwahationships: firm — brand, firm
— consumer, consumer — brand - consumer(s), cuftubeand, stakeholders — brand
discussed in detail below. The last section pravide overview of the literature and

identifies the theoretical gaps by linking ther#tire with the research questions.

2.1. Mind-Share Branding

With the recognition of brands as major stratagsources with functional and
symbolic values, there was a shift in the branditegature towards developing brand-
building models. From the early 1990s, the theoattidiscussions on branding
influenced by cognitive or social psychology thesrirevolve under two main
perspectives: the brand identity perspective (finmernal) and the brand image
perspective (consumer cognitions, external). Both these approaches add
characteristics of the firm or the consumer creptinparadigmatic shift of the initial
object oriented focus on brands (for example, Capgl 1923; Coombe, 1996). The
brand becomes a strategic resource and the fiithth& primary actor in the brand
creation process, works on the construction offeerent and consistent brand identity
based on the firm’s core values and/or consumerggptions.

The internal approach advocates that brand igergtita significant source for
planning and implementing strategies. Aaker (1288nes brand identity as the unique
set of associations that represent what the bréemtls for and imply a promise to

consumers from the firm. The firm attempts to depelnd protect the brand as a

13



strategic resource by acting within the degreedreédom that the brand identity
provides rather than being an unconditional respdasconsumers’ needs and desires
(Urde, 1999). A brand’s identity provides a coheérprofile of its mission, values,
vision, target segments, style and anchoring prisdigapferer, 1992). Specifically, due
to the dynamic market characterized by brand eidans mergers and alliances, the
core values (Urde, 1999) or the brand essence (AdRO6) provide structure for the
process of the brand-oriented company.

The brand identity is composed by different bradments that can help to
clarify, enrich and differentiate an identity; ndgnédbrand as product, brand as
organization, brand as person and brand as symbék¢, 1996). These elements help
the firm to establish a value proposition based fonctional, emotional or self-
expressive benefits (Aaker, 1996; Aaker and Joasthiaber, 2000) by merging the
previous theoretical perspectives on brands anadibrg. Although some scholars state
that branding should start from the customer,, stilis not up to the customer to define
the brand and its content, it is up to the compdgigpferer, 2006: 82). Brands need a
coherent identity and positioning, prior to pere@mps, which means that “the central
concept is brand identity, not brand image” (Kapfer2006: 5). Consequently,
according to the firm-centric (internal) perspeetivnarketers create brands and form
brand identities, and consumers receive these mgsafriom the market and form brand
images. The brand identity approach ascribes b@rtruction and development
practices to the firm and a passive, receptive twmtbe consumer.

On the other hand, the external approach advotaeshe key for the creation of

powerful brands is the creation of distinctive dadorable associations in consumers’
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minds in order to differentiate the brand and @eedmpetitive advantage (Keller,
1993). The brand image that stems from consumezsigptions guides the brand
creation process. According to Keller (2003: 5% bHasic assumption of the customer
based brand equity (CBBE) model is that “a braed in what customers have learned,
felt, seen and heard about the brand as a resulteaf experiences over time”. The
author develops a four step model on building bsandwhich each step is contingent
on the completion of the previous step: brand itle{génsure identification of the brand
with a certain product category or consumer nda@))d meaning (develop the meaning
of the brand by linking tangible and intangible rfdaassociations), brand response
(establish customer responses to the brand ideritymeaning) and brand relationship
(turn responses into active loyalty relationshipsaeen customers and brands).
Although, the external approach attempts to irgiconsumers to the brand
building models, still it carries certain limitatis. Firstly, by relying on consumers’
perceptions as sources of meaning, firm-based ressucapabilities and strategies
often get little notice (Kapferer, 1992; Aaker, 899 Secondly, brand meaning is
constantly modified by the changes in consumergeetations (Louro and Cunha,
2001). Opponents of this consumer centric approague that branding involves
balancing consumers’ desires with a brand’s essermsien and permanent qualities.
Even when both the firm and consumers are seesigagficant actors in the
creation of brand value, still the firm’s internattivities are given supremacy. For
example, Urde (1999) argues that brands have oitternal and external identity. The
internal brand identity is the organization’s cquien and approach to the brand,

whereas the external brand identity is the consismgerceptions and evaluative
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processes. According to the author, obtaining geleéolistic picture of the brand is
possible only when both the internal and extermahd identities are seen in a context.
Yet, the starting point for the process of brandldig is to first create a deeper
understanding of the internal brand identity. Thrankd then becomes the strategic
source for the satisfaction of consumers’ needsnands.

Whether firm or consumer centric, mind-share biragdshares three main
assumptions. First, influenced by cognitive andaqesychology theories these studies
focus on the firm based strategies that attemgtitoulate certain consumer responses
(for example, brand awareness, brand loyalty).dntrast to the previous perspectives
on brands, in this approach brand value is thegption of a brand’s use-value to
consumers (Merz et al. 2009).

Second, instead of investigating the benefits thdtrand adds to a product
offering and the types of associations that conssmfm about brands, mind-share
branding theorizes the processes of brand valustemtion (Merz et al. 2009). The
consumer is perceived as an autonomous individuafigd by the dynamics that
structure his/her life, a passive receiver of bramehnings stimulated by marketerbe
psychological view reduces culture to a collectioh information that consumers
incorporate in a cognitive schema, which influentigsre decision-making processes
and attitudes towards the brand (van Osselaer angzé&wksi, 2001). For example,
Keller (1993: 10) conceptualizes the consumer-basehd equity, but does not
distinguish the sources of brand beliefs “that isether beliefs are created by the

marketer or by some other source of influence siscteference groups or publicity”.
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Third, this branding perspective has a tendencadsume a rather static and
controllable brand environment and a dependenc¢heninternal capabilities of the
firm. Despite the challenges of contemporary markeéhe brand environment is
controlled by an analysis of customers, competitord the firm itself. According to
Aaker (1996) building brands requires strategic &actical imperatives that create
significant organizational challenges. The authantions two basic imperatives: to
create a brand identity and to create mechanisnt®dodinate brand building across
organizational units, media and markets. Urde (1983D3) also states that brand
building is a two-way process: internal within tt@mpany itself and external between
the brand and the customer. Similarly, Keller (19®@@8licates that building consumer-
based brand equity requires the choice of a brdedtity (brand name, logo and
symbol) and the integration of this brand identitio the marketing program without
taking into consideration other actors that mayugrice brand value and meanings.
Brand building begins with identifying the conséibn of abstract concepts or
associations. The main objective of the firm is donstruct and communicate a
consistent identity and image. Even earlier thagsehpioneering works, Farquhar
(1989) argues that that there are three esseftdgrakats in order to build strong brands:
a positive brand evaluation, an accessible bratittide and a consistent brand image.
The defined constructs thus rather than providimeptetical insights on how to build
brands (process) provide useful metrics for evalgatentity value (Holt, 2004).

In a recent research Keller and Lehmann (2003néehe brand value chain
model. According to the model, brand value creabegins with the firm’s marketing

activity (marketing program investment), which ughces consumer mindset with
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respect to the brand (customer mindset) and thapeshthe performance of the brand in
the marketplace (brand performance) and as a raffeltts the financial value of the
brand for investors (shareholder value). The astrstate that a number of factors,
namely multipliers intervene between these stagelsmaoderate the transfer of value
from the marketing program to the subsequent stddese are three sets of multipliers:
the program quality multiplier (clarity, relevanadistinctiveness, and consistency), the
marketplace conditions multiplier (competitors’ cgans, channel support, customer
size and profile) and the investor sentiment miktip(market dynamics, growth
potential, risk profile and brand contributions)tidugh the authors acknowledge that
several factors outside the firm may inhibit vatweation, the model directs attention to
the direct influencers of brand value namely, tinm fitself, consumers, competitors,
channel members and investors. The brand valuen ctmamidel with the unilateral
movement of value creation still bears the limaat of the earlier works in this
branding approach.

Extending the brand value chain model, Keller aeimann (2006) propose a
new “systems model of brand antecedents and coasegs’ that illustrates how brand
equity operates. The linear process in the modebmaposed of four main stages: 1)
company actions, 2) consumers’ thoughts and felaigput the brand, 3) consumers’
brand related actions and 4) their impact in thearftial market. The model
acknowledges that consumers’ thoughts and feelabgsit the brand are affected by
other actors’ actions (for example, competitors'ticas, industry/environmental

conditions and partners’ actions). The firm is givipremacy by initiating the creation
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of brands with the planning of the marketing progréghat aims to create stable,
descriptive attributes or informational dimensidimst form the brands (Keller, 2003).

Apart from the role of consumers’ perceptions dozating abstract associations
that form the brand, research in the 1990s ang 2800s also paid attention to the role
of employees on shaping and promoting brand valhes turn towards employees and
the organizational culture share the same assungptith the mind-share branding.
Studies on marketing and brand management, senntadketing and corporate
branding provide evidence that both internal (erypés) and external consumers shape
brand-building process (for example, Urde, 199%ek%aand Joachimsthaler, 2000; de
Chernatony and Segal-Horn, 2001; Schulz and den@ktsry, 2002). Employees shape,
represent and promote brand promises made to camnsuiMerz et al. 2009). For this
reason, firms build an organizational culture basedhe core values of the brand and
cultivate these values through out the firm. Consedjy, firms train employees for the
delivery of brand promises. The failure of delimgrithe promises of brands influences
the credibility of brands and firms (Ind, 2003).davthough the firm is still the primary
actors, employees also become significant actorghé creation of brand value.
Employees deliver and shape the brand promisesngluhe direct and indirect
interactions with consumers.

Other than marketing communications, the firm’spéayees are also significant
contributors to brand value (de Chernatony, 208%)the functional benefits of brands
continue to become similar, organizational cultbeeomes a critical tool for achieving
competitive advantage. As the author argues: ‘fitosso much what consumers receive

but rather how they receive it” (de Chernatony, 20®7). The firm should align the
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values and behaviors of their employees with tlendts’ core values, since they shape
and represent the brand to external consumers l{den@tony, 1999). Similarly, Aaker
and Joachimsthaler (2000) explicate that employetsas brand representatives and
firms can achieve brand leadership by first creptn brand building organization.
According to the authors, the first challenge oilding strong brands is to establish a
brand-nurturing structure and culture. Also Urd®9Q@), defining the brand as a
strategic resource, argues that the brand builgdiogess requires the construction of a
core value for both the firm and the consumers. @testruction of brand value is
performed both internally within the organizatiamtérnal brand identity) and externally
between the brand and its consumers (external bidewatity). The internal brand
identity is established through the development@mmunication of the firm’s vision,
organizational values and core values. Likewisel (A003) argues that employees,
through their understanding of the brand’s ideo)dgyly build an image of the firm in
consumers’ and other stakeholders’ minds. Findilyles and Mangold (2004: 68)
developed the construct of employee branding, whgh'the process by which
employees internalize the desired brand image endhativated to project the image to
customers and other organizational constituentsiis Tonceptual paper links brand
management with human resources management andskscthe consequences of the
positive employee brand image for the brand.

Studies on services branding also pay attentichdaole of employees as brand
value co-creators. Berry (2000) develops a serregding framework and argues that
employees play a greater role than the produdf iisdorming consumer value. The

author elaborating on his argument states, “inrfati@nsive service businesses, human
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performance, rather than machine performance pglayanost critical role in building
the brand” (Berry, 2000: 130). In a related matterChernatony and Segal-Horn (2001)
examine the processes of developing and sustasitiogg services brands. The product-
service dichotomy calls for a move away from thassical branding models that
develop and then communicate the brand value tsuwoars. Employees pay a critical
role in services branding, shaping brand quality ealues through the interactions that
they have with consumers. Thus, before the promatifothe brand to consumers, the
firm initially must focus on the internal issuesaivagers need to build an organizational
culture aligned with the brand’s values, train emgpks for the delivery of the brand’s
unique benefits and support employees’ behavidriteece the brand (Berry, 2000).

The move from the classical mind-share brandingdet® that focus on
communications to an organizational cultural pectige also builds theoretically the
construct of corporate branding. Studies on thima@a adopt and triangulate theories
on organizational, marketing and strategy studtzh(ltz and de Chernatony, 2002).
Similar to the mind-share branding perspectivespaate branding adopts the same
objective of creating differentiation and triggeyitonsumer preference (Knox and
Bickerton, 2000). However, corporate branding &éedered more complex by managers
conducting these practices at the level of orgdioizarather than the individual product
or service, and the requirement to manage interastiwvith multiple stakeholder
audiences” (Knox and Bickerton, 2000: 999). Exc#m role of employees, the
literature on corporate branding moves thinkinghi® various internal (employees) and
external (consumers) stakeholders in building titernal and external brand identity

(for example, Schultz and de Chernatony, 2002; | 2G83).
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Overall, mind share branding highlights consumepsrceptions in the
construction of brands value. However, the inflleen€cognitive and social psychology
theories narrows the unit of analysis to the irdiial consumer. The primacy of the
firm, its resources and competences, shapes tlaiareand management of brands.
Recent studies that employ the principles of mihdre branding pay attention to the
role of employees or internal consumers on buildirend value. Through, the direct or
indirect interactions with consumers, employeespshbrand creation processes by
communicating brand promises (Merz et al. 2009aling the brand as a strategic
resource, academic interest increasingly moves rttsvdhe dynamic interactions
between the organizational culture and other staldelns on the construction of brand

value (see 2.4.).

2.2. Emotional Branding

Moving from the narrow focus on the firm, its ewoy¢es and the individual
consumer, emotional branding adopts anthropologiadl sociological constructs that
lead to an alternative understanding of brandshbaadding. The focus is on examining
consumers’ lived experiences with brands. Thisgeasve challenges the claims of the
earlier theories of creating a consistent and riiitte benefit position in consumers’
mind. Proponents of the emotional branding perspeergue that a focus on creating a
distinctive positioning based on benefits/assonmsti cannot lead to a lasting

competitive advantage as it can be easily imitdtgdhe competitors (Gobe, 2001).
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Moreover, the overdependence on a benefit appr@aahnlikely to break through the
offerings of the saturated market where severahdsafight for delivering unique
associations (Gobe, 2001; Thompson et al. 20068)pwing this reasoning, emotional
branding proponents argue that consumers’ brandeamwss, passion and loyalty are
hardly ever based on benefits (for example, Gold®122002; Mark and Pearson,
2001). Rather, managers should focus on building eammunicating the right
emotions, experiences and stories that can touctsuceers’ lives (Gobe, 2002).
Consumers are interested in buying an emotionalereqpce and in building
multifaceted, holistic relationships with brandsée on trust (Gobe, 2002). The strong
emotional bonds between consumers and their brardate a true sense of brand
ownership” (Gobe, 2002: xxi).

Three main assumptions evolve from the emotionahding perspective. First,
this turn calls for the reevaluation of the exigtnresearch approaches and measurements
(for example, Ger et al. 1999; Gardner and Levy55)9 Interpretive consumer
researchers employing qualitative research metfintisviews, observations, projective
techniques and netnography) examine the role ofwoers in the creation of brands,
brand values and meanings.

Second, the overdependence on the firm on buildirapds is challenged.
Consumers, individually or in consumer collectedtj become significant actors in the
brand creation processes. For example, Fournie€d8(18sing the case study method
examines consumers and their relationships withdsaAccording to the author, the

abstracted, goal-directed and experiential categdhat consumers create for brands are
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not necessarily the same as the categories imgnste marketers. Rather consumers’
lived experiences produce a different conceptiobrahds.

Third, this tradition attempts to move thinking awlaom the consumer brand
dyad that stems from the influence on psychologthva focus on the individual
consumer. Consumers increasingly seek producth&r linking rather than use value,
a linking value that is not created by firms, bytibdividuals who consume the same
brand (Cova, 1997). Muniz and O’Guinn (2001) depéloe brand community construct
that evolves around the triangular relationship agna branded object, its consumers
and other consumers. The authors define brand caoitynas “a specialized, non-
geographically bound community, based on a stredtwset of social relationships
among admirers of a brand” (Muniz and O’Guinn, 20012). Brand meanings in these
communities are collectively created among consanddrthe same brand. These
consumer collectivities share three main featucessciousness of a kind (a sense of
belonging to a group), rituals and traditions, arneknse of moral responsibility (a sense
of obligation to the community and to its membédkduniz and O’Guinn, 2001).

The construct of community soon became a signifidawel of analysis in
studying consumer behavior and specifically in ustiding collective consumption
practices and processes of brand creation (for pkanKates, 2002; Kozinets, 2001,
Wright-lsak, 1996; Schouten and McAlexander, 199%). example, McAlexander and
his colleagues (2002) extending Muniz and O’Guir(@801) triangular model, examine
consumers’ relationships with the brand, relatedketang agents, institutions as well as
other consumers. Consumers adopt, transform octra@jively the brand meanings

stemming from various brand authors (Holt, 2004)e Tnteractions among community
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members are so strong that revive even brands abaddby their producers (Muniz
and Schau, 2005). For example, Muniz and Schau 5f2@Xxamine consumers’
community practices of the Apple Newton brand tihat firm has withdrawn from the
marketplace. The authors link the loyalty to tharadoned brand with the communal
nature of religion. Consumers act as proselytinéthe brand through their meanings
and practices. Specifically, the members engageomsumer-to-consumer narrative
interactions that attach the members to the comiyamd reify its values and beliefs.
Community members co-create brand value throughrtresmission of brand related
stories. These stories similar to the mysticalistoin the Bible attempt to foster belief
around a central figure and in this case the brand.

Recently, Schau et al. (2009) using a meta-anatgticew of articles in major
journals examined the collective value creation mtehtify twelve common practices
present in most brand communities. The authors nimgathese practices in four
thematic categories within which other practicesoalnfold. First, social networking
practices refer to the practices that form, cutévand sustain ties among community
members and include welcoming, empathizing and mjaveg practices. Second,
impression management practices focus on creaawvgydble associations of the brand
and brand community to non-community members. lsgice management practices
include evangelizing and justifying practices. Bhicommunity engagement practices
reinforce community members’ increasing commitmeith the brand community and
include staking, milestoning, badging and docunmenfpractices. Finally, brand use
practices involve practices for improving or enhiagdhe consumption of the brand and

include grooming, customizing and commoditizinggtices.
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Apart from the positive relationships and the hgaemeeity of brand meanings
within the community, brand communities also eméraensions about community
members and competing consumer collectivities. Gaes culture theoreticians
elaborate on the tensions within and between becantmunities using the constructs of
legitimacy and oppositional brand loyalty (for exalen Schau et al. 2009; Cova et al.
2007; Brown et al. 2003; Muniz and O’Guinn, 2001ggitimacy refers to the process
by which community members differentiate othersgdeghe community based on the
authenticity of their consumption practices. lllggate community members fail to
appreciate the culture, history, rituals and tiadg and symbols of the brand
community (Muniz and O’Guinn, 2001). The true bedies of the brand feel concerned
by the irresponsible practices of others that temaheir harmonious community.
Conflicts specifically arise out of status hieraesh The launch of brands welcomes
new comers and makes anxious existing community lmeesn(for example, Brown et
al. 2003; Kozinets, 2001). For example, Brown e{2003), investigating the launch of
retro brands, discuss the irresolvable contradistihat manifest between supporters of
the old Beetle and the new Beetle, and betweenosteyp of the original Star Wars and
the new Star Wars. The authors conceptualize thesteadictions as “brand antinomy”
referring to the paradoxes that arise with “theudtaneous presence of old and new,
tradition and technology, primitivism and progresame and different” (Brown et al.
2003: 21). True believers blame marketers for thegitimate practices of other
community members. In product markets based omtdagical progress, commercial
profits induce innovation and obsolescence of meviproducts, and threaten the

presence of community ethos (for example, Muniz &aldau, 2005; Brown et al. 2003;
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Kozinets, 2001; Muniz and O’'Guinn, 2001). “Commuynasserts tensions against the
market, against hegemony and against the growtheobrand” (Muniz and O’Guinn,
2001: 419) as they threaten the existing commugitips.

Except for the conflicts that arise from innovatp Kates (2002) argues that
community members gain legitimacy by distancingntkelves from the stereotypical
others inside the community. The findings indicdteat gay consumers detach
themselves from the “ghetto queen”, the stereoffpiay consumer, who discards his
agency and individuality. Rather than a homogercmmsmunity, consumers in the gay
community favor reflexive thought and individualistaste. Tensions also arise from
normative pressures from community members. Expdpotine social influence of brand
communities, Algesheimer et al. (2005) argue thanth communities can influence
their members in negative ways. Extrinsic obligagido conform to the community’s
norms, cultivate resistance against the normatoresgmption practices of community
members. Similarly, Luedicke and Giesler (2009 uarthat differences in consumption
practices trigger legitimization struggles betwéen ethnic groups in the same brand
community. The host cultures’ ethnic reservationsd astereotyping oppose the
migrants’ membership in the brand community.

In addition to legitimacy, oppositional brand Ittyaalso shapes the formation of
tensions between competing brand communities. Opmaal brand loyalty refers to the
process through which community members defendaaumsness of a kind (Muniz and
O’Guinn, 2001). By differentiating their brand fromathers, brand communities
experience the community and negotiate the meamh@sands (Muniz and O’Guinn,

2001). Often consumers, anti-brand activists, béoggand opinion leaders in media
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circulate negative images and stories about brartdempson and his colleagues (2006)
define this collection of opposing meanings as dioppelganger brand image. The
authors draw attention to the cultural contraditdighat challenge the authentic brand
stories of iconic brands. Although negative, thgmlganger brand image assists
managers for the reconfiguration of their brandistoas authenticating narratives for
consumers’ identity projects. Kates (2004) in ailsimvein, examining the adoption of

brands by a gay community, argues that brands godersevere tests by community
members in order to gain legitimacy. The authom@kas the processes through which
brands become legitimate. The “litmus test” créedielineate whether consumers will
employ, alter or reject particular brands.

Driven by the premises of posthuman consumer @ilfuenkatesh et al. 2002),
Giesler and Venkatesh (2005) develops a differenceptual framework in order to
understand brand communities and brand protes&satithor theorizes brands as social
systems that embed consumers’ and producers’ lsp@cific communications to create
control over consumption. Giesler and Venkatesl®%2@mploy the notion of “system
as distinction” against the structural functiontatistion of “system as unity” that fails to
incorporate ideology, meaning and change within doenain of consumption. The
“system as distinction” implies control and negtbia that is enabled through
communication. Reality rather than a mere repredientis “actively constructed by the
observer in the permanent process of drawing disbins” (Giesler and Venkatesh,
2005: 663). Through this theoretical argument,ahthor argues that brand systems are
developed through the distinctions of what the draammunicates to be and what it

rejects to be. According to the author, brandsctfh set of economic, social, political
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and aesthetic distinctions. Brands remain alivelasy as these distinctions are
negotiated through communication.

Luedicke (2006a) evolves the notion of brand swystehrough a qualitative
content analysis of five consumer culture theowgigts on brands. The analysis reveals
that brand systems are developed through the sommmunication about brands. The
system dissolves when consumers stop communicatiogit brands. Brand systems
exist when brand distinctions are visible for thidfedent observers (for example,
marketers, consumers, mass media) in order to erahmunication. Brand systems
negotiate and maintain specific programs and sirast that guide, encourage and
control communication. These programs and strustaontinuously change the brand
systems and allow observers to communicate in fa¥ar against the brand system.
The success of a brand system depends on the svavioservers, as the interested
observers are the only actors that can perceivedhenunication of the brand system.
Therefore, the brand system of Macintosh cannostewithout the supporters of
Microsoft (Muniz and O’Guinn, 2001) or the Starbackannot exist without the
supporters of local coffee shops (Thompson and IAB#4). Consumers, marketers,
the media and other observers create and protastlbmeanings not only through the
intrinsic communalities, but also through the vasdodistinctions between a brand
system and its social environment. The communinadibdistinctions through stories,
narratives and myths by marketers, consumers drad observers keep brands alive.

Parallel to these consumer collectivities, congunaentities seem to be
increasingly fluid (Firat and Venkatesh, 1995; Reattone, 1991). Without having any

commitment, consumers more than ever are free aosehamong different lifestyles,
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different communities and consequently differerdanols. Consumers become not only
more disloyal, but also more reflexive towards fir@ based branding techniques (for
example, Thompson et al. 2006). Holt (2002) arghes firms can no longer act as

cultural engineers that direct individuals to enderahe brand to their everyday life.

Rather, the author advocates that brands shouliifteas authentic cultural resources,
as useful ingredients to produce the self thatoahm®ses to become.

Recently, the theoretical differences between rsimale and emotional branding
are narrowing as opponents of the earlier the@lketiogentations integrate the premises
of emotional branding. For example, defining brdmwwledge, Keller (2003: 596)
argues that branding involves abstract and intdagibnsiderations that stem from the
research on brand communities that provide sigmificinsights on conceptualizing
brand knowledge. Keller (2001; 2003) develops thust@mer-based brand equity
pyramid, where each step of the pyramid depend$hersuccessful implementation of
the previous step. The final step defined as brasdnance focuses on the relationship
and the level of identification that the consumas with the brand. Still the premises of
cognitive psychology with the primacy of the firrmcathe focus on the individual
consumer influence this model and create a redioscedof the relationship construct.

The power of consumers in shaping brand value &as formed another
challenger to mind-share branding defined as Wrahding (also known as grass roots
and buzz marketing). This research perspectivelairto emotional branding assumes
that consumers but not firms shape the creatidmrarfds. Viral branding pays attention
to how non-company actors convince consumers t@rbecowners of the brand.

Similar to viruses key influencers act as vehiteslisseminate the brand (Gladwell,
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2000). This branding perspective was formed as sallreof consumers increasing
distrust of marketing activities and the emergemdethe Internet (Holt, 2004).
Increasingly, consumers distancing mass communitsti“discover brands on their
own” (Holt, 2004: 28). Firms find the most influedtindividuals, who can persuade
others to become part of the brand community. Ciqnsatly, in viral branding firm
regularly form covert public relations teams in@rtb discover the right consumers that
will embrace the brands and form its value. Whilahbranding provides strategies to
discover trends and to develop and promote brastddies on brand communities focus
on consumers’ collective practices in brand comitiesi

Overall, the emotional branding perspective hgts consumers’ active and
dynamic role on the construction of brands. Movingm the narrow focus on the
individual and the primacy of the firm based brandanings, consumers engage in
continuous, social and highly dynamic interactiwith the firm and other consumers of
the same or competing brand communities. Consunmelizjdually and as members of
a brand community, become significant actors in dneation processes of brands.
Through consumption practices, community membersreate and negotiate brand
meanings, and protect the community ethos fromtéhsions that arise from the firm,

the media, from competing brand communities antliwithe brand community.
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2.3. Cultural Branding

Acknowledging consumers’ agency in the constructmf brands, branding
research moved towards the study of brands botheasgerial and as cultural concepts.
The basic assumption of this stream of researdhat brands do not only reside in
consumers’ minds, but also live in cultures. Theeegch revolves around a central
guestion: “how do brands interact with culture?ti{®eder and Salzer-Morling, 2006:
4). Supporters of the cultural branding perspecawgue that neither producers nor
consumers entirely control branding processes kerdtcultural codes constrain how
brands work to produce meaning” (Schroeder ande&aorling, 2006: 1).

According to Schroeder and Salzer-Morling (2006l culture refers to the
cultural influences and implications of brands iteo ways. Firstly, brands infuse
culture with meaning and increasingly, brand manege shapes the whole society.
Secondly, brand culture, along with brand idenéityd image, provides the cultural,
historical and political cornerstones to make sesfsbrands in context. Increasingly
consumers’ brand meanings derive not only fromfithe based brand identity; rather “a
process of negotiation also takes place in and dmtwa marketing environment, a
cultural environment, and a social environment’h{®eder and Salzer-Morling, 2006:
5). Therefore, brands exist as cultural, ideoldgaea political objects that give form to
the development of brands. Culture guides andtans the brand creation processes
executed by the dynamic interactions among the ,fimonsumers, consumer

collectivities, the media and other actors.
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Holt (2004) developed the first formal model ontatdl branding by exploring
the origin of strong iconic brands. Seven main mgorevolve around the cultural
branding model. First, iconic brands address thetnmoportant collective tensions and
desires. In the aggregate level a nation’s citiz@mare the same desires and anxieties
when forming their identities, therefore, the sarmmistorical changes shape the
development of consumers’ identity projects. Se¢aoahic brand rely and perform
identity myths that address the nation’s desira$ @amxieties. Rather than associating
brands with aspirational figures, iconic brandy @ myths of imaginary worlds that
ease the tensions and assist consumers in crgafipgse in their lives. Third, identity
myths reside in the markers of brands (for examptand names, logos and design
elements) and consumers experience and share bvandnsumption rituals. The
experience of the brand, “the material embodimenthe myth” (Holt, 2004: 8),
attempts to resolve identity burdens. Fourth, tilenmyths are situated in populist
worlds, communities that express a unique ethosutir their performances (for
example, Harley originated from the outlaw bikesse Schouten and McAlexander,
1995). Myths use the resources of populist wonfdsrder to build authenticity to the
myth that it is grounded in the lives of real pepfihat share a particular ethos. Fifth,
iconic brands act like cultural activists by enaming consumers to reconsider
established ideas about themselves. Iconic bramdserr than evoking benefits,
personalities and emotions, motivate consumers lign awith the desires of the
particular nation. Sixth, iconic brands rely on akrionary performances rather than
consistent communications. These breakthrough pedoces build and keep alive the

iconic brands (for example, Coca-Cola’s advertisetmiéd like to buy the world a
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Coke” that aimed to unite individuals against thar)nFinally, iconic brands form a
halo on other aspects of the brand. When a brandmtmicates a powerful identity
myth, this identity value enhances brands’ imageklzenefits.

Apart from these key axioms, the author in varigemealogical studies, Holt
(2005; 2006) argues that iconic brands remain ccasilong as they revise the existing
myth in accordance with the cultural interruptiohat may alter the myth of the populist
worlds. Consequently, rather than a static and istamg entity, brands embrace the
cultural changes. Similarly, O’'Guinn and Muniz (8)0argue that strong brands
communities form out of challenges. Tensions gneedommunity a reason to maintain
cohesiveness (O’Guinn and Muniz, 2005).

Adopting the premises of cultural branding, Caattal Arnould (2008) argue that
branding practices differ across cultural contex®@gecifically, the authors refute
previous branding theories since they implicithgwame that the principles of building
strong brands are the same across cultures. Ethinisce and the premise of a uniform
brand evolution obscure the dynamic interactionsvéen brands and cultures (for
example, Coulter et al. 2003; Strizhakova et ab&0Kapferer (2006) also supports
this argument by examining the processes of lukuayd creation. The findings of the
research reveal that two different models of luxorgnding exist in the market. Rather
than a uniform brand model, each model is basedppositional cultural assumptions
about luxury: one based on history, scarcity amftsmanship associated with European
brands, while the other based on stories, imagesrenketing skills associated with the

success of the American culture. As there areratere modernities and alternative
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consumer cultures, alternative brands culturesesi in different contexts (Cayla and
Arnould, 2008).

Studies on brand communities also elaborate on twlwral variation forms a
plurality of brand meanings. Different consumerledtivities inside the same brand
community allocate different meanings regardingsame brand (for example, Cova et
al. 2007; Luedicke and Giesler, 2009). For examptaja et al. (2007) challenge Muniz
and O'Guinn’s (2001) assumption that brand comnesitmay transcend geography”
(Muniz and O’'Guinn, 2001: 415). Investigating theanings of the Warhammer brand
in France and in America, the authors explicate leaweh local consumer collectivity
reinterprets the brand’s meanings as a resuls @itn culture.

Holt's (2004) cultural branding approach assuntest imyth markets develop
around the acute contradiction in national ideologgcent studies however, indicate
that some myth markets move beyond national boisslazvoking a global myth
(Askegaard and Kjeldgaard, 2008; Strizhakova e2@08). For example, Askeegaard
and Kjeldgaard (2008) examine how the myth of aetfialization expanded and
diffused on a global scale through the combinatidnthe popular trends towards
psychology and Eastern philosophical and religjactices. The authors analyze how
the meaning of yoga in the context of Nepalese taidthss youth has changed from a
practice of a pre-modern, religious culture to acfice of the global myth of the modern
consumer. Similarly, Strizhakova et al. (2008) arghat global brands in different
product categories stimulate the same common globygth of the independent,

decision-making consumer. Consequently, identityhsyravel across cultures.
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The culturally informed branding research alsowdrattention to the study of
brands as polycentric entities that embrace sewatars’ negotiations and tensions.
Cayla and Arnould (2008) in their study on brandinghe global marketplace argue
that brand meanings originate from the dynamic rattons among consumer
communities spread all over the world, producers$ atmer actors. Holt (2004; 2006)
also in different genealogical studies on the fdromaand management of iconic
brands, points out the various non-marketing actiwat shape the construction
ideology-based culture. Increasingly, research scadittention to the different
stakeholders that shape the creation of brands.

In sum, the cultural branding perspective expardsenriches the brand creation
processes of the previous branding orientations. thieorization of culture in branding
research illustrates the move away from the nafomus on the marketing environment
and the firm. Brands and their creation processescantextually and historically
grounded. Cultural branding creates “storied presfu¢Holt, 2004: 36) that have
distinctive branded elements through which conssmperform identity myths.
Increasingly, cultural branding also calls for #tsh the brand logic towards the role of

different stakeholders in the creation of brandigal

2.4. Stakeholder Branding

Emotional branding and cultural branding formed drigin of the shift towards

the stakeholder approach to branding (for exanpddultz and de Chernatony, 2002;
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Cayla and Arnould, 2008; Diamond et al. 2009). Adlgp the premises of these
branding perspectives, brand scholars move towhedstudy of brand creation through
the dynamic interactions among all brand stakehslfderz et al. 2009).

Supporters of the cultural branding approach atgaethe construction of brands
becomes a collective process (Holt, 2004; Caylasamauld, 2008) as “various authors
tell stories that involve the brand” (Holt, 2004). According to Holt (2004) four
primary authors form and shape brand stories: firttee culture industries,
intermediates and consumers especially when they fmmmunities around brands.
The influence of these brand authors varies agosduct categories. Each author may
have a different story. But as the stories coliideveryday life, a single story that also
provides the seeds for the establishment of thedonaay emerge. Using Jack Daniel’s
whiskey as an example of an iconic brand, the ausingues that the myths develop
outside the firm’s control and iconic brands conagato the other brand authors have
little influence on the direction of the myth (HG006).

Similarly, Bergvall (2006), employing the concegtbrand ecosystem (Winkler,
1999), explores the ways brands interact with otbenerstones. Brand ecosystem is the
complex interrelationships of all the stakehold®rd brands that assist in the creation of
a product or service (Winkler, 1999). The findingdicate that the interactions inside
the brand ecosystem are fluid and continuous, wiaere action affects the whole
ecosystem. Bergvall (2006) expands the firm-cemtimpe and includes technology and
governmental actions as they give a broader uratetstg of the cultural foundations in
the brand creation processes. In a brand ecosystemingly disconnected phenomena

influence and control each other as they deperntti®@existing cultural interrelation.
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Cayla and Arnould (2008) also adopt the stakehddg@roach towards the study
of global branding. According to the authors “arus meanings emerges out of
consensus and dissensus, between the collectiveglod what the brand means to all
its stakeholders and the active and often con8lichegotiation of such meanings”
(Cayla and Arnould, 2008: 98). Consequently, défer institutional and social
structures shape the formation of different netwpukifferent kinds of brand creation
processes and different types of brands.

Apart from the supporters of the cultural brandipgrspective, research on
corporate branding also turns attention towardsrte of stakeholders in corporate
brand building. Corporate branding expands the eadgraditional brand management
towards the systematic observation and controht&rnal and external stakeholders in
the corporate brand strategy (Schultz and de Clema2002; Keller and Richey,
2006). For example, Jones (2005) developed theslstddter-brand value model based
on three assumptions. Primarily, the firm reliesaonetwork of relationships and the
interactions between the brand and its stakeholleate brand value. Secondly, value
is created through the satisfaction of stakeholdesgpectations in the form of
functional, symbolic or hedonic exchanges and out= Finally, brand perceptions are
formed by the actions of all stakeholders excepffitims’ practices.

Ind and Bjerke (2007) also call attention to thiedent brand stakeholders that
shape the development of brands. The authors devidle participatory market
orientation that provides an outwards and inwaatsi$ for developing and enhancing

brand equity. According to the proposed new madkentation, firms should monitor
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and form close relationships with consumers andragtekeholders, and build coalitions
within the organization to deliver clear and cotesis consumer brand experiences.

Similarly, Gregory (2007) developed the concephegotiated brand in order to
explain how stakeholders’ practices shape brandtiore processes. The study calls
attention to the role of stakeholders as partregteer than targets in the construction of
the brand. The author proposed a negotiated braodegs for the creation of the
negotiated brand. This process initiates insidefitme. Dynamic interactions among
internal stakeholders or employees form the brandie values. These core values are
then exposed to all stakeholders through corp@@temunication. Internal and external
stakeholders actively review, evaluate and refirenth values to provide an informed
knowledge base for the firm. The knowledge stemnfioon brand stakeholders revise
firms’ brand strategies.

Increasingly, consumer culture theoreticians edtkntion to the stakeholder
approach towards the study of the processes ofibcagation. Diamond et al. (2009)
argue that brands are the products of multiple eftaklers, narrating multiple
representations in multiple channels. The invesbgaof the American Girl brand
provides evidence of the complex nature of bramdb the multiplicity of antiphonal
brand meanings originating from different narrats@urces; the culture at large, the
founder’s brand creation myth, the sales repretiea&a the girls and their mothers. The
authors’ advice marketers to “recall that they aften managing political, not merely
commercial properties” (Diamond et al. 2009: 13®)jch require attention to all brand

stakeholders.
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Similarly, O’Guinn and Muniz (2010) propose a sdagical model of brands that
theorizes brand stakeholders and the processeamd breation. Brands are constructed
by the interactions of multiple parties, institutsy publics and social forces. According
to the model, five main actors shape the developroéthe brand and brand related
meanings: the firm, the object, individual consusneconsumer collectives and
institutions (media, retailers, equity markets, gownent and non-governmental
organizations). These dynamics actors give formbtands through five dynamic
processes: accommodation, negotiation, mediatedivation, polity, rumor and
disruption. Accommodation is the process througictvithe firm’s meanings gain some
level of acceptance by consumers. Negotiation seflerthe social process in which
consumers actively revise the firm-based brand mgan Mediated cultivation is the
process of embracing brands in programming corteatigh which brands become part
of representations shared by audiences. Polityassbcial process of forming political
accounts by discriminating among brands. Rumorrsefe the stories that circulate
about the brands that might not have any truthejahut reflect what the consumer
community wants to be true. Finally, disrupticeflects the interruption in social
continuity initiated by societal changes (for ex#émpmlemographic changes). Overall,
the model highlights the significance of brandsasial creations and centers of social
organization.

Pioneers of cognitive branding also draw attentmmore holistic approaches
towards branding. Keller (2003) develops the camstof brand synthesis and argues
that increasingly marketers link their brands tdtiple entities such as people, places,

things or other brands. According to the authogséh secondary sources of brand
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knowledge may affect existing brand knowledge oy mi@ate new brand knowledge.
Although, prior research has examined the transfebrand knowledge in terms of
country of origin effects, celebrity source effeats-branding and corporate branding
effects, few studies consider the multiple entitteswhich a brand can be linked.
Although based on cognitive psychology, this théoa¢ paper provides important
insights in terms of the multidimensional naturecohtemporary brands. The author
assumes that firms intentionally link their brandsother sources in order to build or
leverage knowledge that might be difficult to acei®nly through the development and
execution of marketing strategies.

Providing a historical account of the studies aanding, Merz et al. (2009)
connect the stakeholder-focus brand era to theiceedominant logic in marketing
(vargo and Lusch, 2008). The evolving service-daninlogic shares three main
assumptions. First, it regards services as the aomproperty in the exchange. Second,
it embraces a focus on process (the service) rdbfar output (goods and services).
Third, value creation originates from the interac between consumers and other
actors rather than the firm. The conceptual papaviges evidence that the stakeholder
brand logic parallels and reflects the new evohdegvice-dominant logic in marketing.
The authors elaborate how each brand era buildheroundational premises of the
service-dominant logic. The new brand logic based@nd stakeholders’ as the actors
of brand creation embraces nearly all of the fotindal premises. Adopting the
premises of the service-dominant logic in market, authors develop a brand value co-
creation (BVCC) model. The basic proposition of B¢CC model is that “a brand

constitutes a collaborative, value co-creationvagtinvolving all stakeholders and the
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firm. That is, all stakeholders and the firm canvi®wed as resource integrators that
collectively co-create a brand’s value” (Merz et24109: 340).

Overall, the stakeholder-focus brand era highighe role of internal and external
brand stakeholders in the creation processes aidbraBranding research in this
perspective conceptualizes brands as the outcordgnaimic and interactive processes
among the firm, the brand and all its stakeholdBrand stakeholders through their

negotiations and collaborations act collectivelgteate brand value (Merz et al. 2009).

2.5. Theoretical Gaps and Summary

The chapter provides an overview of the branditeydture elaborating on the
evolution of research objects, perspectives anel lefvanalysis in each branding model.
Contemporary perspectives on brands and brandirsgareh increasingly move
attention to the study of brands as cultural ardasdorms, which are contextually and
historically grounded and constructed through dyicamnand stakeholder interactions.
Differentiating products from brands, this reseaddfines products as the physical
forms and appearances of properties, while brasdh@ material and immaterial and
highly symbolic properties that are embedded inadpcultural, political and financial
structures.

Using the premises of the stakeholder logic f@anking, the proposed research
attempts to address five main theoretical gapsst,Foontemporary perspectives on

brands and branding examine the actors that shep@® after their launch in the
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marketplace (for example, Diamond et al. 2009; 8c¥taal. 2009). Only the studies on
new product development (NPD) and new brand dewvedop (NBD) pay attention to
how consumers provide valuable information on teeedbpment of a new product or
brand (for a thorough review of NPD see Krishnad &Hrich, 2001). Firms create
prototypes (physical or virtual) before the iniibat of a detailed product design in order
to monitor consumer responses (Srinivasan et &7;18rishnan and Ulrich, 2001).
Consequently, building a strong brand requires #deption of a strong market
orientation and marketing becomes an integral fatetvery new brand development
project (Cooper, 1994; Ponsonby-McCabe and Boyd@62Boyle, 2007). Despite the
customer driven approach to the development of & bend, still “the process is
essentially an internal matter for the members foha’ (Ponsonby-McCabe and Boyle,
2006: 178). Moving from the primacy of the firm tihe development of a new brand,
the proposed research explores the multiple acdtorand stakeholders, materials,
discourses and events) and the processes that gtepenstruction of brands (both in
material and immaterial terms) both before andrafieir launch. Even though some
studies acknowledge the role of various actorsiegndevelopment of the brand offering
before its launch (O’'Guinn and Muniz, 2010), th@secesses are not incorporated in
the branding models. Brands, and their brand mstaifiens, brand meanings and
consumers’ taste structures that will interact uritde same brand community originate
earlier than the current theories on branding.

Second, branding is preoccupied by the symboliareaof brands (for example,
Holt, 2004; Cayla and Arnould, 2008). However, afam the symbolic properties (or

symbolic associations), brands also manifest inematterms. Adopting the theory of
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materiality (Miller, 2005), multiple material bramdanifestations shape the processes of
brand creation. For example, Wilk (2006) examinew tthe privatization and branding
of water has become both a material and symbolltiqad issue. Muhlbacher and
Hemetsberger (2008) also pay attention to the ma&texpressions of brand meanings
defined as brand manifestations. The brand integestip or brand stakeholders
dynamically construct these brand manifestatiomsa recent study, Kravets and Orge
(2010) argue that materiality is an aspect botmaferial (such as product features and
packaging) and symbolic properties through whicanks’ symbolic density can be
maintained or terminated. The authors assume trabalism always embraces a
process of objectification that is of material nfaesiations. Following this reasoning,
the proposed research examines the processeswf twastruction both as material and
immaterial forms as well as the interactions ohloratakeholders in the construction of
the brand manifestations. Consequently, the relsesnas to unite the distinction on the
material and symbolic properties of brands. Theteg literature increasingly focuses
on the symbolic properties of brands such as mganielationships, communities and
resistances moving away from the material propettiat also shape the construction of
brands.

Third, the new brand logic calls attention to tbhkerof all brand stakeholders in
the brand construction processes (for example, @yed?007; Merz et al. 2009).
Although the studies in this research stream defiree internal and external brand
stakeholders theoretically (for example, Jones52@Guinn and Muniz, 2010), there
is not a holistic account of the processes amoxgnathin the brand stakeholder groups

and the strategies that they employ in order tocmree tensions. The current literature
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is limited to a small set of stakeholders, whick &eated as human actors. Gregory
(2007) explores only internal brand stakeholdersllective practices for the
construction of the brands’ core values, and Sckaual. (2009) examine only
consumers’ collective brand value creation proces&s Merz et al. (2009) propose the
interactions among the actors (firms, brands addstakeholders) warrant further
exploration. The thesis explores the negotiatiard tansions not only among different
brand stakeholders groups, but also within eachdostakeholder group.

Fourth, studies emphasize the co-existence of pelltonsumer collectivities
inside the same brand community and across congpdifand communities (for
example, Kozinets, 2001; Muniz and O’Guinn, 2001own et al. 2003; Cova et al.
2007). Employing the constructs of legitimacy anbasitional brand loyalty, scholars
define the markers and mechanisms of brand comrasniThe literature provides
evidence about the plurality of brand meanings wind across brand communities.
However, studies do not elaborate on how consub@isindividually and collectively
cope with the conflicts that arise from the co-tense of competing consumer
collectivities within the same brand community. fesample, even though Cova et al.
(2007) explicate the plurality of brand meaningthim the same brand community, still
they do not discuss whether consumers perceive tgsositions, and if they do, how
they respond. While Muniz and O’Guinn (2001: 42fgu that “brand communities
generally seem more democratic and inclusive thamymtraditional face-to-face
communities”, the research explores how the cotemxte of consumer collectivities

shapes the formation of conflicts, creating a nattee-democratic brand community.
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Finally, oppositional brand loyalty refers to thpractices that consumers
undertake in order to define “what the brand is antl who the brand community
members are not” (Muniz and O’Guinn: 420). Conswne@xecute impression
management practices in order to create favorabfgdssions to non-members about
the brand community (Schau et al. 2009). The bremmimunity literature provides
evidence about the impression management pra¢chiaésonsumers execute in order to
manage stigmatic stereotypes (for example, Kozj2®81; Muniz and Schau, 2005). In
Schau et al’s (2009) categorization, impressiomagament practices consist of
evangelizing and justifying practices. Evangelizprgctices refer to practices enacted
in order to promote the brand to others often bygaring the brand to other competing
brands. While justifying practices refer to praesicundertaken to give reasons for
allocating time and effort to the brand. The thesiamines how consumers (both before
and after becoming owners of the brand communiyeowvith multiple stereotypes and
rumors, which arise about the material and symhwliperties of the problematic brand
over time. Consumers employ alternative impressimanagement strategies not yet

considered in the extant literature.
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CHAPTER 3

METHODOLOGY

This study aims to understand the processes afiibgibrands and consumers’
lived experiences with problematic brands. Spedlifyc the focus is on exploring the
stakeholders and their practices, the requireduress, competences and discourses,
and the negotiations and tensions that give fortorémds before and after their launch
in the marketplace. Brand construction performanck#sn give rise to rumors and
stereotypes about brands and their brand stakelso(tte example, Kozinets, 2001;
Muniz and O’Guinn, 2005), and consumers’ work oa tésolution of tensions towards
their problematic brand community (Muniz and Sch2005). Through a two stage
ethnographic inquiry of gated communities, thiglgtaxplores how multiple actors with
different and often conflicting objectives shape ttonstruction of the branded house
and community, and how consumers manage the nmltgld often conflicting

meanings and performances that jeopardize the lm@mdhunity.
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Initially the chapter gives reasons for the aduptf a qualitative tradition of
inquiry. Then the chapter explicates the reseacctiext and elaborates on the reasons
for selecting the particular research sites. Thé section provides a detailed account of
the data collection methods and the strategies@raglfor the analysis of the data. The
final section elaborates on the tactics used fouieg validity and reliability in the

study.

3.1.  Qualitative Inquiry

Given the objectives of this study, qualitative uigy is deemed as the most
appropriate methodological approach for a numbeeasons. First, qualitative research
attempts to gain the actors’ perspectives (MaxwidB6). It helps to understand the
meaning of events, situations, the actions thatirideviduals take and their accounts
regarding their lives and experiences. Increasjrigignds are not only commercial but
also political properties (Diamond et al. 2009). &yploying qualitative methods, the
study sought to reveal how and by whom brands asated and how the actions
towards the creation of brands shape stakeholgeegtices and consumers’ lived
experiences with the brand. Especially, since iddials’ lived experiences create the
“*home” (Mallett, 2004) this study also attempts uoderstand the meaning of the
branded house through an in-depth investigatidgh@hatives’ everyday life.

Second, qualitative methods also help make senseheofparticular context

within which the individuals take action, and th#lience of this context on their
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actions (Maxwell, 1996). The contextual focus o&lgative inquiry assists in gaining
an understanding of the research objectives. Cquueary perspectives on brands and
branding argue that cultural processes such asigterical context, the government,
institutional actors and consumers shape the dernedat of brands (Bergvall, 2006).
Moreover, Turkey is an interesting context in orteexplore actors’ interactions on the
construction of brands since from the Ottoman Eenpite state has always been an
important agent and structure for the developméngéveryday life (Navaro-Yashin,
2002). Especially, with the rising political Islatmaditional and modern, religious and
secular values intermingle and shape not only takket and the performances of actors
and institutions within it, but also consumers’ somption practices (Sandikci and Ger,
2010).

Third, qualitative research offers the flexibiligf discovering unanticipated
phenomena that enable the development of new gealitfteories on the basis of a
“constant comparative analysis” (Glaser and Strali867). This requires a dialogue
between the theory and the data and a continuoosedgoing back and forth in the
literature and the collected data. The use of ditgtige inquiry in this study allowed
the systematic observation of the dynamic sociat@sses among brand stakeholders
(Jones, 2005; Merz et al. 2009) and the examinaifamnanticipated phenomena that
would be impossible to capture through the useuangtative methods (for example,
the global mortgage crisis, municipal elections).

Fourth, qualitative inquiry provides an understagdnot only of the outcomes,
but also of the processes through which the evemds actions take place (Maxwell,

1996) Particularly, the study sought to explore how camppractices among and
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within brand stakeholder groups give form to brandidditionally, by exploring the
journey of the family home, the study tried to eiplhow consumers move to the
branded house and how the branded house turna sdored home.

Following the strengths of qualitative methods dmel research objectives, the
study employed a two stage ethnographic inquinanBgiraphy refers to the research
process that involves prolonged observation osth@al group or system by immersing
in individuals’ everyday practices and by condugtin-depths interviews with the
group under study (Creswell, 1988). Through anaitee research design and the
triangulation of methods and sources of data, thdyssought to provide a holistic
account of the brand creation processes and therierpes that consumers have with
multi-actored, polysemous and antiphonal probleenbtands. Before explicating the
choice of the data collection methods, the chaptltrelaborate on the choice of the

research site.

3.2. Research Context

The study chose the branded consumer producttefl gammunities to explore
the research questions. The research is composdddoylifferent studies. The first
study explores different gated communities in otdereveal all the different actors and
practices that give a material and symbolic forndifterent brands. The second study

examines consumers’ lived experiences with a spegdted community in order to
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provide a deep ethnographic account of the diffeaetors that shape consumers’ brand

practices.

3.2.1. Gated Communities in Istanbul

Gated communities refer to the global urban phesmmn that is developed by
private companies and known for their gates andswa4-hour operating security
guards, and advanced social and leisure activdsgglable only to their residents
(Blakely and Snyder, 1997; Atkinson and Blandy, 200Promoted as part of a global
lifestyle, gated communities create a modern anstame enclave for the urban elites
(Caldeira, 1996). Fear of crime, the desire fortustaprivacy, community, leisure
facilities and the investment potential motivaten®amers to move in these upscale
gated enclaves (Atkinson and Blandy, 2005). Gatedrounities become a new source
of prestige, a new form of taste, and part of tegnibolic struggle” in Bourdieu’s
(1984) conceptualization.

Nevertheless, the life inside the gated communisesot as problem-free as
promised. The urban phenomenon makes visible tisirgx social inequalities and
intensifies social segregation by creating newiéarbetween the rich and the poor
(Manzi and Smith-Bowers, 2005). Gates often retcdofear of the unknown others
behind the gates (Low, 2003), and the laws enfolmethe housing association often

bring the loss of many liberties (Atkinson and Blgn2005).
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The gated communities appeared initially in th6din North America with the
arrival of large master planned communities (Blalald Snyder, 1997). The growth of
this type housing in the United States has reashel a point that they embrace nearly
11 percent of all new residences and provide shédtenearly 4 million individuals
(McKenzie, 1994; Blakeley and Snyder, 1997). Sdwngated communities that started
as an American phenomenon began spreading arouedwtrld with spatial
manifestations in both developed and developinghtas such as Europe (Atkinson
and Blandy, 2005), Latin America (Roitman, 20053n@da (Grant, 2005), China (Wu,
2005), Indonesia (Leisch, 2002), South Africa (Hawid Vrdoljak, 2002), and Turkey
(Geng, 2007). The literature points to four main proessthat accelerate and spread
this urban phenomenon: the shift from a model olspowerful state to a minimal
state (deregulation and privatization), growinglifegs of insecurity due to social
disparities, the adoption of a global lifestyle atet diffusion of new real estate
products (for example, McKenzie, 2005; Coy and BgH2002; Davis, 1990; Sorkin,
1992; Marcuse, 1997a,b).

In Turkey the roots of gatedommunities go back to the mid-1970s with the
development of summer housing in coastal areasciediyein Western and Southern
Anatolia (Dindar and Ozcan, 2003). The basic reasmnwall-off from their
surroundings was security, as the houses were arsigdduring the summer (Dindar
and Ozcan, 2003). In the urban cities of Turkey thlban phenomenon initially
appeared in the end of the 1980 particularly ianbul and Ankara. By the 1990s gated

communities had become a significant social andiapphenomenon (for example,
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Oncii, 1997; Ayata, 2008enyapili, 2004; Kurtuly 2005a,b; Perouse ve Dgn2005;
Geng, 2007).

The gated communities in Istanbul are located enuttiban and suburban areas of
both the European and Asian continents of the (@pendix 4, photograph 4). The
residential projects differ in the types of firnfeat produce these communities as well as
in the types of houses incorporated such as apatsmellas, or mixed (apartments and
villas) communities. The most popular suburban dessiial projects are close to
business districts, in the nort@ktlirk — Kemerburgaz, Zekeriyakdy — Demirc)kdiyd
southwest Bahcagehir and Blyukcekmeref the European Continent and near the
second Bosphorus Bridgd@dyko} and north part @merl) of the Asian Continent
(Colliers Rescoe, 2006). Only in Istanbul, by tmel 005 there were more than 650
completed gated communities and just in 2005, ¥0-gated communities were under
construction (Perouse and Dgmi2005). Approximately 100.000 consumers live iis th
type of housing (Perouse and Dari005). Even though the total population in gated
communities seems to be low, the totdlafiland used (close to 30 million3rshould
not be underrated (Baycan-Levent and Gulimser, 2004

The research context is an appropriate settinth®rcollection of data. First, the
literature on gated communities provides evidert& tlevelopers, the state (on a
national regional and local level) and consumebénthe development of this urban
phenomenon (Glasze, 2005; McKenzie, 2005). Moreawedia representations, forms
and venues pass to consumers the ideals of honapi@in, 1999; Leonard et al. 2009).
For example, Chapman (1999) explicates how devedogarnished homes form

images of family life, as it is “ought to be liveqChapman, 1999: 49). The recent

53



literatures on brands and branding pay attentiaol® of the all the brand stakeholders
in the construction of brand value (; Jones, 20D&mond et al. 2009; Merz et al.
2009). For example, Diamond et al. (2009) argue, tleaviable brand epistemology
requires the identification and study of as manyhefbrand’s creators, representations,
forms, and venues, as possible, as well as an stadeing of the complex interactions
among the system components” (Diamond et al. 2009). Consequently, the research
site made possible the examination of how varidakehiolders give form to brands.
The gated communities allowed the exploration ofltiple brand stakeholders,
processes, interactions and structures that apaudlbf the research questions.

Second, the transformation in the sales stratemnebled the observation of the
brand-building processes before the launch of tteended gated communities in the
marketplace. In 2003 the favorable market condstiotne state’s reforms towards
planned urbanization and the postponed consumeami®enabled the flow of resources
and stakeholders for the construction of gated comities. Consumers’ desire for
newly constructed houses compatible with the eadhkeg legislations allowed the sale
of the residential projects even before their aosion (Geng, 2007). Thus, the real
estate industry moved from a “first build then 'sed a “first sell and then build”
system. Consequently, the research site providebpropriate setting for exploring the
construction of brands both before and after tlaeinch in the marketplace. Moreover,
the transformation of the sales system allowed dhservation of consumers’ lived
experiences with brands both before and after ngoinnthe brand community. Since
early homebuyers have to wait approximately 3-4ryestil the development of the

project, the research site enabled the observatidirand negotiations and tensions.
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Third, the popularity of the real estate industng the growth in the number of
developers and gated communities made possiblerttrg to the research setting and
the access to various developers. Moreover, sineeséles offices are accessible to
anyone, the site allowed the observation of dewskipstaging practices (retail
spectacles, sales representatives, scales modhela, Isomes) and the processes of

becoming an owner of the branded house.

3.2.2. Atakdyand Atakoy Konaklari

The consumer research took place in a gated coityrinrthe district ofAtakody
branded under the nanfgakdy Konaklarli The district lies in the east of thatlirk
International Airport in Southwestern Istanbul (Apmlix 4, photographs 1 and 2). The
gated community is located in one of the nearestgbs to the airport close to the
seaside (Appendix 4, photograph 3).

In Turkey, the elections of 1950 marked the beigigof more liberal economics
and populist politics of the Democrat Party, bisobahe application of high modernism
in architecture and urbanism (Boz@m, 1997). The flow of aid with the Marshall Plan,
the arrival of Western experts from internationatporations and Turkey’s desire to
transform Istanbul into a global city acceleratée dissemination of international
architectural examples (Bozgln, 1997). During this period, the districtAtkdywas
formed under the initiative of thEmlak KrediBank. Atakdy was one of the first

examples of suburbanization that “followed the mod# emphasis on rational design,
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sun angles, ventilation and greenery” (Bozalo, 1997: 145). Th&mlak KrediBank
was originally established to provide long-term dow-interest credit, to develop
affordable housing and to support housing coopeyatiBozdgan, 1997; Aysever,
2010). The institution’s main objective was to reeluthe severe housing shortage
accompanying the rapid urbanization that intendifith the inner rural migration.
However, the institution ended up financing thestarction of modern, expensive and
luxurious residential complexes likgakdy(Aysever, 2010).

The newly formed edge city attracted many uppetdhei class consumers, who
had the financial resources to become owners oéstern apartment and lifestyle. The
close distance to the beach (both a winter andnarsr house), the parking lots, the
greenery, the playgrounds, the walking paths amdsthall shopping districts formed
“the culture ofAtakdy (Aysever, 2010: 43). The district’s distance frdine city center
also created a safe haven, a protected resideatigironment with determined
boundaries. For example, Aysever (2010) argues dhahg the political protests in
1971,Atakdywas a numb area. In political stance most of #mailfes in the district are
secularists, devoted to the founder of the Turl@gipublic. Even though they are not
fanatically devoted to any kind of political ideglp they are distant to religious
political movements.

Emlak Kredi Bank developed the district progressively. In th@5ds the
institution, developed the first five floor apartnte and named it astakdy1* district.
This district lies in the closest parcel close kb district of Bakirkdéy Compared to the
western houses iAtakoy the houses iBakirkdywere old and adjacent to each other

(Aysever, 2010). However, the residents Bakirkdy were never a threat to the
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community inAtakéy Then the bank developed th®, 8¢, 4" 5" 9" and 18, then the
7" and & districts (Aysever, 2010), leaving the parceltaf 6" district, where the gated
community is located, vacant until 2003. In 1988akoy and the whole country
witnessed the opening of the first shopping mate American inspired shopping mall
Galleria soon attracted the elites living in thensar other districts.

The problems ofAtakdy started with the construction of a bridge over the
motorway that connected thé& @istrict with theSirinevler, a neighboring lower class
district. Soon safety concerns of the resident&takoy resulted in fencing the houses
and the gardens off (Aysever, 2010). Moreover, dsrict withessed the flow of
prostitutes (who could stay anonymous in the higldgulated buildings) coming from
the overseas and wealthy men that used the apasgnferostly studios) for their
extramarital affairs (Aysever, 2010). Finally, taarthquake intensified the problems in
the district. With the fear of a future earthquadeveral families moved to newly
constructed buildings in the suburbs. The decrehseding prices in the seismic zone
of Atakdyattracted families with different taste culturesnfing a rather heterogonous
community. Despite these tensions, due to the rapiénization the location of the
district is now even closer to the city center cangal to the other suburban districts.
This enables the production of new urban spaceshtdevelopment of new upscale
residential projects likAtakdy Konaklari

There are five main reasons for the choice ofgthgicular gated community.
First, in contrast to the previous studies in gat@smunities, the research took place in
a gated community developed through the MHA's renesharing model. The MHA, a

governmental institutional bound to the prime mtimisfrom 2003 uses public resources
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for the construction of upscale-gated communifid® revenue sharing model refers to
the public and private sector partnership for thenstruction of upscale-gated
communities in treasury landétakdy Konaklariis one of the first branded gated
communities developed through the public-privatet@epartnership (see chapter 4 for
more details). The MHA, as an active agent in thestruction of brands, allowed the
examination of the state’s practices towards theld@ment of brands.

Second, the research site contains the stereotypicacteristics of gated
communities as defined in the literature: gates amatls, 24-hour operating security
guards and cameras, and social and leisure aesivdvailable only to community
members (Atkinson and Blandy, 2005). For this reasthe research site is a
representative of the gated community setting.

Third, the timing of the purchase as well as theatlon until the completion of
the project affects the research objectives sigpnifily. Developers provide a stage to
consumers for imagining their future brand perfanoes until the realization of the
project. Consequently, consumers’ brand performastat earlier than the actual act of
moving in. Consumers’ decision-making processes exqeriences before moving in
the branded house provided a holistic account orswoers’ lived experiences. The
selected research site fulfilled these criteriagsithe marketing and sales of the houses
started in 2005 and the first residents moved éir thranded houses in June 2007. The
consumer data was collected from November 2008 Matich 2009. Since informants
had been living in the gated community for only gear, they could easily elaborate on

their experiences both before and after movingéngated community.
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Fourth, the research site features 950 houses, asedpof 58 apartments and 4
different types of apartments that differ on sireimbers of rooms, design and
amenities. This large sample size enabled to adelguzapture the heterogeneity in the
gated community population.

Finally, the researcher, by being a member of ikend community herself,
conducted effectively the research during the datkection process. The membership
in the brand community allowed the researcher tom ga good rapport with the
community and to immerse in consumers’ everydagsli\By living in the research site
from August 2007, data was continuously collectgdubing multiple sources of data

and methods in order to understand in every reshegthenomena understudy.

3.3. Data Collection Methods

The study employed multiple data collection meth@d sources of data to
secure the theoretical validity of the findings fKand Miller, 1986). Each method and
each data provides a different aspect of the saynebalic reality (Berg, 1988).
Following the strengths of qualitative inquiry, depth interviews served as the primary
data collection method. Participant and non-pgréint observations, visual data and
multiple sources of secondary data assisted inlaesigihg and in confirming the
findings of the interviews. By triangulating metlsodnd sources of data, the study
obtained a more substantive picture of informamgsility, a more complete array of

symbols and theoretical concepts, and a techniguecdnfirming many of these
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elements (Berg, 1988). The study employed an iteratesign by using new sources of
data that transformed or confirmed existing resditiConsequently, the data collection
and analysis were emergent processes that intdgrate data and theories for gaining a

better understanding of the phenomena under study.

3.3.1. Sampling Strategies

The two stage ethnographic inquiry employed norbabdity sampling
strategies in order to identify the informants thabuld provide a thorough
understanding of the research objectives. In centprobability sampling strategies,
gualitative research employs purposive samplingtegies to form the samples.
Purposive sampling refers to the strategy in wlgettings, individuals or events are
selected deliberately because of some charactenistiorder to provide valuable
information to answer the research questions (Ratf@90; Maxwell, 1996).

The sample consists of the main brand stakehottiatsshape the construction
of brand namely, developers, governmental and @&m@n institutions, media
representatives and consumers. The initial focus amacollecting data from developers
in order to identify the different processes offfat&onstruction. However, the literature
on gated communities, the pilot study and the sgagndata revealed that there are also
other important stakeholders that shape the braresdential projects from their basic
form as product concepts until their transformatioto branded living spaces. For

example, investigating the rapid development ofedatommunities in Las Vegas,
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McKenzie (2005) argues that the state, on the makjaegional and local level, the
developers and the consumers enable the expangiahiso urban phenomenon.
Furthermore, the literature provides evidence thhe media communicates
representations and forms of the ideal home thrgagiular magazines and newspapers,
advertisements, television programs, shows and esq@hapman, 1999; Leonard et al.
2004). For this reason, initially a theoretical péing strategy was employed in order to
identify and explore the stakeholders, who canrdauie to the existing theory (Strauss
and Corbin, 1990). The pilot study and the second#mta also confirmed that
developers, governmental institutions (the stdie , MHA, the metropolitan and district
municipalities), financial institutions, media repentatives and consumers shape the
construction of brands as well as consumers’ legokriences with brands.

After the identification of the brand stakeholderss study employed a criterion
selection strategy in order to form a represergaample of the identified stakeholders.
The first criterion used was the selection of depels that build upscale branded gated
communities. The second criterion used to selexd#éwvelopers were the form of their
business entity. Secondary data assisted in thgifidation of six main types of firms
in the real estate industry: corporate brands, Estdte Investment Trusts (REITS from
now on), joint ventures, public-private sector parships (MHA and private
developers), public firms (MHA and KIPT$), and new comers from other industries.
Apart from the public firms that also construct isb&iousing estates, all of the other
types of firms develop only upscale-gated commaesitCorporate brands refer to firms
that have started as small-scale constructors anl880s and have transformed into

corporations (for example, HektaConstruction, Dumankaya, Sinpa REITs are
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corporations that invest in real estate and goipulsl order to reduce their corporate
income taxes. Joint ventures are two or more fitmat come together for the
construction of gated communities (such as KKG @rand Oztg Artas and D@u
Consortium). Some of the joint ventures also inelfidns that do not operate primarily
in the real estate industry (such as Delta Contbiic Public-private partnerships refer
to the collaboration of the MHA and the private élepers for the construction of gated
communities in treasury lands. The private deve®@ee either corporate brands or
joint ventures formed mainly by developers since garticipation in bids requires
former completed real-estate projects (such asaDeétinstruction — MHA, Agagu
Group — MHA). Two main public firms operate in Ishul, the MHA and KIPTA. The
MHA, bound to the prime minister and thus the statellaborates with private
developers for the construction of gated commusiitiit also develops independently
social housing for the urban poor. KIPFAs a public firm affiliated with the Istanbul
Metropolitan Municipality. The firm initially usedo develop only social housing in
lands belonging to the municipality, but in recemars it has also moved to the
construction of upscale-gated communities. New aemefer to the firms that have
entered the real estate industry as a diversifinasirategy especially during the boom
of the industry in 2005. These firms primarily oger in the textile industry or in the
construction industry (such as Ele Yapi — Colins Jeans and EczagibHolding —
Construction Materials). Using the maximum variatsirategy each type of firm also
varied in the number of projects completed and urdastruction, and on the types of

gated communities (villas, apartments or mixed).
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Using the criterion-based selection strategy, wipalities that are populated by
gated communities formed the sample. The admitistie make possible the material
development of the project by providing and coditigl construction codes and by
issuing legal permission for construction and resa®. Regional and local authorities
often promote the formation of the urban phenomesioce they represent growth,
increase tax revenues and decrease public experslittMcKenzie, 2005). The
municipalities varied also in different politicaliews. Specifically, the deliberate
selection of a municipality that dissolved durihg tata collection process served as a
critical case. Critical cases provide a significeest of the existing theories and provide
a different understanding of the phenomenon tharesentative cases (Maxwell, 1996).

Financial institutions play a significant role félne realization of the gated
communities both from the developers’ and the comss’ side. Producers and
consumers require financial capital in order to elep the project and enable
homeownership. Financial institutions were seleatsthg a convenience sampling
strategy. With the development of the mortgageesgstll of the institutions offer
similar financial products. In order to save tirties sample formed by available subjects
(Patton, 1990).

As the research questions aim also to understamdiiscursive practices that
give forms to brands, institutions responsibled@ating media texts were also selected.
The media is also a significant agent in commuirigathe meaning of brands. The
sample formed through a convenience sampling glyait® order to select available

media representatives that use different sourcesatth their stakeholders.
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The sample of the residents living in the selectedearch site Atakdy
Konaklar)) is formed through the use of criterion, maximuariation and snowball
sampling techniques. Two criteria were used in otdedevelop the sample, namely
homeowners and the house type. Firstly, the secpndata revealed that various
consumers purchase houses at the very beginniig @froject for investment purposes,
as the prices are lower. Consequently, often tenalso live in the gated communities.
The literature on the meaning of home indicatest thameownership provides
autonomy, as the residents are more able to pdiz®tiae house and thus enhance their
perceptions of home (Kearns et al. 2000). Additignas the research deals with the
construction of brands, consumers that have exp=ede the processes of becoming
owners of the branded house and community formedample.

The second criterion employed was the type offtbese that the consumers
reside in. The literature indicates that the phglsstructure of the house also affects the
meaning of home (Mallett, 2004), and thus the mmgrof the branded house and
community. Four different types of houses thatedith terms of the number and size of
the rooms as well as other amenities exist in #tedycommunity oAtakdy Konaklari
The names of the house types are: A house typeguBehtype, C house type and D
house type respectively. The A house type referthéolargest houses in the gated
community. With a total of 270mthe houses have 4 rooms and 1 living room, 1
kitchen, 1 balcony, 1 dressing room, 2 bathroonts Jamoilet with two houses in each
floor. The 260 M B house type has 4 rooms and 1 living room, 1hkit 2 balconies, 1
dressing room, 2 bathrooms and 1 toilet with twodes in each floor. The 186m

211nf C house type has 3 or 4 rooms depending on tre &idiving room and 1
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kitchen, 2 balconies, 1 dressing room, 2 bathroams 1 toilet with two houses per
floor. The D house type refers to the smallest Beun the gated community. With a
total of 174, the houses have 3 rooms and 1 living room, Ih&iic 2 balconies, 1
smaller dressing room that the other house typdsatBrooms and 1 toilet with four
houses in each floor. The sample formed by reptatea households from each house
type.

In the second phase of the sampling plan, snoimgadind maximum variation
sampling strategies were combined to form the sam@iven the identified criteria
(home-ownership and type of house), key informamthe research site assisted in the
selection of new informants that have rich infonoatabout the topic of research.
Maximum variation assisted in capturing the vaoiasi of the households with regard to
the stage in the family life cycle (for example] fur empty nesters), the family size and
the occupation of the breadwinners. After formihg samples, the next decision was
the selection and application of the most appropcgalitative data collection methods

to answer the research questions.

3.3.2. In-Depth Interviews

In-depth semi structured interviews served agtimaary data collection method

in order to explore the processes of buildings tisasind consumers’ experiences with

problematic brands. This type of interview involvake implementation of

predetermined categories and questions. Howevailoivs freedom to probe beyond
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the answers to the prepared standardized quegBamg, 2004). The interviews in this
study consisted of a set of open-ended questioas garmitted the informants to
elaborate on their answers. Each of the questilozexd the informants to tell their
own stories, experiences and meanings in their d@ms (McCracken, 1988).
Consequently, in-depth semi-structured intervieastared the categories and the logic
used by the respondents without being under theeinte of predetermined categories
and logics (McCracken, 1988).

Interview guides were prepared for each brandestalkiers group namely,
developers, municipalities, financial institutiomsedia representatives and consumers.
An exhaustive literature review on the theoriesboending, on gated communities and
on the meaning of home, revealed a list of topic®nder to prepare the questions.
Before the development of the interview guidesel&reflexive report was developed.
Introspection in inner thoughts, emotions and pesb@xperiences with the cultural
phenomenon allowed the adoption of a critical dis¢ga(McCraken, 1988). Introspection
also enabled the identification of cultural categ®and relationships that have not been
considered by the extant literature (McCracken, 8198or example, consumers’
tendency to hide the ownership of the branded heuserged from the self-reflection
report.

The review of the analytic and cultural categoassisted in the construction of
the interview guides (McCracken, 1988). The intewwiguides covered all of the
categories and relationships of the phenomenon renudly. The number of the
informants in each brand stakeholder group wasrméted by the quality of the

information acquired. Qualitative research allows generation of adequate data that
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illuminates the processes, properties, patternsdameénsions that provide answers to
the research questions (Cresswell, 1998). Thevietss were conducted until the
saturation of data (Cresswell, 1998).

The data was collected from January 2008 to Ma@bo, and was completed
with the saturation of data. The collection of teg¢a lasted for 15 months, since it was
really difficult to reach and persuade the différerand stakeholders and especially the
developers to participate in the study. Often theetimgs were cancelled and
rescheduled or postponed and sometimes they wereomolucted at any time. The
informants initially were reached by phone and dryg e-mails describing the purpose
of the research. Some of the informants were retuduring fairs and conferences.
Extensive fieldnotes were also taken after leattiregiield.

Following the sampling strategies, developers fatrthe first informant group.
Five main broad categories formed the interviewdguidemographics and the firms’
profile, the development of projects and their cisiens, the consumer profile and the
marketing strategies, the community and the futuweses (Appendix 1, 1.1.). The
guestions were constructed combing a set of gedesadriptive, structural and contrast
guestions (Wengraf, 1990), which are effective $yp¢ questions for the design of
semi-structured interviews. For example, “Could yplease describe the gated
community? Which dimensions form your project? Wéua the similarities/differences
with the other gated communities?”. The naturehef $emi-structured interviews gave
the opportunity to “probe” answers to derive a mooeplete picture of the processes of

brand construction.
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A total of 21 interviews were conducted with infants holding different job
titles in 16 real estate firms such as CEOs, génesaagers, R&D managers, marketing
and sales managers, and project managers (App2ndiable 1). The interviews were
conducted in the managers’ offices inside the fiomin the sales office at the
construction area. The interviews with developastdd 60 minutes on average, ranging
from 25 to 140 minutes. All of the interviews, egtene, were tape-recorded and
transcribed verbatim. One of the informants exmeésher disturbance with tape
recording, for this reason the researcher tooksnote

Municipalities that have gated communities in theistricts formed the second
group. Three main broad categories formed the \mer guide: the role of
municipalities in the development of gated commiasjtthe process of receiving legal
permissions of a gated community, the developmedttansformation of construction
codes (Appendix 1, 1.2.). Similarly, general dgsore, structural and contrast
guestions formed the questions (Wengraf, 1990). &@mple, “What is the role of
municipalities in the construction of gated comnties? Are there any differences in
the processes of receiving legal permissions betwee municipalities?”

A total of 5 interviews were conducted with infamnts holding different job
titles in 3 municipalities such as a deputy mayomedia adviser and 2 personnel from
the legal permissions departments (Appendix 2, dab). The interviews were
conducted in the town halls. The interviews lag8dninutes on average, ranging from
20 to 90 minutes. An interview was also conducteith wihe director of Urban

Transformation in Istanbul Metropolitan Municipglitn order to explore the state’s
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attitude towards urbanization and gated communidisof the interviews were tape-
recorded and transcribed verbatim.

Financial institutions that issue commercial andstimer loans formed the third
group. Three main broad categories formed the\igerguide: the development of the
mortgage system, the process of issuing loans (@mwiat and consumer loans), types
of loans and interest rate fluctuations (Appendixd1.). Descriptive, structural and
contrast questions formed the interview guide (Wafid 990). For example, “How do
you decide to issue a commercial and a consuma®|@auld you please describe the
financial product that your bank offers?”

Three interviews were conducted with informantsowledgeable about
commercial and consumer loans in two banks (ApperliTable 3). One of the
informants even had bought a mortgage herself foowse in a gated community. The
informant also described her own personal expeeiemturing the decision-making
process. The interviews were conducted in the bartks interviews lasted 40 minutes
on average, ranging from 20 to 60 minutes. Allh&f interviews were tape-recorded and
transcribed verbatim.

Media institutions formed the fourth group. Threeategories formed the
interview guide: the role of media in the real estadustry, the transformation in the
real estate industry, the different sources of maahd their consumer profile (Appendix
1, 1.4.). Descriptive and structural questions feinthe interview guide (Wengraf,
1990). For example, “What are your different mesbarces? How do you evaluate the
transformation in the real estate industry?”. Qo in-depth interview was conducted

with one of most pioneering media agents (ApperdjiXable 4). The interview lasted
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for 38 minutes. It was tape-recorded and transdnfebatim. Informal interviews were
also conducted with other media agents in realtestanferences and fairs. These
interviews were not tape-recorded, but extensitesiwere taken after leaving the field.

Homeowners that live in the specified gated comitgurAtakdy Konaklar!
formed the fifth group. In-depth, long semi-struet interviews explored themic
meanings of the branded house and community. HEigbéd categories formed the
interview guide: demographics, lifestyle questiahg, meaning of home, former houses
— communities — neighborhoods, decision-making ¢gees, the branded house, the
brand community and the meanings of the brandedséhoAppendix 1, 1.5.).
Descriptive, structural and contrast questions @inthe interview guide (Wengraf,
1990). For example, “Could you please describedifferent rooms in your house?
What types of rumors and stereotypes circulate talhymur branded house and
community? How does your current residence compamhere you lived before? ”.
Probes during the interviewing process drew outemoomplete stories from the
informants (Berg, 2004).

An auto-driving technique was also employed durithg execution of the
interviews. Auto-driving is a planned prompting pedure that asks informants to
comment on a picture, video or any other stimuhgst® provide their accounts on what
they think (McCracken, 1988; Heisley and Levy, 1p9Wo print advertisements of the
gated community,Atakdy Konaklarl were used in order to explore consumers’
responses to the discursive ideal house and conyn{(Appendix 3, advertisements 1

and 2).

70



A total of 27 in-depth, long household (husband waife) interviews formed the
sample (Appendix 2, Table 5). Saunders and WillEk888) indicate that the household
rather than the individual is the basic unit thriowghich the relationships of production
and consumption of home can be analyzed. As tlearels examines the brand creation
processes, and consumers’ experiences with bramelgdential communities, the
interviews were conducted both with the husband waifd. Nine interviews were
conducted only with wives. From these nine intemgdgtwo of the wives were widows.
The remaining seven wives declared either that thesbands’ worked until late hours
or that they disliked interviews. Children also tpapated in two interviews and
explained their lived experiences with the branegncwnity. Most the households,
except two, used to live at the same or close Byriclis before moving in the gated
community and had their very first experience vatlbranded house and community.
Two households used to live in suburban-gated comities. The closer distance to the
city centre motivated these two families to movetite gated community where the
fieldwork was performed. According to the housgety, the sample was composed of 2
households from the A house type, 8 households fleB house type, 9 households
from the C house type, and 8 households from thkoDse type. During the data
collection process there were still houses for sale some families had not moved in
yet. For this reason, the number of the recruitddrmants for each house type was
formed by calculating the ratios of the number ofi$eholds have started living in the
specific house type to the total number of housethe same house type. The HOA
provided this information before the beginning bk tdata collection process. The

recruited households also showed variation on thgesof the family life cycle (full
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nesters with young or adult depended children,eandty nesters). The interviews were
conducted at the informants’ houses. The intervitagted 120 minutes on average,
ranging from 65 to 190 minutes. All of the intenw®e were tape-recorded and

transcribed verbatim.

3.3.3. Observations

Ethnographic research entails a prolonged andsetparticipation in the culture
under study (Creswell, 1998). Observation allowasading inferences about informants’
meanings and perspectives that could not be olotainly by relying on interview data
(Maxwell, 1996). It is an important tool used foreocoming the danger of reducing
social life to the definition of the informants (&rman, 1993). While interviews reveal
what informants say, observations reveal what méots do (Silverman, 1993).
Individuals do not always do what they actually.sBlye observational data, collected
through fieldnotes and visual documentation, mustdbscriptive enough in order to
allow the complete understanding of the phenomemmmh the settings in which the
phenomenon takes place. Consequently, observatibialenge and validate the
findings of interview data (Silverman, 1993; Denaimd Lincoln, 1994) as well as guide
the development of interview guides. For this reasobservations overcome the
limitations of interviews and the triangulation afethods enables a more precise

understanding of the phenomenon understudy.
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Throughout the data collection process, obsemstigere carried out in several
settings. Observations were carried out in saléisesf and show homes in order to
reveal how developers stage the project as weélbasconsumers experience the brand.
At the sales offices, receptionists guide consunterssales representatives. The
presentation of the residential project takes pladeont of a scale model, which is the
miniature model of the gated community. At the satdfices, consumers can also
observe the samples of furniture, kitchens, eleatrappliances, tiles, ceramics, doors
and others materials that will form the interiofglee branded houses. Show homes are
also constructed generally by the end of the pisise of the sales. With the launch of
the project, developers’ complete as soon as pessile apartment/villa that enables
consumers to experience of a sample of the brahdadge. These houses are typically
fully furnished and decorated. Sales representatjuede consumers to the show homes
and provide information about the amenities that dlwnership of the branded house
will bring.

Observations were also performed in informantsides. During the interviews,
most of the time the informants elicited the oba&on of their private spheres by
showing examples that justifies their accounts.sTallowed the observation of the
branded house and specifically its appropriatian m branded home. By establishing
rapport with informants, observations were alsaiedrout in monthly tea gatherings
and in religious rituals.

Consumers were also observed in different timekatasions in the “public”
places inside the community such as sports ceméstaurants, swimming pools,

restaurants, parks and streets. Moreover, duriegfifiddwork several meetings took
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place inside and outside the gated community: mgetiof the HOA, meetings of
competing consumer collectivities (since developens the HOA for the first two
years), meetings between consumers and the caeditators during the local
elections, a meeting between a consumer collegtauitd the MHA, and a torchlight
march for the celebration of a national holidaye Theetings enabled the observation of
the interactions between community members as waglithe interactions between
consumers and other brand stakeholders.

Observations were also carried out in various gores and trade fairs. Each
year developers, financial institutions, media espntatives and real estate agents
organize 2 or 3 consumer fairs. These brand stddtersoconstruct different stands for
the promotion of their brands. Most of the devetspaffer consumer promotion tools
such as special deals and promotional productsithg@tint the communities’ brand
name. Consumer fairs allowed the investigationrahtd stakholders’ practices towards
the normalization and the promotion of the brandealses and communities.

In 2008, an observation was also performed irathual “Real Estate Summit”.
Every year, the Association of the Real Estate dtment Companies (GYODER from
now on) organizes the fair in a five-star hotel foree days. The main topics of the
conference in 2008 were the country’s economicoolkil the nature of financial and real
estate investments, real estate opportunities, wbdn renewal and regenerations.
Representatives from all of the brand stakeholdeumgs, except consumers, in
roundtables discussed the main problems in the estdte industry and proposed

solutions for the growth of the real estate market.
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Overall, extensive field notes and visual datpperted the development of
interview guides and the recruitment of informaatswell as confirmed and challenged

the interview data.

3.3.4. Unobtrusive Research Strategies

The previous research methods require an intrusittnthe informants’ lives.
Unobtrusive strategies allow the examination arsgssment of individuals’ traces and
records (Berg, 2004). Different types of unobtvasilata provide venues for the study
of informants that might be otherwise very diffictd investigate (Berg, 2004).

The study employed two main unobtrusive reseatcdtegiies — commercial
media accounts and official documentary recordsn@ercial media accounts refer to
the written, visual or recorded material producedrhass consumption (Berg, 2004).
An archive of print advertisements collected forenthan 5 years and an archive of real
estate newspaper supplements, newspapers, maganthegebsites collected for more
than 2 years inform the analysis. Three of the mostilated newspapers publish once
per week newspaper supplements on the real esthistry Hurriyet, Milliyet ve Sabah
Emlak Ekler). The supplements provide information about nesidential projects and
new construction technologies, write articles abdidtricts populated with gated
communities, and hold interviews with developersaricial institutions as well as
celebrities that live in gated communities. Colusisiin local newspapers often discuss

issues on the real estate industry in their dalyrans. Several magazines also provided
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rich data that informed the development of the damihe interview guides and the
analysis. The data was revealed both from indlistregazinesAltin Anahtar, Adres,
Hurriyet Emlak, Konut Dergi$iand lifestyle magazines (for exampldome Art, Elle
Décor, Instyle Home Dergisi The content of the industrial magazines is simtb
newspaper supplements. The lifestyle magazineshenother hand, often use show
homes as photography studios or shot the houseslebrities that live in gated
communities. Popular television serials also usevshomes as the setting where the
leading actors live. These television serials ifaie the promised lifestyle by displaying
the actors’ performances inside the gated commubigya was also collected from the
developers’ official websites as well as websited provide daily news on the industry.
In the real estate websites, specialists writernokion various issues such as real estate
consulting and essentials on real estate finanddegyal permissiorts Specifically, the
websites provide valuable information that was isgiole to obtain through the
interview data. For example, the illegal practidetween brand stakeholders were
revealed through the use of these secondary dateeso

The second unobtrusive research strategy emplosgesdofficial documentary
records. Official documentary records refer to doeants that are originally produced
for some specific audiences, but often circulateh® public domain (Berg, 2004).
Books, reports, and the announcements of the HO®iged interesting sources of data.
Particularly, books on urbanization and the monggagstem in Turkey informed the
analysis. For example, the examination of the hstb evolution of the real estate

industry in the country revealed the stakholderd #reir roles in the production of

1 http://www.emlakkulisi.com/http://www.gazeteparc.contittp://mwww.gmtr.com.tr/
http://www.arkitera.com/
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urban residential spaces (for example, Eronat, 1%&ht-Koop, 1982; Bayraktar,
2001). The MHA has published several books on udadion that focus on the
transformation of cities into global cities (foramrple, Toplu-Konut and IULA-EMME,
1993; Bayraktar, 2007). The publications of ingitns inform the analysis and
explicate the state’s attitude towards urbanizatow urban development. Several
market reports published by private consultanaydirand various associations on the
real estate industry (for example, GYODER, Eurortwninternational, TCCH also
inform the analysis. The reports provided informatiabout the development of the
market and the consumer profile, but also reveaigdificant information that was
impossible to investigate (for example, some deyele close ties with the political
party in charge). The HOA regularly posts annourersiin each apartment about the
different issues and events in the brand commufihiis data provided valuable insights
during the data collection process and also infarthe analysis.

Overall, unobtrusive research strategies inforriexl formation of the sample
groups, the development of interview guides andathalysis of findings. Finally, the

method confirmed or challenged the data colleateoh fthe previous research methods.

3.3.5. Visual Data

The study finally employed visual data collectiom provide a descriptive

analysis of cultural arrangements and practicesl @a Smith, 1992). Visual data

% GYODER - The Association of the Real Estate InvestinCompanies; Euromonitor International —
International Market Intelligence Firm; TCCE — Tistk Chamber of Civil Engineers.
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records material reality (Ball and Smith, 1992)dgplaying the details of the process
and the contextual setting (Collier and Collier9ap

Photographs were taken in different settings andifferent times in order to
provide a holistic account of the material cultufiene first group of photographs
provides a visual representation of the brand-lnglgprocesses from its launch as an
empty lot until its physical realization. The sedogroup of photographs portrays the
promotion of the branded houses and communitiestdghaphs were taken in consumer
fairs, sales offices and show homes. The third gmiuphotographs record consumers’
collective practices. With the move into the brahtdeuse and community, visual data
was collected in the “public” places (for examp@pprts centers, parks, balconies, etc)
and in community meetings and special events. Sintteral phenomena take place in
time (Collier and Collier, 1996), sequential recorevealed the development of
community practices and the evolution of the contexough time. For example, the
photographs illustrate how the opening of the spaénter cultivates community
practices. Finally, the photographs and advertisgsnprovided in Appendices 4 and 5

will assist readers in understanding the reseancinigs.

3.3. Methods of Analysis

Data analysis refers to the process of expandmyextending data beyond a

descriptive account (Wolcott, 1994). The emphasizni identifying key factors and key

relationships that explain the phenomenon undeatyst@oding refers to the various
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approaches and ways for organizing qualitative d@ttfey and Atkinson, 1996). In
gualitative research the main objective of codmdpi fracture the data and rearrange it
into categories that enable the comparison of datfain and between categories, and
assist in the development of theoretical conceptsa(iss and Gorbin, 1990; Maxwell,
1996). Analysis is, on the whole, a cyclical pra;esreflexive data-led activity (Coffey
and Atkinson, 1996).

The study employed the grounded theory codinggaiores (Strauss and Corbin,
1990). Coding was performed over the entire timeem& of the study through the
constant comparative analysis (Strauss and GotB®0); Janesick, 1994). In grounded
theory, data collection, analysis and theory alated reciprocally (Strauss and Gorbin,
1990). For this reason, the concepts were contslyaeassessed and refined as the
fieldwork proceeded. Interviews were transcribetbaém and all the different sources
of data (fieldnotes and secondary data) were aadlgring the whole data collection
process.

The analysis of the texts (transcripts, fieldnotssnmercial media accounts and
official documentary records) was conducted in eéhlevels. Initially each text was
coded separately. The emerged categories and thearesthen compared with other
texts. Comparisons were made both within the résmesource of data and with other
sources of data. For example, each interview wakedcseparately. The emerged
categories and themes were then compared with aikewviews. Comparisons were
made both within the respective brand stakeholdeum with other brand stakeholder

groups and with others sources of data.
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The texts were analyzed following the types of ogdin grounded theory
(Strauss and Gorbin, 1990) focusing on the compsneinpractices (Reckwitz, 2002).
Analysis in grounded theory is composed of thregnigpes of coding — open coding,
axial coding and selecting coding (Strauss and @prb990). Open coding is the
analytic process by which concepts are identified a@eveloped in terms of their
categories (groups of interrelated concepts) amgpesties. This is accomplished by
using a constant comparative approach to revedlasiies and differences between
each incident, event, and other instances of tlemgimena being explored. While the
open coding only identifies concepts, categoried #reir properties, axial coding
reveals the relationships between a category anduibcategories. The focus in axial
coding is “on specifying a category (phenomenonjermms of the conditions that give
rise to it; the context (its specific set of prams) in which it is embedded; the
action/interactional strategies by which it is hladgd managed, carried out; and the
consequences of these strategies” (Strauss andnGGa890: 97). After this phase of
analysis a selective coding process initiates. Tduding refers to the process of
selecting a core category, relating it systemadyidal other categories, validating these
relationships, and completing categories that rieeler development. Selective coding
builds a story that connects the categories, asd/iens the research questions.

In addition to the types of coding in grounded tlyethe analysis also employed
the premises of practice theory (Rekwitz, 2002; #&a2005). The sociological theory
of practice moves attention beyond the symbolicalignted theories of consumption
towards the study of consumers, producers and theterial artifacts (Shove and

Pantzar, 2005). Rather than the subjects or thectdyj practice is the main unit of
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analysis (Reckwitz, 2002). Reckwitz (2002) defimepractice as “a routinized type of
behaviour which consists of several elements, ¢oterected to one other: forms of
bodily activities, forms of mental activities, ‘tigs’ and their use, a background
knowledge in the form of understanding, know-hotatess of emotion and motivational
knowledge” (Reckwitz, 2002: 249). Consequently, cpces involve the dynamic
integration of materials, forms of competence arsg¢alirses — “a nexus of doings and
sayings” (Schatzki, 1996: 3). In practice theomtoas are not only carriers of patterns
of bodily behavior, but also of certain routinizedys of understanding, knowing how
and desiring.

Taking practices as the unit of analysis, the giedntheory procedures were
applied for the analysis of texts. In the open wrgdphase, using the constant
comparative approach, several categories wereifi@ehteflecting the various macro
and micro practices (locating, financing, legalgziplanning and executing, moving and
living in the gated community) and their propert{estors and their actions, as well as
resources, competences and discourses). In thé @dang phase, these micro and
macro practices were interrelated several timesoinder to identify the central
phenomena and their subcategories and properties.pfienomena or main practices
explicate the conditions (brand stakeholders, br@stdurces, brand competences and
discourses of ownership) that shape the produdimh reproduction of practices, the
context in which the practices are embedded, thdogmmeances that produce and
reproduce practices and their outcomes. In theplaase of the analysis, a story evolved
that integrates the refined micro and macro praestiat a more abstract level, and

provides an understanding of the phenomena unaey.st
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3.4. Validity and Reliability

Obtaining trustworthiness is a critical issue iregvresearch. Relating to the
validity issues of quantitative research, Lincofrd &uba (1985) argue that a qualitative
research establishes trustworthiness with the dsseweral techniques that provide
truth-value through credibility, applicability trugh transferability, consistency through
dependability and neutrality through confirmabilifiyincoln and Guba, 1985). This
study employed various strategies in order to @®eethe trustworthiness of the
research.

This research required the establishment of a pgeld engagement with the
informants in order to understand the processesudfling and experiencing brands
through the natives’ world. Prolonged engagementhin research sites allowed the
construction of rapport and thus, enhanced thénwatue of the findings. Persistent
observations also increased the depth of the datdidtinguishing relevancies from
irrelevancies, and often gave way to the discow¢rnegative cases.

Data source (time, space and person) and methddrvyiews, participant
observation, secondary sources and visual dageiguiation enhanced the credibility of
the findings. For example, the research examinetws brand stakeholders groups
(consumers, developers, municipalities, financradtitutions and media agents), in
different occasions (fairs, conferences, salescedfi HOA meetings, rituals) and in
different settings (sales offices, show homes, gomss’ homes and communities)
through the use of different research methods.idsatly, the use of purposeful

sampling allowed the triangulation of informantdhin each brand stakeholder group
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(by recruiting informants that enable the discovefyheterogeneous patterns such as
different family life cycles and different types afevelopers) and consequently,
enhanced the credibility of the findings and theansferability in other contexts
(Erlandson et al. 1993). Moreover, several refea¢@dequacy materials such as tape
recording, photographs, commercial media accounds adficial documentary reports
support the credibility and the confirmability bt findings.

Through out the study, professors, colleagues afadmants provided feedback
about the emerging categories, themes, interpoetatnd other related concerns. Peer
debriefing also allowed the reflection of altermatiexplanations and increased the
credibility of the findings. Reflexive journals wen throughout the study explain the
actions taken in each step of the research and #stablish trustworthiness in this
study. Finally, a thick description provides theli@nce a complete understanding of the
phenomena. Quotes from the interviews and visudéemads support the analysis and
increase the transferability of judgments.

Finally, prolonged engagement and the constructdnrapport and trust,
triangulation across sources and methods, goodvieweng skills, protection of
informants’ identities by using pseudonyms, andospections eliminate conflicts
between the researcher and the informants (Walkéndod Belk, 1989). These
strategies provide a basis for reducing the deeemtiss of information and

consequently, enhance the integrity of this ethaplgic research.
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CHAPTER 4

BRAND-BUILDING PROCESSES

The chapter presents the findings of the firsjestaf ethnographic research that
explores the creation processes of brands. Emglothe premises of cultural and
stakeholder branding, the analysis reveals thel4actibred dynamic processes of brand-
building. Using the branded gated communities a®search context, the findings
indicate that multiple stakeholders, materials,coisses and events engage in the
construction of brands. The analysis reveals théoviing three co-constitutive
practices: empowering the flow of brand resourcest@and stakeholders, legitimizing
and disciplining brand construction performancex] aonstructing brand ownership.
First, the analysis explicates how the governmant&rvention in urbanization and the
catastrophic earthquake empowered the flow of brasdurces and brand stakeholders
for the development of gated communities. The hgdiindicate that the reforms of the

political party in charge and stakeholders’ actienable both the material realization of
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brands and the symbolic framing of brand commusitieecond, the analysis explains
how branding competences legitimize and discipbtakeholders’ brand construction
performances. The findings illustrate that the aop of a market orientation

perspective within the confines of spatial spettis, the maintenance of financial
credibility, and the commitment to the patrimorsgktem discipline brand construction
performances. Third, the findings explain how thewfof brand resources and the
legitimization of brand construction performancesgjuire a simultaneous discursive
construction of brand ownership. The analysis risvehat dynamic stakeholders
transform and appropriate the meaning of homeowienis order to normalize and

promote the ownership of the branded house anthémbership in brand communities.
Brands and branding practices are embedded ingablieconomic, aesthetic and social

structures.

4.1. Empowering the Flow of Brand Resources and Bnd Stakeholders

Apart from the planning of the marketing program the firm (Keller and
Lehmann, 2006), brand-building processes embradépfeuactors that give form to
brands (as material and symbolic properties) evefore their launch. Dynamic
relationships between stakeholders enable or dis#di# flow of necessary brand
resources for the material and the symbolic retadinaof brands. Brand resources refer

to internal and external resources (such as umdnash lconstruction codes and financial
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capital) that structure the material and symbolevedopment of branded gated
communities, and are structured by stakeholdegsiding performances.

The state is one of the most significant actorsthe production of built
environment and it is a site of conflict or coopema between other actors (Knox,
1993). Cities worldwide are witnessing the incregolitical intervention in the urban
landscape and the charging of the spheres of cqtsamand everyday life with
political action and ideological confrontation (@adks, 1972). The outcomes depend on
time- and place- specific political, social and m@mmic relations among human actors,
namely, the ruling party, developers, landownensyestors, financiers, design
professionals, construction workers, business lsaded of course consumers (Knox,
1993). Therefore, the state’s impact on urbanimatepends on the context and the
presence of other actors (Knox, 1993; Zukin, 199he evolution of the residential
market in Turkey reveals the processes that hasbled the flow of brand resources
and brand stakeholders for the construction ofdedrgated communities.

Similar to other countries that have experienceduiiban phenomenon of gated
communities (for example, Coy and Pohler, 2002; MtKe, 2005), in Turkey the
liberalization movement in the 1980’s increasede&aintervention in urbanization.
With the adoption of neo-liberal urbanism, the mgliparty allowed the flow of
resources for the development of the real estatesiny (Geng, 2007). Nevertheless,
before turning to market economy, the state abstiinom a direct intervention and
rather allocated its financial resources to indalstation (Eronat, 1977; Geni2007).
The ruling party at that time believed that in theg term a country can only develop

by the social and economic transformations gengérdty industrial development
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(Eronat, 1977). The growing industrialization ire tbountry facilitated the migration of
rural households to the urban cities in searchafobetter living. Specifically, the
financial support provided by the Marshall Plan1@47 facilitated the flow of rural
migrants to the cities. Approximately 40,000 trastmtroduced in this period dislocated
one million farmers (Karpat, 1976). The housingr&ge and the high rents in the cities
forced the low-income rural migrants to the squadtgttiements (Heper, 1978). By the
first half of the 1960s, 59% of the total populatia Ankara, 45% in Istanbul and 33%
in Izmir lived in low quality squatter settlemer{Bugra, 1998). The growing housing
problem intensified the need for a state interganti

The constitution in 1961 allowed the formation ofplnning authority that
advised the government on the policies required dchieving socio-economic
development. This reform incorporated the issue housing in the five-year
development plans and for the first time housingabee a part of macro-economic
policies (Kelg, 1990). During this planning phase, the TurkislalRestate and Credit
Bank and the Social Insurance Fund provided sutesidcredit to non-homeowner
consumers and cooperatives, and also became invaivéhe development of mass
housing projects. The organizations however, ratian assisting in the realization of
social housing, contributed to the development mfoale residential projects (Bna,
1988). For example, in Istanbul the Real EstateliCBank financed the construction of
Atakdy and Leventdistricts which turned into upscale residentialelepments rather
than subsidizing low-income housing (Bogda, 1997). Similarly, higher income
groups acquired the apartments built for workergeoed by the Social Insurance Fund

(Bugra, 1988). Despite the exclusionary outcome of éhpslicies, the institutions
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enabled the formation of housing cooperatives stitlt represent the main source of
homeownership for lower income consumer groups.

Overall, until the 1980s housing provision was colled by: 1) individual
consumers that built their own houses with the sémsce of professionals, 2)
cooperatives that brought together a group of gefiplthe construction of a residential
development, 3) small scale constructors, who brslt and then sold the constructed
buildings, 4) cooperatives and local public ingigns that cooperated for the
construction of residential districts (for exampdeich a collaboration constructed the
Bahcelievlerdistrict in Ankara), 5) migrants that invaded paldr private land for the
construction of squatter housing and 6) privatestmictors that built squatters and
transformed them into a commodity (Tekeli, 1982).

The neo-liberal transition in the 1980s markedgaificant transformation in the
government’s attitude towards urbanization trigdel® the increasing demand for
housing, the unresolved shortage in affordable ingu®r the urban poor, and the lack
of urban land for the development of new housingnoi 1988). The neo-liberal
policies of economic and spatial restructuring wemnéated with the victory of the
center-right nationalist Motherland Party (ANAP rfi;mow on), which has intended to
transform Istanbul into a global city (GenR007). In 1984, the ruling party passed a
series of laws and allowed the formation of the MB®using Administration (MHA
from now on), which through significant budgetagbpic resources, named as the Mass
Housing Fund (MHF from now on), accelerated residénonstruction by cooperatives
(Bugra, 1988). The administration established the raled regulations concerning the

MHF, and controlled their implementation. The rgliparty held the MHF independent
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from the general budget. Consequently, the MHAt#initial establishment, used to
control only the appropriation of housing credisl alid not interfere with the planning
of broader policy objectives apart from financissues (Kekg 1990). It is estimated

that the share of housing units in cooperativeeims of the total number of housing
units increased from 20.3% in 1984 to 35.4% in 1088el, 1996).

Nevertheless, state subsidies provided to coopegtionce more forced
exclusion. First, the MHA did not provide subsidizeredit to all cooperatives
(Berkman, 1995; Osmay, 1995). Second, the institutjranted subsidies only to
consumers with a steady employment in the formetioseThus, the MHA excluded the
rural migrants, who work in the informal sector divé in squatter settlements (Osmay,
1995; Turel, 1995). Third, the housing law in 128dwed the access of subsided credit
to private investors for the construction of housggo 150r(Bugra, 1988). The newly
formed institution rather than increasing the floffinance for the development of
social housing, promoted the construction of largeuses catering to the needs of
middle- and upper-income groups @a, 1988; Geni 2007).

Apart from the formation of the MHA, during this pped the ruling party also
welcomed large capitalists for the constructiomedv districts with upscale housing (in
the spatial form of gated communities) not onlyelmabling financial resources, but also
by passing legislations regarding land use (§€2007). The government privatized
public land in the city centre and in the periphapd sold or transferred the most
valuable material resource to powerful developerdbanks (Geni 2007). Political
networks relaxed or neglected metropolitan andllotaster plans, regulating zoning

and construction codes in preserved areas sudted@asphorus hills and areas close to
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lakes and forests (Kurtuju2005a,b). Especially, the reforms in the 1984snad the
formation of suburban municipalities that used ftoerate independent from the
metropolitan city municipalities. These suburbannmipalities enabled to by-pass the
legal obstacles, assisting further the developroénpscale-gated communities in their
districts (Perouse and Dani2005). Moreover, the state’s investment in public
infrastructure allowed the flow of both stakehoklend resources in the periphery
(Perouse and Daf12005; Geny, 2007). For example, the construction of the sdco
Bosphorus Bridge and the Trans European Motorway 1884 facilitated the
development of gated communities in tBéyukcekmecelistrict by connecting the
suburban area with the city center (Perouse anas[PD2005).

The fundamental shift from the protectionist, impgubstitution to the market
oriented growth strategy also opened the countrjoteign capital and initiated the
entrance of consumer goods that the country hadmtoessed before (Erkip, 2000;
Bali, 2002). As a result of this shift, several tmdtional corporations particularly in
the service sector entered the country, and seveuakish corporations formed
partnerships with foreign firms (Erkip, 2000). Thensequences of this restructuring
process are common and not unique to Turkey. Tamaltic income redistribution and
the enormous decline in real wages intensifieddteance between two opposing poles:
the rural poor who have migrated to the city inrskdor a better living and the new
high-paid, high-educated professional group whokedrmostly in finance, insurance
and real estate industries (Glivenc as#t, 12002). This polarization has had visible
spatial consequences similar to other countriestthd undergone similar experiences

(for example, Caldeira, 2000). On the one hand pth@rer groups and specifically the
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rural migrants created their own homes (squattasing) constructed on land belonging
to others or the state without the consent of thees. The squatter neighborhoods had
become an important component of the urban sceimereathe residents continued their
own rural lifestyle. Distinctive characteristicstinguished the squatter population from
the rest of the city such as their stronger tieh Wie village, the low economic position
in the job market and the community values allowihg formation of a subculture
(Erman, 2001).

On the other hand, the emergence of branded gatedmanities, which
followed global examples, attracted the newly fodmeper-middle class. The desire for
quality in life created a new metropolitan lifegtylThe wealthy segments chose to
isolate themselves from the inferior others, spelify not only with their homes but
also with their new lifestyle (Oncii, 1997; Guven asik, 2002). The new lifestyle
distanced the urban clutter of migrants, trafficl amime, and created a homogenous
setting where the elite households could lead adies, engage in sports and socialize
with others that share the same new lifestyle (Qa887). This lifestyle also embraces
a proficiency in high art and luxury brands (Babh02).

In the Turkish general elections in 1991 the cenglet rival True Path Party
(DYP from now on) defeated ANAP after their secautcessive win in 1987. DYP
formed a coalition government with the left Sodixmocratic Populist Party (SHP
from now on). The newly formed coalition governmeido abstained from a direct
intervention in housing. Specifically, it incorpted the MHF within the general budget
and thus, decreased the funds allocated for hou$imgugh this reform, the coalition

government distanced the institution from the cwwdion of social housing and
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intensified further the housing problem. Nevertes]eghe MHA promoted the ideal of
transforming Istanbul into a global city. Accordirtg a report published by the
institution this ideal could be accomplished thiouige following objectives (TOKI and

IULA-EMME, 1993: 20):

. To transform Istanbul into a world city;

. To increase the quality of life and form a decetyt c

. To form a democratic and active local administratio

. (Istanbul’un diinya kenti nitglini kazanmasi;

. Yasam kalitesini gelitiriimesi, insanca yganir bir kent olmasi.
. Demokratik ve etkin bir yerel yonetimin gercekldmesi.)

Elaborating on these objectives the institutiorlechffor foreign investors and
capital, urban development (construction of highsvapd subway systems, production
of urban land for the construction of housing, ltshopping malls and offices, and the
provision of housing for the urban poor) and urieansformation (restoration of
historical buildings and elimination of squatteradimngs), and the activation of the local
authorities towards the realization of these olbjest

Apart from the coalition government, the generaécgbns in 1991 also
witnessed the rise of the Welfare Party (RP fronw)hoa party with religious
background. The conservative party had an incresisack of the vote and took several
cities including Istanbul. In the general electians1995, the country witnessed the
victory of RP. For the first time after the dectawa of the Turkish Republic, a
conservative party became the ruling party fornarapalition government with DYP.

In the local elections in 1994fayyip Erd@an, then member of RP and the

current prime minister became the mayor of Istaniul 1995, with the ideal of
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transforming Istanbul into a global cityayyip Erd@an established KIPTA, a public
housing corporation bound to the metropolitan mipaidty of Istanbul for the
construction of social housing projects. Initiatlye institution developed affordable
residential developments in public lands belondmghe municipality. As the General

Manager Consultant of KIPTRasserts:

The firm was founded as a result of the curremhprminister’s promise of fifty
thousand houses to the people of Istanbul.

(Su anki babakanimiz, Tayyip Bey'ifstanbul halkina elli bin konugeklinde

vermj oldugu sOz tzerine kurulan bjirkettir.)

Tayyip Erd@an continued his intervention on housing in 2003 wiik victory
of the Justice and Development Party (JDP from ra), a new moderate and
conservative party after the ban of RP. The isgu®uosing increasingly turned into an
incentive to “purchase” political activity.

In 1996, the coalition government of RP and DYRrfed the legal framework
for the development of REITs in order to incredse ftow of financial resources to the
industry. REITs facilitated the flow of corporatepital for the financing of the
resource-starved real estate industry and enahkectdnstruction of large real estate
projects (for example, shopping malls, gated comitimsnand office buildings). With at
least 49% of their stock open to the public, REditempt to eliminate the problem of
liquidity by bringing together the savings of indiual and corporate investors into a
common pool Similar to the government’s previous attempts, fivmation of REITs

allowed the realization of large profit-generatnegl estate projects and thus, increased

8 http://www.gyoder.org.tr/
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further the exclusion of the urban poor. For exanpl 1996 Alarko Holding formed
the Alarko REIT for the financing of luxurious gdteommunities (for example, Alkent
— Istanbul 2000).

In the general elections in 1999 the country wiseesthe formation of another
coalition government (DSP-MHRANAP). The coalition was formed against the Virtue
Party (FP from now on), a new party based on mligivalues. In 1999, the catastrophic
earthquake marked a significant transformation ke teal estate industry and
specifically, in the residential market. Variouogps held responsible the coalition
government for the consequences of the natural@henon as it failed to provide
affordable housing, and control the constructionfaimal and informal housing.
Specifically, the earthquake encouraged severtdseto look for newly constructed
buildings, which comply with the newly passed eauilike legislation. The reduced
physical risk and the lower land prices in the sbbuaccelerated the construction of
suburban-gated communities and the move of consufnem the city. The natural
disaster thus, was a significant non-human ageat #haped and still shapes the
formation of brands.

However, in 2001 the country witnesses a severen@u@ crisis. The
devaluation of the Turkish Lira and the high inthat rates postponed residential
demand. Despite signs of economic recovery in 2@@fitical distress within the
coalition government led to another economic downtesulting in early elections. The
election of a single party government, after almb8tyears of inefficient coalition

governments, marked a significant transformationTurkey and in the residential

* MHP: Nationalist Movement Party, far-right politigzarty in Turkey.
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market. The victory of the newly formed conservatparty JDP andayyip Erdgan at
the general elections in 2002 and the economicvexgan 2005 intensified the ruling
party’s agency in the material and symbolic cortdiom of branded gated communities.
Governmental reforms empowered the flow of resauroe the realization and the
expansion of upscale-gated communities.

First, in 2003 the conservative party revised tles of the MHA. The ruling
party gave the MHA (bound now to the prime ministdre authority to takeover
treasury lands for free with the permission of kieistry of Finance, and the Ministry
of Public Works and Settlement. The ruling partgoafranted to the institution the
authority to develop and modify construction codBse most important revision was
the source of finance. While earlier the MHA uskd tesources stemming from the
MHF or the general budget, now the institution deped its own resources by taking
an active role in the construction of upscale-ga@amunities. Rather than a financier,
the MHA turned into a powerful agent — financieszyvdloper and regulator.

For the construction of upscale-gated communities,MHA developed a new
model for the use of treasury land based on thdiqpabd private sector partnership
named as revenue-sharing model. Before this refdrenparty in charge either sold the
treasury land or received houses from the buildondpe constructed as a payment for
the land. According to the president of the MHAtIbof these earlier models were not
profitable, since the administration was respoesibt the sale of the houses (Bayraktar,
2007). However, often the houses that remained ldnisecame a burden since the
government had to pay the housing taxes, the nmant= costs and the employees

responsible for their control. With these revisiotitee MHA eliminates financial risks
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and uses the allocated funds for the constructibnsaxial housing, for urban
transformation projects (squatter transformatioojguts) and for the provision of
financial assistance to the urban poor (provisiboredits with lower interest rates and
longer periods of payment) (Bayraktar, 2007). Tirstifution advocates that they create
their own financial pool by receiving resourcesnfr¢éhe rich and giving it back to the

poor. In the words of the President of the MHA:

The MHA uses the resources coming from there (tbeurlous gated
communities) to make the citizens of the lower €£lasgment homeowners.
While the firms that construct social housings fbe lower income group
receive the whole amount and leave, the MHA handthése houses to these
citizens, who pay the amount in 15-20 years inaifrsients (Gozlem Gazetesi,
January 23, 2009).

(Buralardan (liiks konutlardan) gelen gelir, TOKin asil amaci olan alt gelir
grubu vatandglari ev sahibi yapmak icin kullanilir. Alt gelir gbu icin konut
yapan bir miteahhitlik firmasi parasinin tamamirhipaayrilirken TOK bu
evleri vatandaa 15-20 yillik taksitlerle veriyor. Buradan da agplacagi Uzere
TOKI/, heniliz almagh paranin kagiligini 6demek durumunda. Kar elde etmek
icin degil alt gelir grubunu finansman etmek igin arsa skin ve hasilat
paylasim projelerini yapmak durumundayiz (G6zlem Gazeg3sOcak, 2009).)
With the new revenue sharing model, interested &ndncially credible
developers make bids for treasury lands. The dpeelthat offers the highest total
revenues and the highest revenue-sharing mardhretmstitution receives the bid. The
MHA announces the technical terms of the bids saghhe total size of the lot, the
construction codes and the distance of the lot freayor highways. The print and online
announcements of the bids also incorporate a matpgdbates the lot in the district and

illustrates the distance from major highways andripg gated communities (Appendix

4, photograph 5). The institution online publicizks required documents (for example,
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signature specimen, certificate from the ChambeCommerce or Industry) and the
timing of payments (the number of installments #rel percentage of the total revenue
that will be paid). Moreover, these announcemeptcify technically and financially
the developers that can participate in the bidgitlreate developers should have built,
controlled or managed at least 200.080wf total building construction. Legitimate
developers should also have financial strength &qudidity conditioned by the
following ratios in their balance sheets and incateements: at least 0.50 of current
assets/current liabilities ratio, at least shaméwsd’ equity /total assets ratio, and less
than 0.75 short-term debt/paid in capital ratio.

The public bids beside the residential developmasually require the
construction of public buildings such as school amasques, and commercial buildings
such as shopping malls and offices. With this neadeh the MHA controls the
construction of gated communities and receivesntired resources for the construction
of social housing, while developers bear the castsproduction (construction,
infrastructure and legal permissions), sales andketiag. Consider the list of objectives

that the revenue sharing model entails (Bayrak@0,7: 105):

. With this method, the institution uses its valuabstates to gain the
highest revenues possible and enable the accumnlefiresources.

. With this method, developers undertake all the srigind reset the
institution’s risk of losing.

. The institution uses its valuable estate for thestmiction of planned,
controlled, representative and prestigious urbaasar

. (Bu yontemle, idare elindeki gerli arsalar, maksimum gelir elde
edilerek dgerlendiriimekte ve kaynak gjrisaglanmaktadir.
. Idare bu yontemle tum riskleri yiikleniciye birakraaké idarenin zarar

riski sifirlanmaktadir.
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. Idare elindeki dgerli arsalar Gzerinde planl, denetimli, érnek ve

prestijli kentsel alanlar olgturmaktadir.)

The public-private partnership enables the devetypnof branded gated
communities by the flow of valuable estates andeases further the ruling party’s
power in the market.

The favorable market conditions also attracted ecatpves, private owners and
investors from different industries, who transfdrteeir resources for the construction
of gated communities. While investors used this oopmity as a diversification
strategy, cooperatives and private owners negdtiatdh developers on the number and
material features of the houses (such as the nuamksize of the houses and the exact
location and direction inside the gated communiffr example, in 2005 Fgapi
launched its first residential project branded Baishattan” in theMaslak district. The
140.000 rh plot belonged to an automotive cooperative thanmpéd to develop an
industrial business district. With the economiconsry the cooperative decided to
bargain with developers for the construction of igrscale-gated community. After
several negotiations with multiple developers aadflects within the members of the
cooperative, Tgyap! undertook the construction of the brand.

Apart from the transformation of the MHA and thdorens concerning the
treasury lands, the real estate industry flourishether with the flow of financial
resources for the construction of gated communitie2007, the National Assembly
passed the legislation for the expected mortgagesythat enabled funding before the
materialization of the brand, and attempted to elese the interest rates and increase the

timing of loans. National and international banksnfed various financial products
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competing on persuading powerful developers foniggi entry into the real estate
industry.

Before the reform, developers used to build theezgial developments before
launching their brands in the marketplace. Howetlee, favorable market conditions
after the 2003 general elections and the postpomsitlential demand allowed
developers to sell the branded houses even béfeireconstruction. Stakeholders define
this transformation in the sales strategy as froffirst build and then sell” to a “first
sell and then build”. This sales strategy coupleith vihe legal framework of the
mortgage system allowed developers to use the adated resources for the material
development of brands and at the same time alldhedssue of consumer loans. Prior
to the mortgage system, financial institutions dabaded the issue of consumer loans
close to the material completion of the projecte Thortgage system however, enables
homeownership even before the beginning of the toaeton. Since the new sales
strategy delays the practice of home, developarease the prices incrementally in
order to attract consumers to their brand communitgrogress. Early buyers have to
wait approximately three to four years until thetenal development of their branded
house and community.

The legislation nevertheless, did not bring the eexpd effect of enabling
homeownership for the whole society as observattireloped countries. The mortgage
system restricted the allocation of financial reses to middle and upper-middle class
consumer groups. Stakeholders often describe thdittans that the mortgage system

requires. The booklet “100 Questions about Mortgmeblished by The Istanbul
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Chamber of Commerce (2007: 48-49) explains theetargarket of the mortgage

system.

The mortgage system claims to finance the residedgémand of the middle

class. For example, an individual wants to takevanl|for 7-8 years with a

security interest in a real property, with a mowtiniterest of 1.75 (+ cost). If he

takes a mortgage of 200 thousand new Turkish lirashe will have to pay an
installment of approximately 2,500 new Turkishdirédlowever, the installments
should not exceed a certain portion of these iddi@l's monthly income.

(Mortgage sistemi, orta gelir grubunun konut tal@biinanse edecek bir iddia

tasimaktadir. Bankalardan gayrimenkullu teminat ile gfgimi aylik 1.75 (+

masraf) civarindan maliyetlerle 7-8 yil vadeylediralmak isteyen bir ki; 200

bin YTL'lik bir konut kredisi alngi ise aylik 2,500 YTL civarinda bir taksit

0demek zorunda kalacaktir. Oysa ki sistemden yamanbk isteyen fnin aylik

O0demeleri aylik gelirinin belirli bir kismini gecmesi gerekir.)

As the institution explains, the payments requicesposable income beyond the
average. For this reason, stakeholders guide loweme consumer groups towards the
MHA's affordable social housing developments. Thegidlation thus, forms the
symbolic boundaries of the brand community throtagttering exclusion and distancing
the inferior others.

The government indirectly controls the material elepment of gated
communities through the municipalities, which degelthe construction plans and
regulate zoning and construction codes. Especadiy the earthquake, the government
intensified the control over urbanization. Munidipes promote the construction of
gated communities compatible with the new earthguagislation and the construction

codes of the lot. They also disable the furthemagion of urban land for the further

development of squatter housing. Specifically, miypalities favor developers’
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branding practices as they enable planned urbamzafonsider the Municipality of

Umraniye a district populated with brand communities:

The producer always organizes the roads, the pgédtdens, social complex...
The area organized and the problems disappeatr there

(Yapimci her zaman kendisinin Uzerine olan yokamdisi duzenliyor, parkini,
bahcgesini, sosyal tesisini... Bir yer bir dizenlenrbolge oluyor oradaki
sorunlari ortadan kalkmoluyar.)

Consequently, developers assume municipalities'staDverall, the evolution of
the residential market makes evident the rulingyfmsignificance in the material and
symbolic construction of brands. The state ownsa@mdrols public land, shapes master
plans and regularizes the flow of finance to theket Through empowering the flow
of brand resources, the government enables antinkeggs brand-building processes.
While the state empowers the flow of resourcesndbttauilding could not be executed
only with the ruling party’s favorable reforms towa the development of brands.
Multiple stakeholders, materials, discourses arehtsvshape brand-building processes.
The postponed residential demand and consumene dxdiving with others that share
the same concerns (for example, families’ well-geirchildren’s education and
socialization, traffic), the same risks (for exampising rural migration, incidences of
theft and crime, earthquake), and the same inte(estializing with others that share a
similar taste structure) enable and shape the dewent of branded gated communities.
Developers compete on gaining ownership of the ledalbrand resources (land,
construction codes and financial resources) aneldpvthe brands within the limits

provided by the dynamic brand stakeholders (goventpdevelopers, municipalities,
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banks and consumers). Municipalities compete oreasing the financial value of their
districts, and shape brands by welcoming and asgistevelopers on the material
development of brands (for example, relieving cartdion codes). Banks compete on
gaining ownership of foreign capital and on usingse financial resources for financing
developers as well as consumers.

At the same time the ruling party’'s reforms towardbanization and other
stakeholders’ brand practices not only enable tmesttuction of brands, but also shape
the symbolic boundaries of the branded gated contresnThe mortgage system, the
relaxation of construction codes, the investmemtsfrastructure, the newly developed
revenue sharing model and consumers’ desire of raraled and homogeneous
consumer community, foster exclusion of the unwénieban others by reproducing
spatially social class differences. Therefore, impewering the flow of brand resources
for the development of brands, stakeholders méditeaad symbolically also form the
taste structure of the brand community. Brandingcesses rather than initiating only
from the firm with the planning of the marketingogram (Aaker, 1996; Keller and
Lehman, 2006) or from consumers’ negotiations aifibbased brand meanings or
cultural myths (Diamond, et. al, 2009; Schau, ket2809; Holt, 2004), require the flow
of brand resources and brand stakeholders, but #ilso adoption of branding

competences for the execution and reproductiomarfcdbconstruction performances.
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4.2. Legitimizing and Disciplining Brand- Building Performances

Apart from the flow of brand resources and stakeédws, brand development
requires mastering of branding competences. Brgndampetences embrace ways of
understanding and knowing how to execute brandimglprocesses and thus, enable
action and reproduce practices (Warde, 2005; Rezk@002). Through these branding
competences stakeholders legitimize and disciginaad-building performances in the
marketplace. Brand construction performances teféine actions taken for the material
realization of brands. Competence is embeddeddndastributed among material, legal
and financial resources, as well social, commeema ideological relations within and
among stakeholders. Human, as well as non-humasrsa@naterials, discourse and
events) form brands with the accumulation of compess (Watson and Shove, 2005).
Brand development requires the following brandingipetences: adoption of a market
orientation perspective, maintenance of financiadibility and commitment to the
patrimonial system.

First, legitimate brand construction is associatéti the adaptation of a market
orientation perspective according to which conssmdesire of material, social and
public order shape the material development of dsaiStudies on gated communities
(for example, Low, 2003; Atkinson and Blandy, 20G6)d consumer findings (see
chapter 5) explicate the following consumer motat for moving into a gated
community: the desire for security, status, privacgmmunity (neighborliness) and
leisure facilities, and the desire for a home amuimunity cleansed from the unresolved

problems of unplanned urbanization and crime. Cdemedevelopers disapprove the



practices of developers that still adopt the préidac concept. According to the
production concept consumers favor any product ithavailable in the marketplace.
Adopting the market orientation perspective, firmsreasingly respond to the needs of
the target market (Kohli and Jaworski, 1990). Cdesithe account of the General

Manager of Y&Y REIT:

You used to develop the project without conductamy market research. The
consumers got very knowledgeable. Now when youenta& project, you will
analyze the group you are going to sell thorougiAlfzo do | prepare the project
for? Who | develop it for? What may be their chéeatike?

(Simdi eskiden siz projeyi gelirirdiniz, projeyi gelistirdikten sonra herhangi

bir pazarlayacginiz ve sataganiz grubu aratirmadan yapardik.Simdi

tuketicilerde cok ciddi bir bilinglenme oldu... Regi yaparken sataganiz
grubu iyi inceleyeceksiniz. Ben kime drin hazirbyo, kime proje
gelistiriyorum, onun karakteri neler olabilir?)

As the developer contends, brand constructionires| reflection on consumers’
identity projects, rather than dictation by markgents (Holt, 2002). For example, the
R&D manager of Maya Holding explains how consumersactices shape the material
development of brands. According to the manages, tdchnological advances in
refrigerators and freezing have transformed conssinsbopping and storage practices
by allowing the preservation of food acquired oudat in bulk (for example, Hand and
Shove, 2007). Given also the emergence of hypeetatkat reduce market prices, and
the hectic city life, consumers do not go daily gmocery shopping, but often weekly or

monthly. For this reason, consumers often returménawith an average of 10-15

shopping bags. The manager explains that constgieth open-air parking lot without
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monitoring the transformation in consumers’ praggienay result in a brand’s failure.

As the R&D manager of Maya explicates:

When we consider shopping, especially grocery simgpjit is a great advantage
for a home buyer to be able to walk as little assfile from the parking lot to
his home.

(Su anki algveris O0zellikle erzak agverisini gbze aldgimizda, arabasini park

ettigi yerden mumkin mertebe az yuriyerek evingmad bir konut alicisi igin

¢ok arti bir puan.)

Apart from the parking lots, the manager elabarét@t consumer storage needs
also shape the material dimensions inside the kdifdbuse. Rather than providing
plain rooms with four walls, developers furnish mo with built-in wardrobes and
especially cupboards in the bathrooms for storing bulky purchased consumer
durables. Therefore, legitimate brand-building perfances require the constant
monitoring of the target market.

Consumers’ concerns with maintenance costs, whigtain the constructed
order inside the gated communities, also guidentaterial realization of brands. Every
gated community incorporates a rather uniform pgekaf activities including sports
centers, swimming pools, playgrounds, and walkimghg. Increasingly developers
differentiate their brands by integrating altermatpractices such as ice-skating, horse

riding, observing the sky from observatories at thef of the apartments and rowing

boats at the artificial lakes. Consider the Salesdfer of Tepe Construction:

Several projects develop this kind of places (eefer social activities), which
cause significant problems to consumers after Inéggn to live in the
community. It turns into chaos. Taking this intocagnt, we didn’t want the
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maintenance costs to be like a rent. For this rease planned the social areas
by making a cost analysis, but still in the lightonsumers’ needs.

(Bircok yerde insanlari sagia ¢cekmek icin bu tarzda yerleri yapip ondan sonra

insanlar ygamaya balayinca ciddi sikintilar bunlar. Kaosa dostigu igin,

bunlari g6z 6niune alarak ilerledik biz yani hanirldda kira bedeli 6degekilde
bir aidat sistemini istemedik biz. Ona gore bir iyalleme ¢cakmasi yaparak
ama yine de ihtiyaclari karlayabilecek nitelikte alanlar diinerek uyguladik.)

Legitimate brand-building performances require sideration of the costs of
maintaining the brand community after sales, steeaccommodation of recreational
facilities often becomes a burden for community rbers.

While the material development of the brand shoaftéct consumers’ ideals of
the dream home, spatial dimensions also guide #ad cestrict the development of the
brand. On the one hand, municipalities through ¢bastruction codes restrict the
material dimensions of the brand community sucthassize of the houses, the number
of floors in each building or villa and the proport of built environment to landscape.
When the metropolitan master plans include thethlen developers acquire from the
municipality the legal permissions for the initeati of branded projects. If not, then
brand-building processes get postponed until theeldpment of the master plans.
Zoning incorporates framing the land in parceldjni®g the use of each parcel and
specifying construction codes. Zoning practice® atglude infrastructural plans that
organize the movement between the different ardathe city, the provision of
telecommunications, water, sanitary and energyigesyDevelopers that own a land in
the same district often cooperate with the munityp& order to enable the necessary

resources for the development of gated communifiee.sales and marketing manager

of Alarko Holding exemplifies the difficulties th#tey face in the development of their
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new brand, since the land is not incorporated & riaster plans. Even though the
developer has planned the brand, the construcasmbt yet started, as they have not
received the legal permissions from the municipallevelopers often hold meetings
with the metropolitan city municipality in order tesolve the infrastructural and legal
restrictions. As the Sales and Marketing ManagerAlafrko REIT explains, brand

construction requires the government’s approval:

We still haven't started the project. The distrist not included in the
construction plans and for this reason we face lpmbd with the legal
permissions. It is really painful because we camgaitthe legal permissions. For
this reason we still do not make any promotions salds... For example, there
are problems with even water supply and electridibagine there is not even a
road. We are going to construct a road. Last waekticipated in a meeting and
discussed for hours how we could get the elegyri@tthe area. Certainly the
state has to approve all of these issues. Shallgigning the houses and the
projects is only the beginning.

(Su an bdlge imara hentiz agiimgdicin ruhsatta sorun ¢ikiyor o ytiizden hentiz
proje bglamadi. Cok sancili geciyor ¢lnki ruhsat alamiyoBiz de o ylizden
henliz pazarlamasini ve gatn yapmiyoruz... Mesela su,ggaz, elektrik bile
sorunlari var. Gegen hafta benim de kagidn bir toplantida saatlerce elekgii
nasil getirecgimiz Uzerine konguldu. Ditintingu an yol bile yok onu bile biz
yapacglz. Tabii ki devletin onay vermesi gerekecek bilitinkonular igin.
Kisaca ev ¢izmek ve projeyi yapmak sadece Biabgic.)

Beside construction codes, the lot and the urbaweldpment of the district
shape the material development of brands. Thedistiapes not only the profile of the
target market, but also the recreational facilitrest should be incorporated in the brand
communities. Thus, brands are shaped not only bgwuoers’ ideals, identities, values
and meanings (for example, Aaker, 1996; Kapfer€042, but also by material

dimensions. For example, competing brands at thee siistrict shape the development

of new brands. The interior designer of the KKG @rdonstruction explains how 15



years ago the district é¢fadimkdywas known for its natural lake aidkent— an upper-
scale villa type gated communitilowadays, several villa-type gated communities
surround theBuyukcekmecéake transforming the suburban area into an uppale
villa city. Along with competing brand commueg, spatial dimensions such as the
size and shape of the lot and the adjacent lotdegthe construction of residential
developments. The Business Development ManageuofC8nstruction explains how
the lot triggered the formation of a self-suffidiennward-looking branded gated

community around the concept of neighborhood:

Actually the structure of the land enforced us évedop an inward project to a
certain extent because next to this lot there 1y genall parcel and on this side
there is another parcel as well. For this reason,gannot form an independent
neighborhood; you cannot form a private living eomiment. With this
architectural design we implemented this.

(Aslinda buranin arazi yapisi onu bir miktar icendélige zorluyor sizi. Clnku

buradasu alan hemen yani bmda baka bir ipincecik bir parsel oldgu gibi
burada da baka bir parselle yan yana yakin. Dolayisiyla bunadidcerisinde

yasam alanini olgturamazsiniz. Boyle bir mimari tarzla biz bunylsak.)

The manager elaborates on how the lot guided eement and design of the
buildings. The apartment buildings are located @ltime boundaries of the lot. The
bedrooms face the adjacent parcels, while the daitsh the living rooms and the
balconies face the built environment inside the mwomity — the gardens, the ornamental
pools, the artificial lakes, the walking paths, tbeen-air swimming pool and
playground, and the social center (Appendix 4, pb@ph 6). Consequently, the
competences required for the material realizatiobrands lie in the dynamic relations

among stakeholders, materials (for example, matpr@perties of competing brands
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and the lot), discourse and events (for exampé&etrthquake, the second victory of the
conservative party).

Despite construction codes, the ruling party, tigtothe presence of the MHA,
indirectly disciplines the development of brandsltbun treasury lands through the
revenue sharing model. Building a brand in a traatand embraces the material and
the financial control of the ruling party. The bidseside the residential development,
usually include public buildings such as schoold anosques, and commercial
buildings such as shopping malls. Developers ae msponsible for the construction
of these buildings, generally planned in a lothat $urrounds of the gated communities,
since non-community members will also use thesesldpments. Consequently, the
MHA disciplines the material development of brandsrough forcing the
accommodation of alternative practices (such ascagthn, worshipping and/or
shopping). Consider the following example: Hgk@onstruction is a developer that
collaborates with the institution towards the camsion of an upscale mixed
(apartment and villa) gated community. Beside tésidential development, the bid
included the construction of a mosque in the sumdguof the gated community. The
Public Relations Manager of the firm asserts thatdssociation of the brand with the
Islamist ideology (through the institutions’ cortover the material development of the
brand) shapes an anti-consumption movement (Varrmaad Belk, 2009). The
conservative ideology shapes consumer resistanibe torand, since it poses a threat to

the execution of secular brand community practi€eg. manager asserts:

A perception formed on whether there is a consmmvatttitude. Some
individuals do want to encounter with the otherg] they can’t stand each other



at the same place. Individuals were even distubyettie mosque located outside

the residential project. They asked whether menldvase the swimming pools

for 3 days per week and women for the remainingysd

(Muhafazakéar bir tutum var mi diye bir algi da oldBazi insanlar bazi

insanlarla kagilasmak istemiyor, ayni ortamda tahammul edemiyor. nBizi

mesela projenin dikisminda cami olmasina gmen, d¢ tarafinda kaliyor, bu
bile rahatsiz etti insanlari. Buradaki havuzlardag@n erkekler, 4 giin hanimlar
m1 kullanacak diye sordular... Cami yaptik dinyaysikaiza aldik sanki.)

The manager explains that the MHA decides on thestcuction of these
buildings depending on the urban needs of theidistfhus, the firm defending the
brand asserts that if the district required a habphen the MHA would have required
the construction of a hospital instead of a mosduee mosque reproduces the class
identity conflicts between the new conservativedteeclass and the urban secular elites
(Sandikci and Ger, 2010).

The institution controls the material developmehbrands not only by forcing
the accommodation of practices (such as educatiorghipping and shopping), but also
by locating the spatial manifestation of these ficas inside or in the surrounds of the
communities. These disciplining brand-building periances often distance developers
from the co-construction of brands with the MHA.rfexample, Soyak Construction is
one of the first developers that constructed adgatanmunity with the revenue sharing

model. The Marketing Manager Assistant of the haldexplains the reasons for

distancing the government from development of neamdts:

TOKi points the locations of the schools, mosques, cemial centers,
hospitals, etc. In every project, TOKas several conditions according to which
you develop the project, but on your own land, gao decide their location and
can build it.
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(Iste projede mesekurada okul alacakurada cami olacakurada ticari merkez
olacak,surada hastane olacak vs bunlarin hepsini T€ke soyliyor. TOKnin
sartlar var ona gore yapiyorsunuz. Ama kendi amhmnerini sizi belirleyip
istediginiz gibi yapabilirsiniz)

The manager asserts that the MHA'’s control overrttaterial realization of the
project restricts the corporate brand’s creatidtyd innovation. Beside the material
development of the brand, the MHA also controls flesv of financial resources.
Developers deposit the revenues flowing by the sdl¢he branded houses to the
institution’s bank account. While the MHA can ugeportion of the revenues from the
pool, the developer can only benefit from the ficiahresources parallel to the material
development of the brand. The conditions of the &igb determine the timing of
payments to developers. Moreover, the institutiontls the pricing and scheduling of
sales. With the launch of brands before their ngteonstruction, developers divide
sales in different phases in order to manipulatensemers’ risk perceptions.
Nevertheless, developers that collaborate with itiséitution cannot take any action
without taking the institution’s approval. Additialty, the MHA protects itself against a
downturn in the residential market. In such a cdseelopers need to pay the estimated
revenues forecasted during the bid. However, dufagrable market conditions,
developers have to allocate the resources usingreélenue-sharing margin. For
example, in the gated community where the fieldwaks performed, the revenues
increased from 102,3 million euros to 160 millioares by the end of the project
(Bayraktar, 2007).

The institution, through the power attributed by truling party on the use of

public land and the development and transformabtbrconstruction codes, creates
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unfair competition in the marketplace. With the isean of the MHA in 2003, the

conservative party gave to the MHA the authority use treasury land for the
construction of brand communities. Depending on thaterial dimensions of the
treasury land (for example, district, size and asde the city), the MHA decides on use
of the land for the construction of either luxusobranded gated communities or
branded social housing communities. The institutltowever allocates the most
valuable treasury lands for the production of ufesecasidential communities through
the public-private partnership. The profit sharmmgrgin varies depending on the district
and the infrastructural opportunities in the dgdtrConsider the Sales Manager’s (Afta

Oztas and Dgu Construction Consortium) comparison of two branchmunities both

co-constructed with the MHA:

In some areas they undertake 30% of the total teaenNhy? Because the value
of the land is very important. For example, we aaake the following
comparison. The value of the land (Avrupa Konutl&&EM) here is higher than
the value of land in the Halkali district (Avrupaiutlari, Halkali). This means
that each area has a different value. The landeMalhigher here as it is close to
the TEM motorway and it is in a higher location. uy&now that the land
becomes more valuable depending on the urban steucFor example, the
presence of a school, a shopping mall or a moslpse ¢o your project creates a
different value to your project.

(Bazi yerlerde %30 kadar taahhiit edilebiliyor (TOKarafindan). Neden?
Cunki arsa dgeri cok onemli. Orngin soyle kiyas yapabiliriz. Halkali ile
(Avrupa Konutlari, Halkall) burasinin (Avrupa Kotart, TEM) arasinda kiyas
yaparsak rayi¢c bedel olarak burasi daha yiksek.iYande her yerin arazi
degeri var. [ste TEM'E yakin olmasi, daha yiiksek konumlu olneszi daha
degerli. Arazi biliyorsunuz aslinda etrafindaki yapitaaya gore
degerlenebiliyor. Orngin sizin projenizin yakininda bir okul varsa farldir
deger oluyor, alsveris merkezi varsa farkli bir der, ya da bir cami farkh bir
deger katar.)
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Besides being the agency for using and modifyinglip land, the ruling party
also provides legal agency to the MHA. The insibtuthas the authority both to produce
urban land in areas not yet incorporated in thg'scimaster plans, and to modify
construction codes without requiring the legal pesmons of either the local or the
metropolitan city municipalities. The ruling pagyempts the MHA from the high costs
of legal fees required for the material realizatdbrthe residential projects. Consider the
General Manager of Y&Y’s REIT’s account on the fasion of the institution’s brand-

building performances:

TOKI must now become a regulator. In other words, @ ldaveloper, an
institution that makes planning for project develsp a planner, a party with a
very important function in urban transformationmitist turn from a player to a
regulator. When TOKbecomes a player, this creates a competitive @mvient.
This is similar to a competition between the olded younger brother or a father
and a son. This is not right.

(TOKI artik diizenleyici konuma gecmesi lazim. Yani aisaten, proje
gelistiricilere yol haritasi ¢izen, planlamalar yapaneiktsel dongiimde 6nemli
bir fonksiyon alan bir yapi olmasi lazim. Yani ogulugu birakip dizenleyici
olmasi lazim... TOK¢unki oyuncu olgiu zaman, sektorde kafdizamansey
oluyor, dger proje geltiricilerle birazcik rekabet ortami oluyor. O dary& bir
agabeyin kardgle rekabet etmesi gou olmuyor tabii ki veya bir babanin

ogluyla rekabet etmesi olabilir mi?)

As the general manager explicates the power peovith the MHA by the
government, transforms the institution into a pduleagent in the brand stakeholder
assembly.

Recently, the MHA prohibited the use of English re® in the brand

communities developed through the revenue shariodein Even though the marketing

of the residential projects belongs to the devalpeat collaborate with the institution,



still the MHA restricts symbolic brand properti@his control was initiated with the

charges filled by the Turkish Literary Instituteaagst developers that use foreign brand
names. For this reason, developers justify thecg8ete of brand names employing the
material and symbolic properties of their brand omamities. Consider the declaration

of the lawyer of the Turkish Literary Institute bel:

When asked why the names of the housing projeatsoAdhill and Mashattan
are in a foreign language, the owner ofylg! Emrullah Turanli for the project
in Maslak, they were inspired by Manhattan in Newark{ and for the project in

Acibadem, they gave this name because Acibadenhil$ and therefore gave

the name Almondhill. This is an interesting examipleone’s alienation to his

own country and society (Hayati Arigan, Sabah Gesefuly 26, 2007).

(Tagyapr’'nin sahibi Emrullah Turanh konut projeleri asi Mashattan ve

Almondhill adlarinin neden yabanci ofglusorusuna, Maslak’taki projenin New

York’'taki Gnli Manhattan’dan esinlendiklerini, Aedbem'deki proje icin ise

Acibadem'’in tepe konumunda olmasi nedeniyle “Badlepe” anlamina gelen

Almondhill adinin verildfini sdyleyerek toplumuna ve Ulkesine yabarmknin

ilging bir 6rnegini vermistir (Hayati Arigan, Sabah Gazetesi, 26 Temmuz,

2007).)

Overall, the first brand competence incorporates adoption of a market
orientation perspective. Consumers’ shared intgerestncerns and risks shape the
development of brands. However, multiple actoreroftestrict the practice of the
market orientation perspective. Municipalities otlhgh metropolitan construction, plans
and codes the MHA through the material, financiad degal control of brands
developed by the revenue-sharing model, the matingensions of competing brands,
the level of urbanization in the district and tipatsal specificities of the districts and the
plot shape brand-building processes.

Legitimate brand-building performances also reguthe maintenance of

financial credibility. Financial credibility enalsdehe collaboration of developers with
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financial institutions, as they shape the value @#iming of loans. The transition of
financing practices from a “first build then selld a “first sell then build” system
requires the simultaneous issue of commercial aodsumer loans before the
materialization of brands. Through this collabaratistakeholders decrease the interest
rates below the market price. Developers and barde certain agreements involving
the credit terms and the release schedule of theaté¢d funds depending on corporate
brand credibility. Banks perform corporate and picidorand evaluation checks in order
to check developers’ credibility. Credibility tesemtail various practices such as
analyzing financial accounts, examining earlier amevly developed brands, and
controlling master plans, construction codes arduttban development of the district.
The credibility tests reflect a measure of brandityg(Aaker, 1996). For example, the
R&D Director of Sur Construction explains how firgal institutions legitimize brand

development:

If you can you take a commercial loan during thastauction phase of the
project, this means that the banks also approver ywand's equity and
credibility. As soon as we place our signboard esalvbanks approach us and
say, “We are ready to give a loan to this project”.

(Siz iyaattayken yani daha proje s@amasindayken kredilendirebiliyorsaniz
projenizi, bu sizin kurumsal gerinizin, marka dgerinizin ve giveniliriginizin
bir anlamda banka tarafindan da tescil edilmesiaamina geliyor. Biz daha
tabelamizi asar asmaz bircok banka gelerek “tamam bu projeye kredi
vermeye haziriz” diyor bankalar.)

The collaboration of developers and banks thusifeg brand equity, and

legitimizes and assures the material developmeftrarids. In 2009 due to economic

downturn and the consequent increase in interass,ralevelopers with financial
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credibility started forming consumer loans withalé presence of banks. This action
was performed in order to maintain and carry onntfa¢erial development of the brand.
The advertisements of gated communities also conuatethe removal of brands from
the brand stakeholder assembly (Appendix 5, achesrient 1). Some developers even
assume and revise the roles and practices of séateeagents. For example, a developer
in collaboration with a real estate agent offerddrang services to potential consumers.
According to the conditions of the barter, the deper exchanges any kind of property
with a house in their new branded gated commumigpending on the financial value
of the property, the firm issues consumers loanshi® remaining amount. While banks
criticize the adoption of their competences, dewets legitimize their performances
since the financial institutions have withdrawnnfraghe brand stakeholder assembly.
The CEO of Erglu Construction explains how stakeholders’ persantdrests have

forced the adoption of others’ brand-building perfances:

| think that now the banks are out of service. @@y do anything with these
interest rates? No. They do not decrease the stteates in order to earn more.
This is the reality. Do | want to acquire the fic&t burden on my own? The
truth is that | don’t want it either. But todaysghs the reality.

(O (banka)simdi servis dii bana gore Simdi bu faizlerle onun yapabilegebir
sey var mi? Yok, hani o da ¢cok daha fazla para kamdnicin onu yapmiyor
(faizleri disuirmuyor) realite bu. Ben ister miyim finansman yiikikendi
tzerime almayi o sikintiya kendim girmeyi? Benstiemem aslina bakarsaniz,
ama bugunun gergebu.)

Developers legitimize their new role by the distve framing of the purchase

(ownership of house in a gated community) as arestient. In order to attract

consumers in the project before the materializatbiorands, developers manipulate
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sales and prices. Depending on the size of thdaesal project, developers divide sales
in three or four phases. The launch of a new phaseunces the rise in the financial
value of brands and the decrease in product avigtyasection 4.3.2). The Advertising

and Public Relations Manager of KKG Constructiom@r explains the reasons for the

manipulation of prices:

Consumers will start living by the end of the fiptase this year. This place will
become a living place. And it will also show itsv@stment potential. For this
reason, you cannot expect the prices to be sirbidween the first and the
second phase. Consumers who buy a house fromitdeptiase will invest in a
guaranteed investment. But someone that buys ahouke first phase takes a
risk. But it not like that in the third phase. Hiisf house has not been completed
yet, but he/she observes examples of ways of living

(Birinci etapta bu yilsonuna kadar y@m balayacak. Burasi artik yayan bir
yer olacak./nsanlarin yaadigi bir mekan olacak. Ve kendini kanitlgnbir
yatirim da olacak dolayisiyla. O yuzden birincigtki fiyatlarin 3 etapla ayni
olmasi beklenemez. Cunklu 3 etapta ev alangarantili bir yatirima parasini
yatirmis oluyor. Ama 1 etapta alan aslinda riskli allyomaA 3 etapta Gyle g@d.
Evi bitmem¢ ama yaayan bir 6rnek var goruyor.)
For this reason, developers avoid decreasingitfaadial value of brands since
the home is a source of investment for early buyRegently, the ruling party formed a
short-term reform in order to recover the marketaimrn and sustain the brands in the
marketplace. According to this reform, the taxirignouses that exceeds 15bdeclined
from 18% to 8%. Still this reform re-produces sbciass differences by relieving only

the upscale branded gated communities. Consideadbeunt of the CEO of Sinpa

REIT:

This law was made for the MHA and for its revenbarsig partners that have
unsold houses (Hurriyet Gazetesi, March 19, 2009).



(Bu uygulama TOKve TOK ile hasilat paylaimi yapmg ancak konutlari elinde

kalmis sirketler icin ¢ikarildi (Hurriyet Gazetesi, 19 Ma2009).)

Houses that exceed 150momprise only 5% of the total housing stock in the
country (Guler and Alp, 2009). As the developetestathe ruling conservative party
initiated the reform to promote the MHA’s brandsvéh the condition of the reform,
the government enables homeownership only for fhpeuincome consumer groups,
who have the economic capital to participate inupscale brand communities.

Finally, legitimizing and disciplining brand-buitdy performances also requires
commitment to the patrimonial system. A derivatinom Weber's concept of
patrimonialism (1978), patrimonial system refersatdype of domination that exists
between rulers and ruled. The ruler acts as ampaind personal relations invade formal
institutions (Erdmann and Engel, 2007). Within thisstem, formal state institutions
determine politics and policies with particulagsinterests and orientations (Erdmann
and Engel, 2007). The commitment to this type paatimonial system enables access
to brand resources and assists the material reahzaf projects.

The intensification of the housing problem aftee earthquake in 1999 and the
economic recovery after the crisis in 2001 creaesiafeguard for the revolutionary
reforms of the conservative party. The transforamatf the MHA and the allocation of
brand resources to the institution, the initiatioh the mortgage system and the
centralization of local municipalities under thentol of the metropolitan city
municipality enabled the diffusion of the patrimahsystem. The significance of this
competence intensified after the second victorthefconservative party in 2007. This

triumph fortified the party’s agency and reinforabé reproduction of class differences
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(elites versus urban poor) and class identity ooisf(the new conservative middle-class
versus the urban secular elites). For examplegdangloper that meets the conditions of
the bid can participate in treasury land bids. Qedytain developers receive the bids
repeatedly. According to a recent report publisbgdthe Turkish Chamber of Civil

Engineers, developers win the bids not by coinaddif CCE, 2009):

Most of the firms that have received the lion’'srghhy the MHA have close
ideological ties with JDP, familial and social teaships with the directors of
the political party in charge such as members efltfdependent Industrialists
and Businessmen’s Association (MUSIAD), the Assmmm of Anatolian
Businessmen (ASKON) and the Confederation of Bssimen and Industrialists
in Turkey (TUSKON). Moreover, businessmen from ttleer right wing parties
have also taken up business from MHA.

(TOKr/'den aslan payini alan firmalarin biyik kismi, AK®darina ideolojik
acidan yakin olan, parti yoneticileriyle gigik derecelerde akrabalik, arkaglak
iliskisi bulunan, Mustakil Sanayici vigadamlari Demgi (MUSIAD), Anadolu
Aslanlarifsadamlari Derngi (ASKON), Tiirkiye Sanayici Vgadami Dernekleri
Konfederasyonu (TUSKON) uyegiketlerden olymaktadir. Ayrica dier saz
partilere yakinlgi ile taninan jadamlari da TOKden is alanlar arasinda
bulunmaktadir.)

According to the report during 2004-2005, devetspihat hold close ties with
the conservative party in charge received 68% efrésidential bids. The ruling party
rewards its partisans and forms a pool of finanr@sburces that are hardly ever used for
the construction of social housing. As stated leyréport, despite the call for an urban
transformation in Istanbul, the MHA used 56% ofriésources for the construction of
upscale gated communities and only 44% for the tooctton of social housing
communities (TCCE, 2009). Therefore, the rulingtpgromotes the city to local and

foreign investment groups by allowing the flow eSources to the rich rather than the

urban poor.



Developers, rather than drawing this kind of bradidtinctions (Luedicke,

2006b), generally remain silent. Developers onlynoeend on the unfair competition

created by the agency provided to the MHA and KIBTKIPTAS following the

transformation of the MHA also used the public teses allocated by the metropolitan

city municipality for the construction of not ondpcial housing, but also upscale-gated

communities.

The agency of the MHA also restricts developessnfremploying trickle down

strategies for the construction of residential ¢ctg to the lower income classes.

According to the CEO of Soyak Holding:

The high tax and toll costs prevent us from adadngs® the lower and middle
classes. These costs must be decreased. Othetrwiseld be impossible for the
private sector to produce residential projectdtierlower class consumers... The
current legislation makes exceptions to the MHAe Phivate sector also expects
the same exceptions as the ones provided to thécpuititution (Hurriyet
Gazetesi, December 1, 2008).

(Dar ve orta gelirlere hitap edebilmek igin, bizngelleyen cok buyuk vergi-
resim ve har¢ yukd vardir. Bunun indirilmesi geyeki Aksi takdirde 6zel

sektorin dar gelirliler icin Ureteggé konut projelerine katkida bulunmasi
mimkin olmaz... Bugin zaten mevzuat @Kstisnalar sgliyor. Biz kamuya

sglanan istisnalarin 6zel sektére degtnmasini istiyoruz (Hurriyet Gazetesi,
1 Aralik, 2008).)

By distancing developers from the developmentoafiesd housing communities,

it becomes easier for the institution to legitimidtee development of upscale-gated

communities. The MHA undertakes the constructiosamfial housing and distances not

only developers, but also cooperatives that usgudeide housing to the lower income

consumer groups (Geray, 2007). The ruling partyhwvilie presence of the MHA

monopolizes residential production and consumption.
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Although developers avoid commenting on the socelhtions of some
developers with the ruling party, often rumors gh#pe construction of brand meanings
(Muniz et al. 2006). For example, in the gated camity, where the fieldwork took
place, a rumor circulated about one of the devetp@ccording to the rumor, the
developer is a relative of the deputy chairman oasiple for the Regional
Administrations and Deputy of Istanbul. Membergha ruling conservative party often
become the invisible “developers” of upscale-gatechmunities. Specifically, rumors
about certain developers close ties with the palitparty in charge intensify with the
number of brands that they introduce to the market. example, this kind of rumor

exists about the founder of gy@ap1 Construction. Consider the news story:

During the governance of the JDP political partywas put forward that as the

Prime Minister Tayyip Erdgan was from the city of Rize, he used his socidl an

political relationships for his own business pugmdt was also claimed that he

has modified the construction of a lot in the Gpetelistrict, where he plans to

develop a four-skyscraper project (Habertirk, 8412009).

(AK Parti doneminde Bé&dakan Tayyip Erdgan’in da Rizeli olmasi nedeniyle

yakinhklarini ve siyasi ikilerini isg hayatinda kullangn 6ne surdldu.

Goztepe'de isa edecgi dort gokdelenden olan projede de imar planlariyla

oynandgi iddia edildi (Haberturk, 8 Temmuz, 2009).)

As the news story elaborates, the alliance withgghtrons shapes master plans
and construction codes, giving developers thetgtidi modify the material dimensions
of brands (such expanding the size of the buildarg$increasing the number of floors).
Off the record, one of the developers explains hinese illegal practices often

necessitate the flow of financial resources toltical or metropolitan city municipality.

Sometimes municipalities record these resourcedoastions, but most of the times
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they bypass official accounts. Especially the npghitan city municipality has the
authority to perform any material modification imet gated communities without the
consent of local municipalities. According to awmhist, during the first 5 years of the
party’s governance, the metropolitan city munidigyamodified 4.300 construction
plansCiineyt Ulsever, Hiirriyet Gazetesi, October 2, 2008)

Before the recent local elections in 2008, theegoment redefined the spatial
boundaries of municipalities by removing some & suburban municipalities and by
extending others. For example, with the transitea market economy in the 1980s, the
ruling party at that time transformed the distraft Bah¢aehir that used to be a
preserved area for plantation into an upscale eesial area flourished with brand
communities. Particularly, developers’ close tigthvthe ruling party (Kurtulg, 2005%)
enabled the construction of upscale-gated comnasnitDevelopers in the district
formed a private company named &®ng that resolved infrastructural and
administrative problems. The referendum in 199¢nieated the company’s functions
and transformedBahc¢aehir into a suburban municipality. Before the munidiyal
elections in 2008, the government incorporated dmrict in the boundaries of
Basaksehir — a lower class district. The media adviser ofrthenicipality explains that
the ruling party reconfigured the boundaries ineortb increase the possibility of the
conservative party’s election and thus, increasthdu the party’s spatial agency (the
map in Appendix 4, photograph 7, illustrates bdtd hew and old boundaries of the

districts). In the words of the dissolved municial

The state’s proposed law towards the modificatibthe election areas reflects
the implementation of the system known as "Gerrydesimg” in the
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Constitutional Law. This means that the reform ngplemented to set the
elections areas in the interest of a politicalypart

(HUuktimetin secim cevrelerini yeniden belirlenmeyiaglayan bu uygulamasi ve
yasa tasarisi, Anayasa Hukuku literattriinde “Geraymering” olarak bilinen
bir sistemin Turkiye uygulamasidir. Yani, tam olgraecim cevrelerinin, bir
siyasi partinin  yararina olacak sekilde dizenlemesinin yapilmasi
uygulamasidir.)

In sum, the adoption of branding competences esalle execution of brand-
building performances. Developers acquire competenath the adoption of a market
orientation perspective, the maintenance of firgnmiedibility and the commitment to
the patrimonial system. Branding competences laga, discipline and reproduce
stakeholders’ brand construction performances. Neeless, gaining these
competences embrace dynamic relationships amonigd bsgakeholders as well as
material properties. Rather than being a propefriyndy human subjects, competences
lie in the dynamic relations between human and moeman actors (Watson and Shove,
2008). Particularly, the findings indicate that rmadevelopment should not only
respond materially to consumers’ changing practicethe private sphere of home.
Spatial dimensions also shape the execution ofbbaniding performances. Moreover,
the government and competing brands enable oriaesiie material realization of
brands. Consequently, the traditional market oaigonh perspective (for example, Kohli
and Jaworski, 1990) should incorporate the co-aomise dynamic relations between
human actors and the materials that they deal vBifand-building also requires
financial credibility. Financial credibility allowthe issue of commercial and consumer

loans before the material realization of brands dhds, ensures the material

development and the maintenance of brands in thdetpdace. Financial credibility



also makes the participation in treasury land Bdsed by the MHA possible. Finally,
brand development requires the commitment to thanpanial system. Having close
ties with the ruling party allows access to braasources (for example, treasury lands
and financial resources, and bypass of construcbales). Apart from the simultaneous
integration of brand resources and branding compete brand development is also

made possible with the integration of ideals arsga@lirses of brand ownership.

4.3. Constructing Brand Ownership

Brand stakeholders form and promote the concepbrahd ownership by
transforming and appropriating the meaning of honrership towards the ownership
of branded houses. Through employing differenttestyia@s, brand stakeholders execute
two co-constitutive practices: normalizing and potimg brand ownership, and staging
brand ownership. First, stakeholders by normalizangl promoting the ownership of
branded houses guide consumers during the decisalimg process. Brand
stakeholders advice consumers about the stratdbssthey need to employ for
selecting the right projects. Through these stragegstakeholders direct consumers to
the legitimate corporate brands that have adogptechécessary branding competences
(market orientation, financial credibility and patonialism). Specifically, stakeholders
communicate the temporality of brand value and @wonsumers to take immediate
action by directing them to the sales offices. &€dcaevelopers stage the ownership of

branded houses at the sales offices using scalelsnadd show homes. These resources
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assist consumers in dreaming the branded housecammnunity and also assist
developers in staging sales. Developers manipubatnd value materially and
financially in order to direct consumers towards thwnership of the branded house.
Through staging sales, developers also enable dialyn the material realization of

brands.

4.3.1. Normalizing and Promoting Brand Ownership

The catastrophic earthquake in 1999 transformed ntididle class ideal of
“having a roof over my head” to “having a safe reeer my head” and stakeholders
extended this new ideal to the whole society. Wit flow of brand resources, each
brand stakeholder group promotes the ideal of rdrimbme using different discourses.

The MHA and thus the ruling party referring toemtational organizations such
as the World Bank, the Council of Europe and thé&ddnNations promote the right to
homeownership (Bayraktar, 2007). Parallel to thesternational laws towards
homeownership, the Turkish Constitution in 1982 raldo codified the right to
homeownership enumerating to role of the staténéndevelopment of urban areas and
in the provision of housing. In the words of the™5article of the Constitution

(Bayraktar, 2007: 18):

The state takes measures towards the satisfacfiaesidential demand that
takes into account the characteristics of the sitiend environment, and
additionally supports social housing attempts.
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(Devlet, sehirlerin 0Ozelliklerini ve c¢evresartlarini gdzeten bir planlama
cergevesinde, konut ihtiyacini kdayacak tedbirleri alir, ayrica toplu konut
tesebbuslerini destekler.)

With the victory of the conservative party JDP2003, the government initiated
an urgent action plan regarding urbanization anasimg. This action plan focused on
planned urbanization, and on the prevention andstoamation of insecure squatter
dwellings (Bayraktar, 2007). The mobilization obanization enabled and justified the
passing of laws, the transformation of the MHA &mel extension of the municipalities’
authorities towards urban transformation. The nodojective behind these reforms was
to enable homeownership for the urban poor thromglking steady payments like a
rent.

Behind the right to homeownership, the MHA intends normalize brand
ownership. Both the social housing communities #r@dluxurious gated communities,
branded under the institution’s corporate brandeyamansform the cultural meaning of
homeownership towards the ownership of a home maad community. While the
MHA brands the social housing communities afterdigtrict and the use of the word
“dwellings” (for example,Hadimkdy Dwellings — HadimkdyKonutlari), the public-
private collaboration brands the luxurious brandhownities using brand names that
connote the exclusivity of the community (for exdeypinking the brand with global
cities, upscale districts and houses). Expandiegctiitural meanings of home (haven,
privacy, control, self, family, gend®r brands cultivate consumer trust and eliminate

consumer risk. The ruling party is one of the axtbat forms and normalizes brand

° Popular Turkish sayings about home: “Evim, evirzejievim”, “Ev gibisi yok”, “Yuvay! d§i kus
yapar”.
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communities not only by bringing together consumgitizens) that belong to same
taste culture, but also by creating self-sufficieomtemporary communities. According
to the president of the MHA the meaning of home éxtended beyond the need for a

shelter (Bayraktar, 2007: 76):

The analysis of the residential demand today shibasconsumers understand

the house as a living environment, which has coteglets infrastructural

problems and provides sufficient social servicesdducation, health, culture
and commerce; as well as place that offers varioostemporary living

opportunities such as parks, gardens, landsca@pgits and entertainment
facilities.

(Bugiin konut ihtiyacini irdelegiimizde, altyapisi ve ufami tamamlanngi

egitim, salik, kultlr, ticaret gibi sosyal donatilari yeterlparklari, bahceleri,

cevre duzeni, spor, dinlenme vglemce tesisleriyle insalara gdas yagam
olanaklari sunan yerkgm alanlarinda ikamet edebilme aglamaktadir.)

The MHA therefore combines the need for housintip the amenities of urban
living even for the social housing communities. @dting to the institution, these
performances have transformed consumers’ perceptimwards not only the
government, but also the state (Bayraktar, 2007).

The institution and thus the ruling party empldye tdiscourse of morality to
normalize branding practices and to promote theessimp of the branded house. The
institution argues that they do not use any otbarce of revenue for the construction of
social housing. The MHA creates its own resourgegebeiving resources from the rich
and giving it back to the poor by producing affdsttahouses (Bayraktar, 2007). The
declarations of the MHA evoke the English folklonero Robin Hood known for

“taking from the rich and giving to the poor” (EdBedik, Alsam Gazatesi, March, 18,

2010). The conservative party that emphasizesioebgvalues for the contemporary



Turkish identity employs one of the five pillars tslam in order to normalize the
institution’s branding practices. Islamic faith végs giving alms for the poor and the

MHA realizes this moral imperative call:

It is our duty to be able to make the lower incogneup homeowners. It is our
mission... We will continue this with the resources rgceive from our valuable
lands and the capital we earn from selling the Bswge develop to the wealthy
(Anadolu Ajans, Sabah Emlak, November 11, 2009).

(Yoksul grubunu ev sahibi yapmak bizim boynumuzwouldur, gérevimizdir...
Zenginlere yapgimiz konutlardan kazangimiz paralarla kiymetli arsalarimizi
degerlendirmek suretiyle elde etmoldugumuz kaynakla alt gelir grubuna ve
yoksullara yo6nelik bu agamizi surdirec@iz (Anadolu Ajans, Sabah Emlak,
Kasim 11, 2009).)

The MHA transforms into a reliable public brandttloperates not only for the
well being of its citizens, but also for the coyrdis a whole. With the transformation of
the MHA in 2003, the institution argues that tHaiand-building performances provide
employment and foster economic growth. The reatesindustry revitalizes several

industries from cement to iron, from textile toriture, from automobiles to electronic

appliances, etc (Bayraktar, 2007). In the wordgretident of the MHA:

Considering the other sectors it affects, the estdte industry has the potential
to trigger 33% of the whole economy. The actigitiwithin the “Planned
Urbanization and House Production Program”, whicis wtarted by TOKin
2003 and which was directed by Recep Tayyip Eatiobecame an important
factor in the revitalization of the real estatetse{Bayraktar, 2007: 135-136).

(Uretime dahil etii diger sektorler de dikkate alinginda, iryaat sektori
ekonominin yiizde 33'lUni hareket gegirecek glictediOK’nin 2003 yilinda
baslattigi ve Babakan Recep Tayyip Ergan’in bizzat yonlendirgi “Planh
Kentlegme ve Konut Uretimi Programi” gercevesindeki faatlgri, 6zel sektori
de harekete gecirerek saat sektoriinin canlanmasinda cekici guc glonu
(Bayraktar, 2007: 135-136).)

128



The institutions defense of the government’s irgation in the development of
brands on the one hand shapes and promotes thatiomof brand ideologies and on
the one hand, increases the power of the rulindgypdihe prime minister even
legitimizes the brand-building performances of iti&itution using the global subprime
mortgage crisis. According to the state, the MHAagled as the country’s savior from

the mortgage crisis:

The private sector claims that TOKestricts them this and that way. No, the
tasks of TOK is different, yours is different. If there weretramy TOK, the
mortgage crisis would also hit us. You need to kibis. If the mortgage crisis
has hit USA but not Turkey, we have an insuranckaths that insurance? It is

TOKI (Hurriyet Gazetesi, May 18, 2008)

(Ozel sektérden, “TOKbizi sdyle engelliyor, boyle engelliyor” diyorlar. Hayir,

TOKZnin gorev alani farkli, sizin gérev alaniniz farkEger TOK/ olmamy

olsaydi mortgage krizi bizi de aynen vururdu. Bboyle biliniz. EEer ABD’deki

mortgage krizi Turkiye'yi vurmadiysa, bizim sigormz var. Nedir o sigorta?

Toplu Konut Idaresi (Hurriyet Gazetesi, 18 May808).)

As the president notes, the upscale brand comiasm@ihable the trickle down of
the spatial phenomenon of gated communities fraenhighest socio-economic groups
to the lower ones. Legitimizing upscale brand-bntdperformances, the institution
notes that these brand communities comprise orfly @bthe total housing constructed
under their corporate brand name (Bayraktar, 2007).

Apart from the ruling party, financial institutisnnormalize and promote
branded house ownership. With the initiation of th@tgage system, banks have started
promoting homeownership by producing various finalhgroducts varying on

payments and interest rates. For example, the ob@y bank's advertisement reads

(Appendix 5, advertisement 2):



Garanti, the Mortgage specialist, observed vergfadly your wants and needs.

He/she worked for long hours. He/she prepared tlstmuitable mortgage

options for you carefully one by one... Mortgage splest Garanti, let him/her

make you an owner of a home.

(Mortgage Uzmani Garanti, farkli istek ve ihtiyagtazi can kulgiyla dinledi.

Ustiinde uzun uzun cgil Size en uygun mortgage seceneklerini, 6zeirer;, b

birer hazirladi... Mortgage uzmani Garanti, yapsm sv sahibi.)

Developers and the banks that they collaborath aléo perform co-branding
practices. The print and online advertisementsrafth communities depict the different
payment options coupled with the brand names agdslmf banks. While banks, on
their online mortgage websites, list the brand comitres that they cooperate with and
provide the link of the projects’ website. Throudghese co-branding practices
developers and banks cultivate consumer trustdrottnership of the branded house.

Developers are also significant actors in the a&wa framing of the branded
house ownership. Developers define this urban phenon as branded housing
projects or living spaces due to the size of theeigpment and the accommodation of

practices that enable community interactions. I words of the General Manager of

Y&Y REIT Construction:

You sell a lifestyle to consumers. You tell to comers that this project will
give you the opportunity to spend time with yourildten, to exercise
comfortably, to swim when you wake up, to creatacgpus home environments,
a place where parking will not be a problem anymard a home that provides
all the necessary electronic equipments.

(Artik insanlara yaam tarzi satiyorsunuz. Diyorsunuz ki ben bu projede
cocuklarinizin  vakit gecirebilege bir mekan, kendinizin rahat spor
yapabilecgi, havuzu olacak, kalkinca vyuzebilgce geny mekanlar
olusturabileceziniz, araba parkinin sorun olmayaga evinizin iginde her turli
elektronik donanimi gdayabilecginiz.)
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Developers frame these self-sufficient projectthvihe assistance of in-house
marketing departments and/or private advertisingnags. Advertising agents play a
significant role in the development and in the station of the project into a marketing
communications format. Media representations argtadirses attempt to persuade
consumers to visit the sales office and experig¢heespecificities of brand ownership.
For this reason, the media focuses on promotingcttmamunity and the associated
lifestyle rather than the house itself. Considex kharketing Manager of Dumankaya

Construction below:

In the advertisements initially you need to proviodormation about the
community. It is more logical to provide informati@bout the home interiors
when consumers visit the sales office. Becausekttmat you first need to see
the whole project, rather than the interior of ttmuse... in the advertisements
you have to communicate the points of differena thie project’s spirit.

(Bir reklam olarak digund(gtnizde, sizin ilk 6nce insanlara o siteyle ilgilgb

vermeniz gerekiyoriciyle ilgili bilgiyi daha sonra saji ofisinde vermeniz ¢ok

daha mantikl. Clnku siz baimizda evin icini gormeniz g#, ilk 6nce butln
olarak bakmaniz gerekine inaniyorum... Reklamda siz projeyi farkinasiyla
ilgili olan ve proje ruhunu yansitmaniz gerekiyor.)

As the manager contends, representations andimag@romote the ownership
of the branded house and community and createeanfbrce consumers’ perceptions of
the necessity of the branded gated communitiexeSinring the launch of the project
the material development of brands has not stargéddevelopers generally animate
images until the construction of gated communiti8@me developers also place

cameras that record the development of their pi®j€&onsumers by going on line can

observe live the construction of their branded ksusVith the development of the
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project, often developers also use images of shmwels (a sample house furnished by
developers).

In advertisements developers’ frame ownershigheftiranded house using the
co-constitutive tropes of naturescape, theminggatohg. Naturescape links nature and
the notion of community through the visual repreatons of the natural environment
rather than the home interiors. The advertisemsoristantly demonstrate visual images
of houses surrounded by trees and artificial lakest connote the healthy and
harmonious environment of the residential projéaigpendix 5, advertisement 3). The
city is portrayed as alienating and dangerous, @dgethe gated communities with their
natural environment are distanced from this cotee Tirt outside the gates signifies
disorder and the elimination of the dirt inside thgtes results to a positive effort to
organize the environment (Douglas, 1966). The ahtumvens of the gated communities
form the new metropolis, the new Istanbul both gl and socially cleansed from
the inescapable hazards of the city (Appendix Yedtement 4). Brand names also
connote the formation of a new city, a new Istardudh as Misstanbivleri (= homes)
and ldeabt Kent (= city). The communities promise an Edenic If#st(Wood, 2002)
freed from the uncertainties of contemporary livengd especially the concerns over a
future earthquake (Appendix 5, advertisement 5).ohder to wall out material
uncertainties, advertisements depict the nameshef technologies used for the
development of the brand communities despite tbetifieey are incomprehensible by the
average consumer (such as bore pile and tunnel gystems, and raft foundation).
Referring to architects and earlier projects of tteeporate brands’ also eliminate

uncertainties. Popular local and foreign architeexslude the problems of uneven
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development by producing contemporary living spaites integrate the family, the
community and the natural environment. Advertisetsiesiso refer to developers’
previous branded residential projects. Real lifages of earlier communities that have
created a safe home for its consumers build tawatds the corporate brand. While
gated communities distance themselves from the ttigy depict the close proximity to
major highways. The upscale residential communitemble the movement of
community members to workplaces, airports, shopgisticts and private schools and
universities. Maps that locate the lot in the distnd illustrate the distance of the gated
community from major highways and metro stationtefeinforce narratives.

Theming is also instrumental in the promotion @@ community ownership. It
links the values of a resort lifestyle and the otof community. Branded gated
communities promote a self-sufficient space offgranwhole inclusive — holiday like
living that fosters the revival of neighborlineds. the words of the Business and

Development Manager of Sur Construction:

Why does an individual want to take a holiday? Thay, “| have worked for the
whole year. | am really tired and | want to relak’.his/her house does not
provide any opportunity for relaxation, then he/sti# always desire to take a
holiday. But why does a person go on a holiday? samming, for laying on

the greenery. But if you offer some of these exgtemts in that community, if
you say that every morning you can wake up and siwitihe pool, and after
taking your shower and making your breakfast you start your day, and with
the growing numbers of these types of living enwnents, the need for going
on vacation also decreases. Sometimes individuailsgl in these types of
communities say “We used to go on a holiday, but m@ don’t as living here is
like being everyday on a holiday”

( Kigi tatili ni¢in istiyor? “Ya ben butin bir yil boywa cok yoruldum,
dinlenmem lazim” diyor. ger evinde veya bulungu yasam alaninda dinlenme
imkani sglanamiyor ise bu kinin icinde surekli bir tatil arzusu birikiyor. Ama
tatile insan niye gider? Yiuzmek icin giderggé yeyil bir alanda uzanmak igin



gider, onda sonra sonucta bu tatilde beklentileribir kismini siz o sitede

verebiliyorsaniz ona yani sen sabah kalkip yizmeaihanda ytzebilirsin, gelip

dusunu aldiktan sonra kahvaltini edip ondan sonra gisbalayabilirsin. Bunu

dedikten sonra bu tir yam alanlari ¢galdikc¢a, insanlarin tatil intiyaclari da o

anlamda azaliyor. Belli donemlerde bu tir sitelerdgsayan insanlar “ya

eskiden tatile cikardik tatile ¢cikma ighmizde kalmadi ¢unki burada neredeyse
her gun tatildeyiz” diyen insanlar oluyor.)

Advertisements reinforce the holiday like livingased with other community
members with the selection of brand names thatatenthe sense of belongingness to a
community using words such as neighborhood, howikasge, country and city. Visual
images also reinforce sociability through the @yt of practices that can be
undertaken in the brand community: drinking coffaethe verandas, swimming and
sunbathing in the swimming pools, exercising in #ports center, playing tennis,
rowing boats in artificial lakes, and children pfay in playgrounds (Appendix 5,
advertisement 6). Visual images and copies ofteawdattention to children’s
socialization (Appendix 5, advertisement 7). Adigmmnents draw attention to the
recreational facilities and the practices thatdosommunity ties, while images rarely
portray the practices inside the private spherédarhe. On one hand, the neo-liberal
ideology and the global consumerist ethos facdithe construction of ownership of the

branded house through theming, defined as a “caheeemic meaning. Consider the

definition provided by the Marketing Manager Asardtof Soyak Holding:

The concept of a project is the theme that prajai¢toe built on. You can think
this like: “what are you going to offer to the cansers?”, “what are the
characteristics of the lifestyle?”, “how are wergpto define the project?”

(Projenin konsepti, projenin nasil bir tema Uzermtairtulacasl. Bunu dasdyle

distnebilirsiniz: “misteriye orada ne sunagaz?”, “yasam alaninin 6zellikleri
ne olacak?”, “projeyi nasil tanimlayagaz?”.)
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Several developers replicate the global Disney theark formula (Gottdiener,
2001) in the pursuit of brand construction. Theedatommunities represent a certain
type of community, centered upon notions of theaided family, neighborliness and
the combination of leisured consumerism. In the wet Disneyland ifAmerica and
that the “real” America does not exist outside [@{ga Main Street, similarly the values
of suburban lifestyle, the notion of nature, nemthhess and security can only be found
within the walls (Wood, 2002). Developers seekeimove the heterogeneous aspects of
difference and otherness and offer a homogenefastylie. As soon as consumers step
through the gates, like Alice stepping through ltbeking Glass, they will be entering
into another world (Wood, 2002).

On the other hand, distinctive material and synecbpkoperties shape and
differentiate the gated communities from each otBewvelopers form unique concepts
that structure material and symbolic propertiest Evample, in 2008 SinpaREIT
launched its new project named as “Bosphorus Gignbul”. The developer promotes
the brand under the tag line “As living in BosphsrBogazda yaar gibi). The
material form of the brand reproduces the presigidistricts of Bosphorus through the
design of the houses, the landscape that reprodheeseven hills of Istanbul and the
two 720 meters artificial bridges connecting theastoucted European and Anatolian
parts of the project (Appendix 5, advertisement=®Een though developers form brands
under a common motif, they provide some degreedividualized differentiation and
choice within the gated communities. Developersatereand narrate the material
diversity of the houses inside the brand commumitieor example, “Bosphorus City

Istanbul” incorporates thirty-eight different typed houses in the price range of

13%



153.000YTL to 2 million YTL (¥ phase of sales, 2008). Consequently, apart from
community members’ practices (Kates, 2002), dews®palso recreate status
differences in the built environment. While gatesimenunities form a homogenous
“public” environment, the houses create a “privab@me that reproduces differences
within the upper income group. Similar to the stmues of common difference (Wilk,
1995), through theming developers shape brand cantynoawnership, while material
and symbolic properties differentiate brand offgan

Finally, the trope of gating shapes the boundasiebrand communities and
distances members from non-members. Visual imagemtes signify exclusion and
socio-cultural stability by welcoming consumersttblaare a similar taste culture. Some
advertisements even depict the occupational catsgamf early community owners
(buyers) and thus distance consumers that do nothé& criteria (Appendix 5,
advertisement 9). The recreational facilities iesile gates (such as golf and horse
riding, art galleries) and the selection of bramanes linked to other entities (Keller,
2003) (such as global cities and upscale distrifdsjer distinction and distancing
further (Appendix 5, advertisement 10). Beside rt@amng and making the members’
habitus visible, gates protect children’s socidlma Neighborhoods are sites for
educating and socializing children and parents w@mnsure that their children get an
education appropriate to their anticipated classtipm (Savage and Warden, 1993). For
this reason, advertisements often depict the distasf the brand community from
prestigious schools and universities (Appendixdveatisement 7). The community also
allows the socialization of children belonging ttetsame class position. Gates also

protect the financial value of the brand commubifykeeping the inferior others outside
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the gates and thus, by maintaining order insidéothad community. Since the prices of
the branded houses increase incrementally with ritagerial development of the
community (see 4.3.2), through time developers mikencially even harder the
realization of homeownership.

Overall, developers with the assistance of adsiagi agencies, frame the
ownership of the branded house and community ukiaghree co-constitutive tropes of
nature-scape, theming and gating embraced by tbealimyth of the ideal home
(Oncii, 1997). The myth market of the branded gateshmunities’ moves beyond
national boundaries (Holt, 2004) evoking a globahiform myth (Askegaard and
Kjeldgaard, 2008; Strizhakova et al. 2008).

Images and new stories in foreign and local Westnd industrial magazines
(for example, Monocle, House Beautiful, Home Atyrriyet Emlak and newspapers
(most of the local newspapers provide weekly supplgs on housing), and on TV
channels and series (for example, Desperate HousswiWeeds,Binbir Gece
Samanyolynormalize and encourage the ownership of thedearmouse. Sales offices
and show homes usually become the workplace (famgle Annem- Idealist Kenj or
homes (for exampleBinbir Gece — Pelican Hill, KKGAski-Memnu — Lagiin, SINBA
of the heroes, while the community becomes thengetif music videos and product
advertisements (for exampRiri, Biri ADSL —Mashattan (Appendix 4, photographs 8
and 9). Last year one of the most popular TV senekurkey Binbir Gecé aired live
the last episode of its season in Bedican Hill gated community. Developers used this
opportunity to promote the residential project thaisted the luxurious wedding

ceremony of the leading actors (Appendix 5, adsentient 11).



With the transformation of the meaning of home #r&normalization of brand
ownership, stakeholders form guidelines for theec@n of brands. Stakeholders’
advice potential consumers to control brand comigurgsources. The guidelines
attempt to minimize consumer risk perception byirlgs legitimate and illegitimate
brand-building performances. Turgut Engihg columnist in an industry related

website (www.emlakkulisi.cory) explains the significance of the decision on the

performance of identity projects:

Buying a house is one of the most important degssia a lifetime. This subject
has many dimensions: legal, economical, sociaturall| technical, bureaucratic
and psychological. Buying a house from a projeceamseinvesting all your
savings into your future. Making a wrong selectioreans a vital mistake
(Turgut Enginglu, www.emlakkulisi.com11 January, 2010).

(Konut satin alma kinin yasamindaki en dnemli kararlardan biridir. Konunun
yasal, ekonomik, sosyal, kultirel, teknik, blrokrae psikolojik birgok boyutu
var... Projeden konut satin almak tiim birikimlerilegesine yatirmak demektir.
Eger iyi bir se¢im yapilmaz ise, y@msal bir kumar oynanmiolur (Turgut
Enginglu, www.emlakkulisi.comll Ocak, 2010).)

Stakeholders direct consumers to the municipalitesrder to control master
plans and construction codes, which may pose aatthce future brand community
performances. For example, in the gated communitgres the ethnographic research
took place, the parcel that locates the tennis faotball courts belong to the city
municipality and was actually allocated for the sibaction as a part of highway. A
community member revealed this deception and pblichis compliant on a national
newspaper. Even though developers have rented dneelpfor nearly ten years,
community members believe that the municipality@gercy inside the gates may

eliminate the future practices inside the brandroomity.
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Stakeholders additionally advise consumers toidenshe dimensions that have
restricted the execution of practices in their fernrhome environments. The house
represents one of the most significant and expensansumption objects for the
formation of consumers’ identities (for example, Gtacken, 1989; Belk, 1988). It is a
site rich of cultural symbolism, a mirror of seMdrcus, 1994), a space that confirm
one’s self (Jackson and Moore, 1995) and a spacehioh one is able to exercise
control and power (Belk, 1988). By reflecting om tleal and perceived tensions of the
former home environments, stakeholders advise enemito examine the congruity
between the branded residential projects and their identity projects. For example,
KIPTAS, the institution bound to the municipality of Istaul, similar to the MHA has
also initiated the development of upscale-gated monities. Despite the marketing
strategies of the institution, the implicit preseraf the conservative ideology and the
predominance of conservative upper class consuna#s turned the gated community
into a religiously defined brand community distamgcurban upper class seculars. The
possible differences between the promised and llifedtyle distract not only one’s
identity project, but also the family’s identityqgpect.

Stakeholders suggest to consumers to monitor thtermmal properties of the
projects by checking developers’ previous brand roomties and the contracts that
provide information about the technologies and gheducts that will be used for the
development of brands. During the economic downtar2008, stakeholders promoted
the ownership of smaller houses inside the gatedinuanities. Lower taxes and
maintenance costs coupled with the whole-inclubfestyle legitimize the development

and promotion of smaller apartments within branchownities.



Apart from the symbolic connotations, brand stallédérs frame the branded
house as a source of investment. Legitimate branthwnities create financial benefits
to community members both with the future markdt@af the house and the district.
Legitimate brand communities do not make a burden rhonthly payments for the
maintenance of order inside the community. Reaveatifacilities inside the residential
projects increase the maintenance costs of bramoncmities. For this reason, in some
gated communities the sports centers are accessildensumers outside the gates as
well (for example, Alkent Etiler — Alarko HoldingMaya Residences — Maya
Construction Group). Stakeholders recommend to wuoess the use consumer loans

since the banks control a brand’s equity and tiogsreate consumers’ risk perceptions:

Bank loan is a type of a guarantor for an unfinisheuse. It is for this reason
the banks issue loans after investigating the comga This way, you will
understand that the company is trustworthy andahaatisfying balance sheet
with enough funds to complete the project and yadlli thus be able to buy a
house with a piece of mind (BariYilmazkaya, www.emlakkulisi.com 21
September, 2008).

(Banka kredisi, aslinda bitmembir konut icin bir nevi garantoérdiriste bu
garantorlikten dolayr bankalar aslinda sizlerin e firmay! aratirip
inceledikten sonra kredi kullandiriyor olacaktiru Bayede de firmanin givenilir
oldugunu, bilangosunun iyi oldiunu, projeyi tamamlayacak kaynaklarinin
oldugunu goreceksiniz ve gonul rahgtli ile konut alacaksiniz (Bari
Yilmazkayawww.emlakkulisi.cop?1 Eylil, 2008).)

Recently one gated community developed an adeengst in the format of a
quiz. The quiz, named as “how to make the right é®srlection in ten questions”,
examines consumers’ attitudes towards the brandgepties (such as the district,
technological infrastructure and the trust towalgscorporate brand) and the respective

accommodation of practices in the gated communfity éxample, shopping and

14C



exercising). At the end of the quiz “participanksarn whether they have considered the
right dimensions when selecting a new home. If thet,advertisement recommends the
correct dimensions that need to be examined bytitige consumers to the developer’s
project (Appendix 5, advertisement 12).

Overall, brand stakeholders employ different dissue practices in order to
normalize the ownership of brand houses and guwdsumers towards the ownership of
legitimate brands. Developers apart from mediaesgmtations and discourses employ
other resources (scale models and show homes)taatdgies (staging sales) in order
materialize and promote brand ownership for anrioffethat has not been materially

constructed yet.

4.3.2. Staging Brand Ownership

Stakeholders’ brand building processes developdsand brand communities
jointly. Neither brands nor brand communities depehdividually, rather they develop
simultaneously. By enabling brand resources, bsdakieholders allow the formation of
the brand and the brand community before its playsionstruction. Specifically, the
initiation of the mortgage system allowed the issfeconsumer loans before the
materialization of the brand, and consequently vadld the transition of brand
construction from a “first build then sell” to ar§t sell then build” system. Developers
stage the brand community through the use of soaldels and show homes, and split

up sales to classify community members.
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Since during the introduction of the brand in tharketplace the construction
has not yet started, developers stage the brandhantirand community at the sales
office in the construction area using scale modats show homes. Early buyers have to
wait approximately three to four years until thenpetion of the branded project. For
this reason, developers employ resources for thterrakzation of the brand and brand
community assisting consumers in imagining and erfqgming the ownership of the
branded house. Consequently, consumers imaginexgetience the brand community
before its construction and thus, play a signiftaate in the development of the brand
and the brand community.

The scale model is a miniature representatioh@btrand community portraying
the design of the houses, the distance betweehuitdings, the recreational facilities,
the parking lots and the landscape. Sales repadsers stage the brand community in
front of the scale models unfolding the brand frarmacro to a micro perspective —
from the community to the home (Appendix 4, pho#pirs 10 and 11). The brand
unfolds from positioning consumers at the exacation at the scale model to showing
the direction used to reach the development anatifog the areas on the periphery of
the community. Moving from macro to micro perspeetisales representatives provide
information about the general characteristics eflirand such as the size of the lot, the
proportion of built environment to landscape, taehhologies used for the construction,
the number and sizes of the houses and the reamabfacilities that altogether form the
dimensions of the promised lifestyle and community.

Depending on the construction schedule, developeiti a sample home

(apartment or villa, depending on the type of theed community) that creates a stage

142



for experiencing the private sphere of home (Apperd photographs 12 and 13).
Interior designers furnish show homes depictingab@mmodation of possessions and
the accommodation of practices in each room. Salg®sentatives provide information
about the type of the house such as the size amtberuof rooms, describe the possible
use of each room, and show the furniture and tdolgieal appliances that the brand
ownership will bring. Show homes enable consumeramagine the micro-practices
inside the constructed home environment beforentléerial development of brands.

The Business and Development Manager of Sur Cargtruexplains:

A person cannot give a meaning when he/she onbytheeplain house. He does
not raise any questions like “how can | turn tmtoia living room”, “can this

LT

object fit in this room”, “will the wardrobe gettm the room?”. This is because
in the show homes, the objects are there, the wiednas been fit. He actually
experiences it.

(Kisi sadece dort duvari gordii zaman anlamlandiramiyor. “Ya burasi salon

”ou ”ou

ama nasll salon”, “gya sgabilir mi sigmaz mi”, “dolap girer mi girmez mi”
diye kafasinda bir soryareti olmuyor. Cunku (6rnek evlerde) zategaeorada,
dolap orada goruyor gdigini. Orada birebir yaiyor.)

Depending on the construction schedule, developkosy consumers to visit
apartments in rough construction work with the stasice of architects. Consumers,
wearing barrettes, climb ladders and walk up thinighed stairs in order to reach the
home of their preference and observe the lands@gmeendix 4, photographs 14 — 18).
After the presentation of the brand and the bramirounity (in the sales office and

show homes) sales representatives hand to conseatafegues that describe the brand

and portray the scale model and the plans of egpk bof house (Appendix 4,



photographs 19 and 20). These catalogues assstim@ns in examining and dreaming
the branded house and community after leavingeteel spectacle.

Until the material development of brands, commumnitembers often visit the
sales office in order to observe the developmenh®efproject and the current financial
value of the brand. The consumer findings of tkisearch show that some consumers
even change some of their everyday practices iardadcreate occasions for visiting the
brand community. Before shopping for the new hooensumers often measure the
rooms of the home under-construction and take mastuhat will permit a nostalgic
reflection of the “birth” of their new home. Somaniilies use construction plans for
allocating rooms to family members and locatingsgssions inside the branded home.

In order to cultivate brand community ownershigvelopers often organize
parties before and after the completion of thedesstial project. Socializing practices on
the hand, provide a venue for collecting additiomdbrmation about consumers and
building brand loyalty, and on the other hand, gteesumers the opportunity to meet
other community members.

Although some avoid customization due to the fethe project and the
construction schedule, developers usually give worss the opportunity to customize
their homes by offering a selection of colors foe tiles, the parquets and the furniture
(for example, kitchen cupboards and wardrobes). dustomization of home allows
consumers to form their own brand meanings. Howewvieite planning the brand,
developers time the completion of the brand comiguhepending on the negotiations
among developers, constructors and retailers thavige the resources for the

materialization of the project. The production shhle and the corporate brand
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discipline the materialization of the project. Imetwords of Sales Manager of Tepe

Construction:

In order to deliver the finished houses at the dieelctime, | have to make
specific contracts. You have to plan in advancenhite retailers of bricks,
cement, etc., this and that, the retailers of demid windows. Because | am a
big firm | have to complete the houses at the $jgectime even if they have not
been sold yet.

(Bitmis bir binayi da belirli bir surede insanlara tesliedebilmek icin belirli

anlagmalar yapiyorum.iste bunun tglacisi, demircisi, betoncusu, vesairesi

bilmem nesi, kapicisi, pencerecisi bunlastaa planlaniyor. Teslim tarihlerinde

Size satsam da satmasam ga donemler icerisinde ben buyuk bir firma

oldugum i¢in bunlari bitirmek durumundayim.)

The sales manager also defends the uniform product homes by referring to
household dynamics. The conflicts within familiesItiplied by the number of houses
inside the brand community create a significan¢dhion the timing of the production
schedule. Despite some developers Fordist moderaxfuption, still the discursive
framing enables the promotion of exclusionary comstion.

Developers manipulate the timing of brand owngrsirough staging sales.
Depending on the size of the project, developesisiéisales in three or four phases. The
launch of a new phase announces the decreasedogbravailability and the rise in the
brands’ financial value. For early buyers, the kdethhouse is a source of investment.
The financial value of the brand is lower during lunch, as the construction has not
yet started. Developers compensate consumers gviltirtake a risk. For followers and

late buyers, the brand community reflects the ¢ggiortunities both financially, given

the brand inflation in each phase and materiallyery the decrease in product

145



availability. Through staging sales, the brand essb@a temporality that affects
consumers’ experiences with the home.

Developers develop the phases of the sales empgldawo different strategies.
The first strategy entails manipulating sales andep through production. Developers
divide the project into three or four phases depenadn the construction schedule.
Thus, each phase announces the completion of sgtasfment buildings or villas. The
second strategy manipulates sales and prices lomseelvenues in order to ensure the
sale of the whole brand community. Rather than daing the entire project or the
phase that will be completed first, developersanhephase launch a specified numbers
of houses varying in material dimensions (for exemlandscape, direction and size of
the house, floor number). The sales manager ofctimsortium of Artg- Ozta and

Dogu Construction explains the reasons for stagingssal

Let’s say that there are 10 apartment blocks. i yaunch all of the blocks at
one time, the best apartment will be sold and thers will remain unsold.

(Diyelim ki 10 blok var. 10 bfgun hepsini safa ¢ikarirsaniz, 10 bjgun iyi kat

ve cepheleri satilir, derleri elinizde kalir.)

Developers postpone the sale of houses that pogseater material benefits in
order to accumulate higher financial resources. téreproduction or revenues based,
through staging sales developers classify communigynbers by creating boundaries
within the brand community and forming distinctibased on the financial value and
ton he material properties of branded houses. &pati, the revenue sharing model
makes brand distinctions visible, since consunteas dwn houses with greater material

properties portray the households’ economic capital
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Overall, the material development of brands ispassible without transforming
consumers’ housing preferences. Brand stakeholdenploy various discursive
strategies to develop, normalize and promote theeoship of the branded house and
community, and direct consumers to the retail sudes. In the retail spectacles,
developers use scale models and show home in trdeaterialize the brand and the
brand community before their development. DevelsEglit up sales by manipulating
prices in order to enable the flow of financialaeces for the material realization of the
project. Consumers by using scale models, show sphbrechures and catalogues as
well as by visiting the branded houses in roughstmigtion, imagine and experience

both the brand and the brand community.

44. Summary

The findings demonstrate the multiple and dynanctora (brand stakeholders,
materials, discourses and events) and procesdesniflale and control the development
of brands. Brand stakeholders build brands and doremmmunities through the
simultaneous integration of brand community resesydoranding competences and
discourses of brand ownership. The ruling partytervention in the development of the
built environment is significant for the flow of seurces and stakeholders for the
construction of branded gated communities. Apasimfrgovernmental institutions,
consumers, developers, financial institutions, @mewipresentatives, materials, events

and discourses also enable and shape the constructi brands. On one hand,



consumers sharing similar concerns, risks and dster enable and shape the
development of controlled self-sufficient residahtcommunities. Particularly, the

significance of the object in consumers’ identitpjpcts and consumers’ experiences
with former home environments shape the developraedtadoption of brands. On the
other hand, construction codes, financial resousses spatial specificities shape the
processes of brand creation. Negotiations and desswithin and between brand

stakeholders groups impact the future of branddida&rly, negotiations and tensions

over brand resources enable the development ofdimgncompetences. Branding

competences legitimize and discipline brand corstrn performances and shape the
material and symbolic construction of brands. Bratakeholders also discursively
develop, normalize and promote the ownership ofttf@nded house in order direct
consumers to the retail spectacles. While the stpgf sales puts pressure on the timing
of ownership, scale models and show homes assistiarers in enabling the ownership
of the branded house before its materialization.

Apart from the construction of brand, stakeholdénmand-building practices
produce additional effects. Branding practices @én#ie construction of brands, but at
the same time enable the construction of brand aamties. Stakeholders define and
shape the taste culture of community members. Gowental policies towards
urbanization such as the transformation of the Mtiél the development of the revenue
sharing model, the relaxation of construction coded the initiation of the mortgage
system classify consumers based on economic capital material dimensions of the
houses in the upscale residential communities aadhe size and the technologies used

also create economic divides. The luxurious brartd®tses generally accommodate at
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least three rooms and two bathrooms (with at lesms&t Jacuzzi), dressing rooms,
branded kitchens and technological appliances,ovidenitors to control those outside
the gates and the community members inside thedgedenmunity, and private

swimming pools and housekeeper rooms in villa tgpeed communities. Apart from

the reflection of economic capital, discursive pis of brand ownership, brand
names, the built environment, the landscaped gaaddrthe leisure facilities inside the
community form taste boundaries and distinctionsnsgquently, economic and social
divides enable the formation of the brand community

By constructing the brand community, branding pcas also reproduce
spatially social class differences. The gates dcgtathe urban poor and assure
protection of class positions. Often the image bé tcorporate brand and the
accommodation of practices reproduce class ideatibflicts. Developers’ adoption of
the conservative ideology and the infusion of tielig values in the brand community
with the development of mosques or shrines repmdhe class identity conflicts
between the new conservative middle-class andrenwsecular elites.

In addition to the reproduction of social clasffedences, branding practices
force a commitment to the patrimonial system. Téferms and the second victory of
the conservative party in charge have increasedgtheernment’s control over the
construction of brands. Since the political pamycharge shapes master plans and
construction codes, and allows the flow of finahaad material resources and brand
stakeholders, it becomes a significant actor in &ecution brand construction
performances. Developers that adopt the patrim@ystem assure the maintenance and

growth of their corporate brands in the marketplace



Branding practices additionally transform sociakms about housing. Brand
stakeholders normalize and promote the ownershiprafided houses. The branded
gated communities beyond the need for a safe shalteside and promise a whole
inclusive lifestyle that embraces the amenitiesnafdern living and excludes the
disorderliness of the decaying city. Brand owngrstultivates belonging by bringing
together consumers that share the same concesks and interests.

Finally, branding practices transform the mearofidgrands. Rather than only
symbolic meanings, brands embrace symbolic andrraktsocial and cultural, political

and economic meanings and distinctions.
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CHAPTER 5

EXPERIENCING THE BRANDED HOUSE AND COMMUNITY

This chapter presents the findings of the emgirismudy that explores
consumers’ experiences with the branded house anumanity. The multi-actored
brand-building processes, and the development émd 6f countervailing brand
meanings often form problematic brands that conssinave to negotiate. Moving to a
branded gated community, consumers experience plaultensions with their new
branded home environment. Tensions arise withinbifaad community, among the
brand community and other stakeholders. Consurmetijdually and collectively as a
household and as community, work on the resolubibhrand tensions to restore and
protect the brand community.

The findings are analyzed under two main practibas unfold the negotiations
and tensions with the branded house and commuatitesting brand rumors and brand

stereotypes, and negotiating appropriate brandopednces. The first practice
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explicates how consumers resolve brand rumors amaddbstereotypes by normalizing
the ownership of the brand house and their memlipemshthe brand community. The

findings illustrate that consumers employ multigtkeategies in order to negate and
resolve brand rumors and brand stereotypes thabwnd their brand. Along with

restoring the brand image, consumers often prefarde their membership in the brand
community or ignore brand speculations by sterdngyhe sources of the rumors and
stereotypes. The second practice explains how oco&xsunegotiate the execution of
proper brand performances. lllegitimate brand perémces threaten the future of the
brand. The findings indicate that different tastdtures inside the community and
community members’ and other stakeholders’ prastioside and outside the gates
shape the execution of individual and collectivanar performances for the protection

of the brand community.

5.1. Contesting Brand Rumors and Brand Stereotypes

The previous chapter illustrates how different rearknstitutions form the
discourse of “brand ownership” through transformitige cultural meaning of
homeownership, and through normalizing and prongotime ownership of the branded
house and community (section 4.3.). Along with neaiikstitutions, consumers through
their own imagined and lived experiences with thend also form their own discourse
of “brand ownership” in order to normalize the owstep of the branded house and the

membership in the brand community. Particularlyystomers execute these normalizing
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practices to fight against brand rumors and braacestypes. The launch of the brand
community shaped the formation and circulation winors and stereotypes on the
material and symbolic properties of the brand.

The subsidiaries of the Turkish Real Estate anefliCibank in the mid-1950s
enabled the development of the upscale suburbdnctief Atakdy The institution
divided the suburban district in different residahparcels (hamed as'Histrict, 2"
district 39, etc) leaving one of the most valuable seasides@pe lots for future
development. Although the district developed pregreely, the institution after the
construction of the residential buildings in tH& district moved to the construction of
the 7" and &' districts. The boundaries of the lot defined &sdéstrict formed an
autonomous parcel from the other district®\takdyenclosed with the military garrison,
the railroad, the coastal highway that connectscityewith the suburbs, and the main
road that provides access to the district and ittyecenter (Appendix 4, Photograph 3).
Even though the institution planned the constructiba villa community on the lot, the
unfavorable market conditions did not realize thgect.

Several consumers that used to live at the sastecdirecall their memories
with the lot. Children used the vacant lot as agational area and adults used the area
to practice driving. In 1999, during the holy morth Ramadan, the municipality of
Bakirkoywith the financial assistance of the Prime Ministd?ublic Relations Fund
transformed the area into an “Ottoman NeighborhoaViving the old Ramadan
celebrations. During the month of Ramadan, the ipubpace transformed into a
temporary consumption space that offered a widectieh of food and various

opportunities for shopping and entertainment gigying an entrance fee (Sandikci and



Omeraki, 2007). At the same year, the municipalitying the religious ritual dEid al-
Adha(Festival of Sacrifice) also transformed the phiti® a sacrifice area after the ban
of the performance of the ritual in the gardensghef apartment buildings. Consumers
also recall how the lot created a safe “home” dutime earthquake in 1999. Several
households spent a couple of nights at the vacartep a safeguard to protect their
families from the speculations of a future earth@ua

With the transformation of the MHA in 2003, thevgonment transferred the
resources of the Turkish Real Estate and CreditkBarthe institution. The revenue
sharing model converted the deserted lot into ascalp apartment type gated
community and shaped the formation of brand relatechors and stereotypes.
Speculations arose about the inappropriatenesgedénd for construction. The location
of the land in the seismic zone also intensifie@ tmobilization of this rumor.
Additionally, the parcel is close to a dirty stredmat has been under rehabilitation for
many years. Depending on the weather conditiotsiréole smell invades several areas
in the district. The adverse effects of this streantouraged the classification of
community members as the residents’ of the “slsititgam”. Observing the construction
plans and the material development of the brand afscouraged the circulation of
rumors about the close distance of the apartméctording to the rumor, commercial
incentives have expanded the built environment bgimizing the portion of the
landscaped gardens. The corporate brand imagerailsorced this rumor. In 2003
Delta Construction, a corporation formed by the swohum of seven business

companies operating in the real estate and ottwrsirie§, received the bid for the

® The highest share belongs to a firm that operatései textile industry.
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development of the gated community. Specificalhg firms that operate in the real
estate industry, before the construction of luxusigated communities (for example,
Pelican Hill, Florya Konaklari), used to develoguér apartments in the district of
Florya, known for their illegal constructions. Several kes in thd=lorya district do not
have the legal permissions for residence, formmgscale version of squatter housing.
Florya is the closest district to the main airport ofatdtul. For this reason, there are
legal constraints on the numbers of floors. Despite legal constraints, several
developers have constructed apartments that exbeegdermits. The metropolitan and
local municipalities have not taken any action & temolition of these illegal
buildings. It is quite evident that close ties witie political party in charge delay or
forbid the execution of actions, a common phenomenahe real estate industry (for
example, Genj 2007; Dganer, 1999). Similar rumors arise also about thteedga
community. According to the rumor, the developeré\takdy Konaklarihave illegally
expanded the project and therefore community mesnbeay face problems when
applying for the legal permissions for housing. €ldar how a columnist defines the

developers of the branded gated community:

Delta Construction develops (the brand) Atakdy Kdaa. The biggest share in
the firm belongs to Nihat Delibalta, a leading namehe textile industry. The
second most important partner is “the illegal depels” of the Florya district:
Mustafa Kelgoglu ve Cetin Giil (Mahmut Oviir, Sabah Gazetesi, M2y2D06).

(Atakdy Konaklar'ni Delta/nsaat yapiyor. Sirketin en buyik orta tekstil
sektorinin 6nde gelen isimlerinden Nihat Delibalignci énemli ortak ise
Florya'nin "kagak muteahhitleri" Mustafa Ke@glu ve Cetin Gul (Mahmut
Ovir, Sabah Gazetesi, 12 Mayis, 2006).)
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These rumors intensified by the media coveragehenpolitical tensions that
surround the brand. Columnists declare that the MidA the political party in charge
have invadedAtakdy Commercial, political and social ties have exmhthe numbers
of buildings and decreased the landscaped gardsrwording to the news report,
having the support of the ruling party, developease even invaded a parcel of land
that belongs to the municipality &akirkdy The confirmation of the rumor by the
mayor intensified the tensions on the brand. Elatiog on the invasion, the columnist

publicizes the mayor's comment:

The developers nearly drawed our borders as whtrd are gardens, walking
paths, tennis courts, swimming pools in the broebuwhich contributes to the
sales drastically. Therefore, | called the ownetheffirm, Nihat Delibalta. “This
38,000 m2 belongs to the municipality, it has teéha cost. You earn at least
100,000-150,000 Dollars per apartment. The muniitypmust earn the half of
this amount. When we calculate this with taking sp@are meter used and the
rent averages in account, this amounts to 20 mill@ollars in 10 years.”
Delibalta got mad. | also gave him a week to thatout this and to make a
decision. He left. After some time, the inspectoase (Mahmut Oviir, Sabah
Gazetesi, May 12, 2006).

(Sahil boyunca neredeyse bizim hududu da giadamlar. Sasi brogtrlerinde o
yesil alanlarda; yariyiy yolu, tenis kortu, yiizme havuzu goruntyor. Buadaas
ciddi katki sglyor. Onun uzerinesin sahibi Nihat Delibalta'y1 ¢girdim. “Bu
38 donum arazi belediyenin, bunun bir bedeli vaair® basina en az 100-150
bin dolar para kazaniyorsun. Bunun vyarisi belediyakkidir. Metrekare
hesabina vurunca emsal kiralara bakinca bunun rakaonyilligina 20 milyon
dolardir’. Adam kopurdid. Ben de bir hafta ginmesini ve bana kararini
bildirmesini soyledim. Gidi o gidis. Ondan sonra o da& mufettisler geldi
(Mahmut Oviir, Sabah Gazetesi, 12 Mayis, 2006).)

Stereotypes also arise about the economic and-satiural background of
community members. Although the financial valuethed houses was lower during the

launch of the brand, still rumors circulate abdw# uinreasonable prices. Community
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members are perceived as the nouveau riche andnte fashion” upper class
conservatives. Specifically, the rumors about dmwels’ close ties with the
conservative ruling party intensified consumerskiaty over the taste culture of
community members. Melahat (49, F) and Yagmur B§3xplain their fears about the
conservative values that can threat the executi@veryday practices in the “public”

space of the gated community:

Melahat (49, F): We were concerned that the managé&shtendency towards
religion would restrict our lives... Individuals weadraid of this. Whether they
would experience “neighborhood pressure”. Livings tipressure inside the
closed community.... Since every political party ¢esatheir own networks,
with the presence of the MHA individuals believedttthe community would be
managed based on their (the developers’) own values

(Melahat (49, K): Yonetim agisindan daha dine yinelmasi aslinda bazi
seylerde de acaba bizi kisitlayacak mi diyestuice getirdi acik¢asi yam

olarak... Insanlar bundan korkuyorlardi zaten. Mahalle baskdenen olayi
buradan yaamaktan. Kapall gevre icerisinde sgmaktan... TOKnin olmasi

dolayisiyla her parti kendi gevresini yaratiyor. @nigin de onun verdi

degerler dgzrultusunda olaylarin ge¢ecesini distiniyor.)

Consumers encounter rumors and stereotypes abelirand not only in their
everyday interactions, but also on online forumer Example, in 2005, an online
member of a popular Turkish hypertext dictionargttls build up on user contribution
created a post on the gated community. One of titiees on this online consumer

dictionary gives a synopsis of the rumors and stgpes that surround the brand

community:

! http://www.eksisozluk.com/show.asp ?t=atakdy%20karak
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The place was built with Islamic capital. Therefoevery convenience was
taken into consideration. | believe that only tiparaments that face the sea are
sold because the other flats at the other sidetfecauto junk yard, hill and train
scenery. In addition, the bad smell of the cree&rime quadruples in summer
(nickname cuppa, 02.08.2008).

(Yeil sermaye ile yapildn icin her tarli kolaylgin disunuldigt yer...
tahminimce sadece denize bakan kisimindaki evlsamnlmstir zira arka
taraftaki evlerin sadece araba mezgrlibayir ve tren manzarasi vardir. Ayrica
ordaki derenin kokusu yaz aylarinda dort kat faetlili oldu (takma adi cuppa,
02.08.2008).)

Some consumers, feared of the rumors and steemitygwven gave up the
ownership of the branded house. Selah (62, M) amd(5L, F) explain that during the
launch of the project, they reserved two apartm#reaswere not on sale yet. When the
sales representative called the couple for thetimeats, Selah (62, M) went to the bank
that he cooperates with to receive information altloel mortgage options. However, the

brand rumors disrupted the ideal branded housesi@enSelah’s (62, M) reaction:

Selah (62, M): | said, “I liked an apartment in keg Konaklari” then “God
willing, we are thinking to buy it”. When | saidighand they like me in the bank
they said, “Mr. Selah we will tell you something.eWhave a customer that
bought four houses from Atakoy Konaklari. But heatte so many negative
things, the apartments should be five-stories Aadsixth and seventh floors are
illegal and that the creek smells, that he candedik of the houses purchase.
When | heard this | went to my wife and said “Nbette is such a situation and
in the first place | was concerned with the snték, condition of the land, etc”.
We gave up. | called them and told them that trmyd sell the two apartments
that we had selected, which were really cheap tBeth the Euro parity and the
prices were low.

(Selah (62, E): “Atakdy konaklarindan yerdemdim” dedim ondan sonra dedim
“kismetse dfiiniiyoruz”. Oyle deyince beni de bankadan sevet®ejah Bey”
dediler “size bir sey sdyleyeggz ama sakinsey yapmayin bizim ¢ok iyi bir
musterimiz var oradan 4 tane yer aldi Atakoy konakidan, fakat adama 6yle
haberler gelmi ki iste 5 katliydr da kacak katpnbu 6 ile 7 ‘yi diye, dere
kokuyor ondan sonra tim insanlar gjddaireleri iptal etti diye. Bu adam da
geldi 4 tane daireyi iptal etti algindan vazgecti”. Oyle deyince geldim dedim
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“Nur boyle boyle bir durum var zaten o koku olaynim kafama takiliyordu,
ondan sonra toprak yumak bilmem ne”. Vazgectik ben telefon agtim dedim
serbest, o benim iki tane ayigitm ki o zaman ¢ok ucuzdu hem Euro ¢oft#til
hem de fiyatta diiiktd.)

Consequently, rumors do not only reflect what¢benmunity wants to be true
that is positive speculations about the brand (@&uand Muniz, 2010), but also
embrace the conflicting speculations of non-comryumembers. Brand rumors and
stereotypes shape community members’ brand mearandsconsumption practices
before and after moving in. Consumers employ mieltgtrategies in order to cope with
the rumors and stereotypes that surround theirlgmodttic brand. Community members

carry out practices to normalize the ownership hd branded house and the brand

community.

5.1.1. Normalizing the Ownership of the Branded Huse

Consumers employ various strategies both beforeafied becoming owners of
the branded house, and members of the brand corymimnirder to manage and
control brand rumors and stereotypes. Community besinormalize the ownership of
the branded house by narrating their own clasdiposand by monitoring the financial
value of the brand. Often consumers rather thartralting the impression of others
prefer to hide the ownership of the branded houserder to avoid the endless

justifications and to reveal the fair value of com@r products. Sometimes they even



react by stereotyping the consumers that circullaée conflicting brand rumors and

stereotypes.

5.1.1.1. Building the Discourse of “We Deserve”

Comparing the financial value of the branded hewsgh the other houses in the
district, individuals outside the gates perceivencwnity members as the newly rich
that either make money without much effort (get tbe gravy train —kolay para
kazanam or engage in illegal practices. Households, ctillely as a family, use the
narratives of their former home environments amaeelly the process of becoming
homeowners in order to normalize their own socioreenic position. Homeownership
marks one of the significant stages in the family tycle. McCracken (1989) defines
homeyness as the cultural phenomenon by which icheils construct their self and
family, and realize definitions of sociality and otedness that are otherwise
inaccessible. It represents an ideology througtclvimdividuals invest material culture
with very particular meanings. However, severalst@ints that may arise from housing
residence and the general loss of control makelilkely to provide the homeyness that
McCracken (1989) defines (Hill, 1991). Informantsadiss the hardships of tenancy and

thank God for their current situation. Considee3a(73, F) account below:

Jale (73, F): First of all, you need to find theame to pay the rent every month.
Second, they can tell you to leave suddenly, wkidhleave you no choice but
to look for another flat. Thirdly, you cannot intes everyone’s apartment
because in the end, the apartment is not youtaiaya prayed Allah to give me
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my own dwelling because | never had the budget &kansuch expenditure.
Therefore, | believe Allah gave me this apartment.

(Jale (73, K):Simdi bir kere her ay bir para bulmak zorundasinr Bincisi
sana c¢ik diyi verirler. Yeni ev arayacaksin gidestekBir tc¢lncusu herkesin
evine bigey yapamazsin ¢unki o masrafigtzaman senin gédir o. O kadar
mesraf edecek biyuk bir butcem olrngadiin Allah bana kendi evimi versin diye
dua ettgim igin, Allah’ta bana buray! nasip etti diyorumeB burayi bdyle
gonlimun igcine sarmidurumdayim.)

Along with the hardships of tenancy, the matepralperties of the buildings and
the socio-cultural profile of the residents in feemer home environments distract the
meaning of home. Halil's (52, M) attachment to ¢lisldhood district, moved the newly
weds to a rented apartment in fatih district. Halil (52, M) explains how the spatial

properties of the apartments disturbed the privddize family home:

Halil (52, M): The houses in Fatih are very closestich other. Ayten used to
live in Germany in an area similar to gated comnyuwhere the buildings were
further away from each other. She was very mucloyeuhin Fatih. There is the
problem of parking, the streets and roads are maryow, when you open your
window, you are very close to the building acrdss $treet. You are very very
close to each other. When a TV is turned on adlesstreet, you can hear it in
your flat very easily. People speak, shout, maksenaars honk, the children
play in front of the door of the building. Ayten svaery uncomfortable. Also,

the apartment was heated by furnace. Naturally hwhe first got married, we

did not have the enough financial means so we demfat.

(Halil (52, E): Simdi Fatih’'te evler birbirine ¢ok yakin. Aysel'ddndanya’dan
geldigi icin Turkiye'ye, Almanya’da site tarzi biryerlexdturuyor ve binalar bu
sekilde uzak. Orada cok rahatsiz oldu. Otopark sarwar, yollar ¢ok dar,
camini acigin zaman kanndaki binayla g6z gozesin. Cok yakinsin birbirine.
Karsida televizyon actiklari zaman sesini sen evindehatlkla
dinleyebiliyorsun. Kongulanlar, basirigmalar, gurultiler, araba sesleri,
cocuklarin kapida oynamalari. Aysel rahatsiz olddan. Sonra sobali bir evdi.
Tabi biz ilk evlendiimiz zaman maddi imkanlarimiz da ¢ok yeterli olgaabin
kirada oturmak zorunda kaldik.)
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After living in the Fatih district for two years, the household bought tloeim
house in thdahcelievlerdistrict with the financial assistance of their faes. The new
home environment restored temporarily the meanirigeofamily home.

Similarly, Candan (42, F) explains that theirtfitwo houses were at the same
district with her parents in law. When their thosaighters grew up, the district posed a
threat on their socialization process. Candan 3 Zxplicates the motivations for the

ownership of the branded house:

Candan (42, F): It was the time when the childrawehstarted the primary
school. We observed some shortcomings. Well youtlaiawk whether there any
differences between districts? They are. Simitarthe differences between
schools, differences also can form between distridthe children motivated us
to move. We wish our children to get an educatioa better district, to grow up
in a better district and to make friends in a bettistrict, as they could not do
any of these in the Findikzade district. For exanplsed to drive the children
here (to Atakoy) for swimming. They did not haveesb opportunities in
Findikzade.

(Candan (42, K): Cocuklar ilkgretime balamilardi, bize okulunda birtakim
eksiklikleri gozimize geliyordu yani diyeceksintzkni semtten semte farklilik
oluyor mu? Oluyor. Okuldan okula nasil fark oluymrsemtten semtede
farkhliklar olusabiliyor... Cocuklar daha iyi semte okusun, coculdaha iyi
semtte yegsin, cocuklar daha iyi yerde arkag& edinebilsin. Tamamen bu
sekilde gelsti olaylar. Cunki cok fazla Findikzade de bu tageyler
yapamiyorlardi. En basit degim gibi haftada 3 giin buraya (Atakdy’e) ylizmeye
getiriyordum. Findikzade de bdyle bir imkanlari ok
Changes in the families’ life cycles and the feathe urban others, normalize
the families’ ownership of the fortified brandedulse and community. Likewise, Sevim
(49, F) and Umut (58, M) faced similar concernshvilieir former home environment.

The changes in the family’s life cycle turned theusehold from homeowners to

tenants. The emotional attachment retained the @hipeof the parental home, moving
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the family to a rented apartment in tAakdydistrict. The household elaborates on the

rising tensions of the previous district:

Sevim (49, F): When the children grew up, it becanmproblem. My son started
driving and we started quarreling every night beeanf the parking problem.
Umut (58, M): Getting home was a problem, going was a problem. We had
enough.

Sevim (49, F): My daughter grew up. She could neamwhat she wanted in
that neighborhood.

Umut (58, M): Of course, that area is a little eifnt. People are conservative
there. This was the final straw.

(Sevim (49, K): Cocuklarda blyudukten sonra sorimaga baladi. Ozlum

ar_ap_a kullanmaya bgadi her akam kavga ediyoruz. Park sorunu her Allah’in

?JLrJTTSt (58, E): Eve girmeleri dert cikmalari dert.rdak dolmaya bgadi.

Sevim (49, K): Kizim geng kiz oldu. Mahalle arasyrkiyor giydgini giyemiyor

[(J?lrlr?[:t. (58, E): Oralari biraz daha dgsik tabii ki. Bir muhafazakarlik var bir

bilmem nelik var. Bunlar da bargadoldurdu.)

The family, leaving behind their parents’ homeha Bakirkoydistrict, rented an
apartment in thé\takoydistrict. The family lived at the apartment foglei years until
the homeowner decided to sell the house. However, Homeowner priced the
apartment above its market value and therefore, hthesehold decided to become
homeowners and examined the alternatives withim fimancial capability.

Apart from the hardships of tenancy and the joyrtmavards homeownership,
households also describe how they enabled the satigniof the branded house. Some

households had to sell their former homes in otdedbecome members of the brand

community. Melahat (49, F) explains the trajectofyheir homeownership:



Melahat (49, F): My husband made everything by kiinshen we got married.
We do not have any properties we received from bdthur fathers. We did not
receive any support from anybody neither when wegho this nor when we
bought our former apartments. We did everythingpbyrowing, by developing
what we owned but all by ourselves.

Interviewer: Did you use bank loan?

Melahat (49, F): No, we did not. We paid ourselbgsvorking, and actually by
working more. We tried to pay by selling the twatdl we owned. We paid all
our debt last year. We live without debt.

(Melahat (49, K): Eim her seyi kendi yapti evlenirken. Hi¢ kimseden yardim
almadi. Babadan kalma hicbirimizin yeri yok. Hepligaak bazi seyleri
kazandik. Yani bu evi almamizda da kimsenin kagkigur. Oradaki (Atakoy 4
Kisim'daki) evi alirken de. Hep birtakigeyleri biraz borca girerek, birtakim
seyleri gelstirerek hep kendi ¢cabalarimizla yadik....

Interviewer: Konut kredisi kullandiniz mi?

Melahat (49, K): Yok kullanmadik. Kendimiz édedikiycalisarak. Biraz daha
fazla calyarak. /ki daireyi de satarak ddemeye gaik. Borcumuzu gecen sene
bitirdik. Bor¢gsuz yaiyoruz.)

Melahat (49, F) negates the class-based stereofyejustifies their ownership
of the branded house by explaining what she andhbglband gave up in order become
members of the gated community. Several other coassialso explain that they got
into debt in order to become owners of the brariamgse. Candan (42, F) explains how

her husband enabled the ownership of branded house:

Candan (42, F): We did not take a mortgage. Hel{bheband) borrowed money
from his brother. We had some savings and for #maining amount we
received financial support from my brother-in-lawl’he bank loans, the interest
rates and the risk of not being able to make thengats on time frighten my
extended family. But when there is a financial esfetween brothers, if he
needs assistance my husband helps, and if we reséxtamce he helps us, so
they help each other on financials issues.

(Candan (42, K): Valla bizim konut kredisi olma@por¢ falan boyle kaynimla
alisverigleri oldu. Bir miktar kendi paraniz vardi, bir métkaynimla 6yle onun
parasini kullanny olduk yani 6yle bigeyler oldu... Banka kredisiyle, banka
faizleri oluyor, bazenste o faizinin gecikmesi oluyor, o tarzlerde biraz
bizimkilerde korkuyorlar. Ama kargler aralarinda bdyle parasal giveris s6z
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konusu oldgunda seylerdir yani onun ihtiyaci olur o ona verir onuhtiyaci

olur o ona verirseydir yani 6yleseyleri olur birbirlerine kag1 yardimlari olur.)

While Candan (42, F) and her husband used a saferce for borrowing
resources, other consumers took a mortgage thigbevpaid off in a couple of years. By
narrating the story of the family home, consumezgate the stereotype of nouveau
riche and normalize the ownership of the brandedséoRather than an unfulfilling
terminal materialism, consumers perceive the ovmersf the branded object as an
empowering instrumentalism to live a more enjoyadniel secure life (Ger and Belk,
1999).

Dealing with the rumors about the abnormal prioéshe branded houses,
consumers normalize their purchase through mongathe market value of the branded
house. As it was mentioned in the previous chaphber,staging of sales increases the
financial value of the branded houses incrementatig decreases product availability
(see section 4.3.2). Several households explicate they were very lucky for
foreseeing the investment potential of the gatedmanity, as the prices have doubled
or tripled from the time that they have performiad purchase. For example, G6zde (46,
F) and Sawa (48, M) explain how the good timing has enableel dhvnership of the

branded house:

GOzde (46, F): We did not ask and hence missedliritestage. When we came
and asked, we saw that the value of our apartmehttae renovation costs will
be around a new, larger apartment here. That's whydid not think that it was
expensive. | think unlike now, at that time it was.

Sava (48, M): If it were now, we could not buy it. Now,s more than it's
worth. If you are going to buy something, you néeduy it at the first stage
when the company starts selling the first apartmetthe beginning of the
construction.
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GOzde (46, F): At that time, there was rough cartsion here.

Sava (48, M): The ones who buy at the first stage aeaatageous. After that,
it is not affordable. When these apartments finieky will be worth 600,000-
700,000 Euros. We bought them at half price.

(Gozde (46, K): Sormadik, ilk etabi dyle kacirddanra bir geldik sorduk.
Baktik bizim oturdgumuz ev ile alagamiz evi de tzerine koyunca bir de tadilat
yapacgimizi digindigimuizde evin metrekareside ona gore buyuk. Hepstni U
Uste koydgumuzda fiyat bize ¢cok pahali gelmedi. Ki o zamaguoglu zaten.
Simdiki gibi degildi rakamlar.

Sava (48, E): Simdi olsa alinmaz zaten. Berini buldu. Bigey alacaksaniz
zaten ilk etapta alacaksinitk satstan alacaksinizilk kazma vurulurken.

GOzde (46, K): Zaten temeldi burasi. Temeli ¢gkmi

Sava (48, E):1Ik olan etapta avantajli. Sonra gii¢c yetmez. Yoktikten sonra
bu dairelere 600-700 bin euro ne olacak. Biz ygaatlarina aldik.)

Even after moving into the gated community, constgmobserve the market
value of the branded house in order to rationahmd normalize their ownership.
Consumers often visit the sales office inside tla¢ed community, the real estate
agencies in the district, and check industry relateebsites to assess the current
financial performance of the brand community in tharketplace. Reyhan (49, F)

explains that even though they have bought theirsban the later stages when the

prices had increased, still they made a good inverst

Reyhan (49, F): The other day there was a houssalerover there. | heard that
the owner had some financial problems. They putatie while they were still

living in the house. What did he say 550 thousanm& ..(pause)... We called
and asked for the prices. It made an astronomicéit p

(Reyhan (49, K)Surada bir eeeey vardl gecen gin sahibi satiyerdiurumliari
iyi degilmis, icinde oturuyorlardi ilanlar vardi. Ka¢ dedi o 65bin euro...
(duraklar)... Yani biz telefon actik sorduk dayaflar, yani cok astronomik prim

yaptl.)
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Despite the symbolic value of brands (for exampleker, 1996; Keller and
Lehman, 2006), consumers also consider the prasenfuture financial performance of
the brands in the marketplace. Research on braniyedeals with the methods that
marketers need to apply for measuring brand edtatyexample, Keller, 2001; Keller
and Lehman, 2006). The findings illustrate thatstoners also employ strategies for the
measurement of brand equity to normalize the ovim@ref the branded house. For
example, Ozgir (40, M), one of the first homeowreplains that he often visits the
sales office in order to monitor the current vabfethe branded house as well as to
check product availability. According to the infaant, as product availability decreases,
the value of their houses will increase.

Along with the trajectory of the family home aritbtrealization of the potential
for profitable investment, consumers also hidertbeand ownership in order to avoid

brand rumors and stereotypes.

5.1.1.2. Hiding Brand Ownership

Consumers individually often hide the branded kansorder to avoid the brand
rumors and stereotypes. By hiding the ownershighef branded house, community
members avoid not only justifications, but also idvothers’ desires, and attempt to
enable the fair execution of marketplace perforrean®@umors and stereotypes signal
an embarrassment to being a member of the brandnooity and a denial of the

stigmatization of their consumption practices ldysos (Kozinets, 2001).



Consumers employ hiding practices during and after decision-making
process. First, consumers hide the brand in ordeawoid the material (unsafe
construction site, proximity of the buildings arftetstream), and the class (nouveau
riche and competing taste cultures) based socedudgtions. Consider Ferah’s (48, F)
reaction after her husband, Nejat (48, M) told tett he bought a new home from the

gated community:

Nejat (48, M): | said, “I bought a house”.

Ferah (48, F): And | cried. | was disappointedaitis“What is the point”
Interviewer: Really?

Ferah (48, F): We did not tell anyone that we Idug house. Neither our
friends nor anyone knew about it...Everyday someaad $The people who
have bought houses from Atakoy Konaklari are m3fteey do not earn money
legally”.

(Nejat (48, E): “Ev aldim” dedim.

Ferah (48, K): Ben de@dadim, Uzuldim. Dedim “ne lizum var”.

Interviewer: Oyle mi?

Ferah (48, K): Hi¢c kimseye soOylemedik biz gichiz falan. Ne arkada

grubumuz bildi ne bey bildi hi¢ ne biliyim... Bana hergun birisi diyér “Ay

diyor burda Atakody konaklarinda alan insanlar diyoafya diyor. Esey normal
parayla kazanmiinsanlar dgil”.)

Ferah (48, F), similar to other informants, fedépressed about the negative
opinions of others. Even though the narrativesavh@ownership and the disorderliness
of former home environments legitimize the ownegysbi the branded house, rumors
constrain the production and consumption of braistindgtions. Sometimes the branded
house even changes ordinary practices such agjtakaap. Jale (73, F) feels stressful

when taking a cap and for this reason she getsabf place close to the gated

community and prefers to walk instead.
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Often, rather than justifying the community, com&ss remain silent to the

opinions of others. Consider, Melis’s (53, F) exéarigelow:

Melis (53, F): For example, an incident happenedhat hospital. | gate the
address Atakoy ' district, but the official address is Atakdy Koek 6"
District. |1 heard two women talking, when she (dexretary at the hospital)
wrote AtakOoy Konaklari. They said, “Woooooow! Slsealso lives in Atakoy
Konaklari”. This is really interesting. | could sapmething. But | didn’t. | just
stared at them and then | walked away. And | knlosvdoctor. For a moment he
changed his facial expression.

(Melis (53, K): Mesela ben hastanede bir olayadim. Adresimi verdim Atakoy
6. kisim ama Oyle bigey ki resmi kayitlarda bizim buranin adresi Atakdy
Konaklari 6. Kisim. Atakdy Konaklari diye yazindd, hanimin kongtugunu
duydum. “Aaaaaaaaa! Bu da Baakanhk Konutlarinda oturuyor” diye. Bakin
bu cok enteresan. Cevap verebilirdim. Vermedim.e8adbaimi cevirdim.
Baktim, geri dondim. Oradaki doktorda tanidik. &irylizunu d@stirdi.)

Rather than voicing the value of the brand, M¢&8, F) justifies the gated
community on her unvoiced thoughts. Other informarather than remaining silent,
approve the brand rumors and stereotypes. Gihe, F) explains the reasons for

supporting the negative brand associations:

Gine (46, F): | think the people have a different imageheir minds. When
they hear that we live here, we face an extraordireaction. Some of them say
“‘wow”, some say “so you live in that place with thad smell?” and others ask
if Atakoy Konaklari is very expensive. | avoid pésp reactions and answering
the questions of my friends, neighbors and defenthie place with “no, it is not
like that” makes me tired and that's why | do nothil say “yes, we got used to
the smell”. Actually, | know that this problem isigg to be solved. We checked
this before we moved here. This is of course ingurtfor us, but | avoid
explaining and justifying this to people becausenltired.

(Gune (46, K): Insanlarin kafasinda farkl bir imaji aldunu diytntyorum.
Insanlar bunu duyduklarinda bazilari anormal tepkileeriyorlar. Bazilari
“Aaa, vay” diyorlar, bazilarida “Ay o kokulu yerdemoturuyorsunuz?”
diyorlar. Bazilarida “Ay orasi ¢ok pahaliymidylemi?” diyorlar. Butin



bunlardan cekindiim igin yani insanlarin tepkilerinden birde onlareevap
vermek artik herkese vyolda cevirenlere vyanjte i arkadalarimiza,
konyularimiza, herkese bdyle anlatmak varya oray! aslirdyle dgil sizin
disind(glniz gibi dgil falan demekte beni yoruyor onun i¢inde ¢ok fadg
yapmiyorum. “Evet aman ya biz glk o kokuya” deyip gegiiriyorum. Halbuki
biliyorum bu § ¢ozilecek onu ta burayasgtamadan oncegendik bizim iginde
Onemliydi ama insanlara “Ya ben biliyorum biz anadik o koku olayi zaten
olmayacak” falan demek ne gerek var insanlarla add yrasmak deyip
anlatmamay! tercih ediyorum.)

Gine (46, F) avoids the ongoing justifications by validg the speculations of
others. Specifically, Glige(46, F) and other informants believe that the draame
shapes the formation of an incongruous brand im@&gasumers feel uncomfortable
about the incongruity between the symbolic conmmat of the brand name and the
material properties of the brand. The brand namet@s a mansiorkgnak rather than
an apartment building. Hence, consumers relocate ptace of residence or rename the
brand in order to avoid rumors and establish a ratygbetween symbolic and spatial

dimensions. Gune(46, F) explicates how she responds when askeudt d&teo place of

residence:

Gune (46, F): When people ask “Where do you live?”y Sklive n Atakoy”.
They ask, “Where exactly”. | say “By the seasid€hey ask “Where by the
seaside”? | say “At the 6th district”. Well | dorkhow why I struggle so much,
but | resisting calling the (brand) name. In thead dnsay “In the newly
constructed houses”. They say, “Wow in Atakoy Kdagek | say “Yes”. | think
that individuals have a different image about tleed community...For this
reason, the brand name Atakoy Konaklari, maybe usecaf the word mansion
(konak), creates a problem. | think that if the eawas “6th Distrct Houses”,
then it would not be such a problem.

(Guing (46, K): “Nerde oturuyorsunuz?” deyince “Atakdydeturuyorum”
diyorum. “Neresinde?” diyorlar “Sahilde” diyorum. Sahilin neresinde”
diyorlar ben “6. Kisim” diyorum. Yani niye bu kadagok wrasiyorum
bilmiyorum ama sanki o ismi séylememek icin direruiyn diyim. En sonunda
“Yeni yapilan evlerde” diyorum. “Aa Atakdy konakladami” diyorlar. “Evet”
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diyorum. Yani o insanlarin kafasinda farkl bir imaldugunu ditntyorum...

O yuzden Atakdy Konaklari ismi birazcik belki komddtusundan dolayi belki

bir problem yaratabiliyor. Belki “6. kisim Evleri"olsaydi belki bu kadar

problem olmayacakti bilemiyorum.)

Like Guneg (46, F), other informants also employ similar n@may strategies.
Consumers prefer brand names that normalize rdtteer discriminate the branded
house from the other houses in the district sucktakdy Evleri (Atakdy Houses —
Homes) oAtakdy 6 Kisim Evler{Atakdy 6™ District Houses — Homes). Specifically, the
consequences of the symbolic properties of the da@nhome intensify with the
ownership of the branded house. One of the infotmatejat (48, M) states that apart
from the stereotypes, he dislikes the brand nameesithe initialsAK (Atakdy
Konaklari) evoke the name of the conservative party in ahd@dK Parti, the Turkish
abbreviation fodDP).

Consumers also hide the brand in order to avaediriduction of desire. The
class polarization disciplines the relationshipat tbonsumers hold with the branded
gated community and restricts the production andsemption of brand meanings.
Consumers often adjust their home depending osdbml class of the person that they

are in contact with. Halil (52, M), a pharmacistamvorks in a lower income district,

discusses the adjustment strategies that he employs

Halil (52, M): When | meet new people, | don’t téllem where | live. It's like
making a show. | don't’ tell anything, when | meeith someone from a lower
class. | hesitate...My customers ask “Where doliw@?”, | say in the 8 district
of Atakdy”. But when I go to the bank and they as& “Where do | live?, | say
“In Atakdy Konaklar”. Of course, my responses diffn every situation. Sales
representative from the pharmaceutical compangs me at the pharmacy and
they ask "Where do you live? Where is your houde&dy “In Atakdy”. They
ask “Where in Atakdy?” | say “In the"6district”. They say, “I see”, because
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they don’t know where exactly it is. But when masagor regional manager pay
me a visit and ask me “Where do you live?”, | sy Atakdy Konaklarn”. My
responses differ according to the person that irmoontact with. | don't lie, but

| explain it differently...If | tell them that | liven Atakdy Konaklari, they will
feel that | am not like them or that | am supetloan them and thus, they can
face difficulties in approaching me. | try to adjusyself to their economic
position. But when | go to the bank or when thera isituation in which | need
to show my status | say “Atakdy Konaklari”.

(Halil (52, E): Yeni tangtigim birileri varsa onlara sdylemiyorum. Yani hava
atmak gibi. Biraz durumu koti olan biri ile tabgimda sdylemiyorum.
Cekiniyorum vyani... Mgerilerimiz soruyor “Nerde oturuyorsunuz?” diye.
“Atakdy 6. Kisimda” diyorum. Ama bankaya giithde “Nerede
oturuyorsunuz” dediklerinde, “Atakdy Konaklarindatucuyorum” diyorum.
Tabi her ortamda farkli oluyor§imdi ilag firmasindan kiler geliyor. “Nerde
oturuyorsun, evin nerede?” diyorlar. “Atakdy” diyam. “Neresinde
Atakoy’in?” diyorlar. “6. Kisim” diyorum. “Aa falari diyorlar ama
kestiremiyorlar. Ama ila¢ firmasindan bir mudur aeypdlge mudurd birisi
geldigi zaman, “Nerede oturuyorsunuz?” dedikleri zamantdkoy Konaklari”
diyorum. Kfyiye goOre dgistiiyorum. Yalan soOylemiyorum ama farkli
anlatiyorum... Simdi Atakdy Konaklari diyince hemen kendilerindemi b
degilmig gibi gorurler. Veyahutta daha ¢ok ustiin gorurletsma yaklamalari,
ulagmalari daha zor olur diye. Ben biraz onlarin madstviyelerine inmeye
calyiyorum. Ama bir bankaya gigiim zaman veya herhangi bisekilde
durumumu daha iyi gostermek hissetti durumlarda soruldgunda da “Atakoy
Konaklari” diyorum.)

Like Halil (52, F), for other informants also theme is either a status symbol or
a material product that protects the family anditae a roof over their head. Consumers
negotiate the meaning of the branded house depgodithe class position of others.

Specifically, the branded house and community be= a burden during
shopping for the new house. As the branded housenmsrror of one’s self (Marcus,
1995; Mallett, 2004), consumers explain that oftetailers and practitioners adjust

prices according to their class position. For tieigson, community members hide the

ownership of the branded house in order to avoidepinflations and enable the fair
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execution of marketplace performances. Saniye &7,explains how the brand

stereotypes inflate prices:

Saniye (37, F): Only because you live in Atakoy Kkiari, you do not have use
the most expensive of everything. This is very athsudo not need to pay the
extra amount as you know it is not worth it. | féké stupid.
(Saniye (37, K): Sirf Atakdy Konaklarindasyarsun diye heeyin en pahalisini
kullanmak zorunda délsin ya bana ¢cok sagma geliyor. Ya bile bile yarfazla
parayl 6demek zorundagiém insan kendini enayi hissediyor. Ne gé&rear.)
Sometimes the nature of the products causes uifés in performance.
Specifically, nearly all of the informants explaiheir concerns when shopping for

curtains. Although consumers observed the pricésefabrics, they felt uncomfortable

about the quantity of the materials used. Condie=ul’s (50, M) account:

Resul (50, M): On our former apartment, we had baso cheated when we
bought our curtains as we were here. They sayishy®u need this much of
cloth for curtains, but do they really use that hficAnd of course, there are
extras. | believe we were seriously cheated, buhawe to have them made.

(Resul (50, E): Gegen yani 7-8 deki otygdmuz evin perdelerinde de Oyle kazik

yemitik bu perdelerde de dyle ciddi kazik yedik...diedibi (esinin) “su kadar

metre kumg gidiyor” diyor ama hakikaten o kadar metre kugmaullaniyor mu

yani? Sonra pilesi var o var, bu var diye ciddi ikayedik bana gore. Mecburen

yaptirmamiz lazim.)

Consumers, individually and as a household, empéoseral strategies in order
to reveal the fair value of products. They desigmiture, measure the rooms and the
windows of their branded house before contactingctioners, and relocate their

homes to near home territories during the transactiGozde (46, F), an architect,

explicates the methods that they used when bulieighew curtains:



GOzde (46, F): Especially curtain retailers set inee high. They inflate the
prices, even though we know the measures of thesdioWe measured the
windows and went to the store. One of the windasegiires 29 meters of fabric.
The measurements are determined. The price oathreefis determined. And the
cost of sewing is determined. For example, | adked price. The price of the
fabric is this much. The sales representativesca8dew much fabric do you
need?”, we said “30 meters. How much will it costtie said “900 new Turkish
liras”, we bargained “How much will it cost in tdtashe said “2.200 new
Turkish liras, | said “How is this possible?”. liddn’t understand. How can it
cost triple the price that we have considered?wWtk is obvious. The fabric is
obvious. It is like that when it comes to curtaiRsr this reason, we bought the
fabric. We went to the tailor and had them sewed.bBfdught them and hanged
them ourselves. We found such a solution. We digettcheated.

(Gozde (46, K): Ozellikle burada fiyateyini koyan perdeciler/naniimaz
sigiriyorlar. Ki benim evimin 6lclsi belli. Olgtiik, ttk. Hele bir tanesinde 29
metre tUl gidiyor. Metresi belli. Tllin metre fiyafa belli. Diki fiyati da belli.
Mesela ben bir fiyat sordum. Tulin metrggikadar. Neyse “ka¢ metre tul”.
“30 metre tul”. “Ne kadar tutar bunun fiyati” “900” “Kaca yaparsiniz?”
diyorum “2.200” diyor. Dedim “nasil oluyor bu?”. Be bir turli anlayamadim.
3 katina nasll ¢ikarZsi belli, kumai belli. Oyle yani. Perdeye gelince. Bizde
baktik dyle olunca tulti ayri aldik. Goturduk teeigliktirdik. Kendimiz getirdik,
taktik. Cozumu Oyle bulduk. Kaziklanmadik.)

Consumers form and display competences in enaldingexecution of market
transactions. However, sometimes consumers faihiding the ownership of the
branded house since physical dimensions revedbrdred. Agin (39, F) explains how

the measures of the windows revealed their brahdade:

Aysin (39, F): Before going to the store we said thatare not going to mention
the mansions (konaklari) (laughs)... Various firmsvéhaalready taken the

measures of the windows for every house type, vendths an A type, B type

and D type and they have formed the plans of eadlséntype. According to the
fabrics that you select, they immediately calcuthe total cost of the curtains.
There is no need for taking the measurements...Elven say “These fabrics

were chosen and for they B type we sewed thesainartWe sewed these
curtains for the kitchen in an A house type”. Thegk pictures and created an
album. They said “Choose from these photos” an@ gevthe album.
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(Aylin (39, K): Biz zaten 6nce konaklar demeyeligre ayittik (gulerek) ... Cgu
firmalara iste A'nin, B'nin, D'nin hepsinin o6lguleri yapilmigizilmis, sema
halinde eviniz hangi modelse dandiniz kumga gore onlar hemen hesabi
cikariyorlar. Yani hi¢ 6lcmeye gerek yok... Hattaurilari sunlar verdik, B'ye
sunlarn yaptik, A'nin mutfana sunlari yaptik”. Boyle bir fotgraf ¢ekip, albim
yapip koymglar. “Ordan begenin” diye 6nuintze de koyuyorlar.)

Often practitioners visit the branded house foitigg accurate measurements.
Nejat (48, M) and Ferah (48, F) required additionapboards in their kitchen for
storing purposes. Nejat (48, M) explains that etlmwugh they had agreed with the

practitioner on the payment, he adjusted the @it observing the branded house:

Nejat (48, M): The boy repeatedly asked “Wherehs house?, “It doesn't
matter. Does it matter where the house is? Youmdke 2 cupboards and their
door will be like this”, he said “OK sir”. | agreeglith the price that he gave me
and he said, “I will make it”, but | said “Even tngh | designed the cupboards,
you need to come and take the exact measuremeots. nfeasurements will
differ from the ones that | have taken”... He didttime in person, but send his
apprentice. While driving to the house the boy dske “Sir where are we
going”, | said, “Follow the seaside”, he said “Sig you know the houses that
cost trillions. These people live there and thasée(ring to names)”. When we
approach the gated community the boy remained bpesesc The boy messed up
when we got into the community. He couldn’t recovesaid “We will see how
much the price will change”. The price did quintagte, quintuplicate. Not 5%,
but fivefold.

(Nejat (48, E): “Ev nerde?” ikide bir soruyor. “Onali degil, ev neredeyse
nerede evle bunun ne alakasi var? Sen yagpaca dolapsoyle, kapaklarini
bdyle yapacaksin”. “Tamam abi” dedi. Bana bir fiya¢rdi tamam dedim, “ben
bunu yapiyorum” dedi. “Bak dedigimdi ben bunu cizdim ettim ama sen dedim
gidip metrik dl¢ti alman lazim. Benim agjdn 6lclyle senin algin ol¢u farkli
olur”...Gelmiyor adamini veriyor falangimdi gelirken adam “abi nerde?” falan
“sahilden gidecgiz”, “abi ya bir evler var anlatiyor §te soyle trilyonlarms
bilmem nelermi. Sunlar otururmy, bunlar otururmy”. Adam resmen buraya
girdigimiz zaman dili tutuldu yani. Bu mekana girince iyaagildi adam.
Kendini toparlayamadi, ondan sonra dedim “ne kadkgisecek gorecgz”
dedim. 5 misli désti fiyat, 5 misli. % 5 falan d&l 5 misli.)
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Overall, consumers, individually and as a hous®heinploy various strategies
in order to hide the ownership of the branded hoGemsumers hide the brand to avoid
rumors and stereotypes, to resist the reproducticocial inequalities and to enable the
fair execution of market transactions. Brand stgq@es and rumors force community
members to normalize the ownership of the branaesdr While it is somewhat easier
to publicly hide the membership in some brand comities, for example those based
on leisure (for example, Kozinets, 2001), for tlesidential brand communities even
hiding the brand becomes a burden. The centralitthe consumption object in
consumers’ identity projects (Belk, 1988), the gnasousness of the gated community
and the material properties often reveal the ovwnprsf the branded house. However,

often consumers oppose rumors by stereotyping sloeirces.

5.1.1.3. Stereotyping the Other

Often consumers rather than justifying rumors aridrestypes develop
counterarguments. According to community membepgcuslations arise since the
branded house is a desired and out of reach comsaibpect. Consumers employ a
metaphor that indicates the motives for the pradacof stereotypes. The metaphor
connotes envy for the owners of the branded house,have the economic capital that
enables membership in the branded gated commuRétsul (50, F) uses the metaphor

as an offensive articulation against the stereatype
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Resul (50, M): Initially everyone was negative abdloe gated community.
Because of the closeness of the creek and thectistthich is in the seismic
zone, individuals said, “How can someone buy a @ofiem there?, “The
buildings are very close to each others”... Despigerumors we bought both an
apartment for ourselves and another one for investme bought more than
one houses. There were several rumors such asifitthe seismic zone”, “it is
an illegal project’. Now | think that ““kedi eygemedgi cigere mundar derrii.
This means that individuals that do not the hawe fihancial capital to buy a

house from here, they dragged the name of the contyrthrough the dirt.

(Resul (50, E): Dereye yakin olmasi, deprem bolgas ilk batanda millet
olumsuzdu millet olumsuzken “ordan yer alinir midjyorlardi “binalar
birbirine yakin”... buna rgmen biz burdan hem daire alip hem yatirnm yaptik
yani, birden fazla daire aldik. “Burasi deprem bédy’, yok “kacak iyaat” diye
erisemedg¢i cigere mundar dermi. Burdan daire alacak maddi giicti olmayan
buray! tu kaka ediyordu yani.)

Like Resul (50, M), others also ignore brand rwsn@nd stereotypes by

stereotyping the consumers that produce defectisadomeanings. Some consumers

ignore brand rumors and stereotypes by articulatimeg antithesis between the lived

(inside the gates) and the observed (outside ttessghome environments. Umut (58,

M) explicates how individuals perceive the commyoiitside the gates:

Umut (58, M): | will tell you something “kedi eemedgi cigere mundar
dermg”. Individuals generally pass along the communitthaut getting inside;
they pass from there (the main road in the entraft¢ee gated community and
the shopping mall), from the seaside, or from sohee else. When they use
this road they don’t see anything else except & prgon (the shopping mall)
and drive straightaway from the seaside. When yet igside the gated
community you feel the spacious environments, with boulevards and
entrances, etc. Until we moved into our house,@eeived several the criticisms
of our significant other.

(Umut (58, E):Simdi bengsdOyle bir sey sdyleyegem “kedi ulasamadgi seye
mundar dermyi”. Buranin igine girmeyip insanlar geciyor; oradageciyor
(ahgveris merkezinin ve sitenin gginin oldugu cadde), sahilden gegiyor, jia
bir yerden gecmiyor. Oradan gegitide ©6nunde kocaman bir hapishane
(ahgveris merkezi) var zaten bifey gdéremiyorsun, sahilden de gétgtde virt



diye geciyorsun bunun gibi goriinllydceri girdiginde de ferah bir ortam var

yani bulvar, giry var, bilmem ne var yani bdyle bjyey var. Ve biz buraya

tasinana kadar devaml arkagkarimizdan, tanidiklarimizdan tenkit yedik.)

Umut (58, M) feels offended by the criticisms ab Isignificant others. He
ignored brand rumors, since the construction pkimswved clearly that the distance
between the apartments was going to be 40 meters.

In sum, consumers normalize the ownership of tlamd in order to cope with
the conflicting brand meanings. Community membergley various strategies to
legitimize the ownership of the branded house. Rgmabout the material properties of
the brand and stereotypes about community memblass position force consumers to
hide the brand. With the articulation of stereot/pmnsumers often remain silent,
approve the stereotypes or hide and relocate piese of residence. During the contact
with retailers and practitioners, consumers higelttand to avoid price inflations and to
reveal the fair market value of consumer produgtditionally, community members
often ignore brand rumors by stereotyping the idigls that shape the formation of
distorted brand meanings. The construction of ttendb also intensifies the need for
normalizing not only the ownership of the brandedde, but also of the branded gated

community.

5.1.2. Normalizing the Branded Gated Community

Apart from defending their own class position #meiir membership in the brand

community, consumers also employ strategies to alm the brand community.
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Community members employ strategies both before aitel the ownership of the
branded house to control the brand rumors and cdtgres relating to the material
properties of the brand and the corporate brandgem&onsumers normalize the
branded gated community by monitoring the developnoé the branded house and

community, and by discriminating the branded gamthmunity from the others.

5.1.2.1. Monitoring the Development of the Brande#iouse and Community

Community members negate brand rumors relatinheanaterial properties of
the brand by monitoring the physical developmenthaf branded gated community.
Before the ownership of the branded house, consiask experts about the reliability
of the new bored pile foundation, and investightefuture of the stream by controlling
the construction plans of the metropolitan city aldal municipalities. Some
households that used to live in the same distecalt the noise coming from the
placement of the piles 30 meters below the grounthse.

Even though scale models and show homes assistiz@ns in the selection of
the branded house, still the rumor about the pradyiraf the buildings shape the
execution of alternative strategies. Depending hon groduction schedule consumers
visit apartments in rough construction work witle #ssistance of architects. Despite the
physical risk, consumers wearing barrettes walkthe unfinished stairs in order to
reach the home of their preferences and observe ldhdscape (Appendix 4,

photographs 14-18). Consider Gir6, F):



Gine (46, F): | don’t like buying a house from a scailedel. Even though it
was really dangerous, | climbed and observed thesdiol climbed on the'
floor and observed both this house and the apatsmext door. | observed so
many B type houses.

(Gune (46, K): Ben maketten ev almay! hi¢ sevmiyorumamp tirmanip yine
cikmytim buraya bayg bir tehlikeli gergekten tirmangtim. Ama ¢ikip 3. kata
¢ikip, hatta bunun yan dairelerine buraya her tamafbakmgtim. Kag tanede B
gezmgtim ama yine tirmanarak ¢ikgtim.)

Gune (46, F) explains that the scale model demonstreleatly the landscape
of their apartment, but she and her husband tomkliysical risk to observe their dream
home.

Some households in order to negate the rumor attmutproximity of the
buildings measured the distance between the apairtiihat accommodates their dream
home and the adjacent building. Zehra (47, F) explthe strategies that they employed

to control the distance between the buildings:

Zehra (47, F): In the scale model you can see tistartte between the
apartments. We measured the distances between ptagmants and then
compared these houses with the houses in our fodmgict. How long is the

distance between these apartments? 38 meters? iStencg between the
apartments in the former district was 28-29 meté/s. said ok it was longer
than the former apartment. Then we said that itlavbe more comfortable. We
made these kinds of comparisons. Fine you obsdreestale models but.
Because the construction had started, the parcekamh apartment was
determined. For this reason we said that we wachezk the actual distances.
Then, none couldn’t walk to the construction afeathis reason we drove us by
the worksite car.

(Zehra (47, K): Orda (makette) mesela bakiyorsua mesafeler ne kadar?

Onlar olgturduk. Ev aralarinisunlari falan. Hani onlari gidip sonra bizim

ordaki (eski evle) karlastirdik. Karsidaki bloklarin arasi ne kadar? 38

metremiydi? Orasi (eski ev) 28 mi 29 mu ngymaman demek ki bundan daha
¢ok. O zaman biraz daha ferah demek ki yanla ol@safeler falan diye. Biraz

oyle kagilagtirmalar bir seyler yaptik yani. Yani o makettekiler gértuyorsok ¢

guzel de. Biraz temel yerleri belirgighaisti ciinkt onlari ¢cevirnglerdi. Onun
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icin hani bu aralik ne kadar dedikte. O zaman yuUriyerek gelinmiyordu da,
santiye arabasiyla giriliyordu.)

After becoming owners of the branded house, coessivisit regularly the site

in order to control the material development of tirand. The sales office forms a

retailscape for socializing with sales represewstiand community members, and for

collecting information about the progression of greject. Some consumers also used

the sales office as a meeting point for going ouwt, first by controlling the project.

Some community members even changed their evergdagtices in order to create

occasions for observing or visiting the gated comityu Halil (52, M) and Ayten (43,

F) explain how they metaphorically started livimgheir branded house:

Halil (52, M): From the beginning until the end tfie construction we
(metaphorically) lived here.

Ayten (43, F): We observed every stage.

Halil (52, M): And normally | drive to the pharmady the E-5 motorway. |
changed my route. Everyday | reported to Aytenpitzgress of the community.
Today they built the roofs, today they did the giam, and today they placed the
window frames and the windows.

Ayten (43, F): They placed the windows.

Halll (52, M): Today they put up the walls, theyapéd the lampposts, they
planted the grass, they planted this and thapdnted everyday.

(Halil (52, E): Surekli olarak da her giingaatin balamasindan bitimine kadar
yasadik biz burada.

Ayten (43, K): Her devresinde geldik.

Halil (52, E): Ve ben 7-8 de ES5 ten gidiyordum exzge. Yolumu @estirdim. 7-
8den buradan gelip sahilden gittim. Herglin Aytetalltmat veriyordum. Bugin
catisini yaptilar, bugtin boyasini yaptilar, cercgvakildi, camlar takildi.

Ayten (43, K): Camlar takildi.

Halil (52, E): Bugun duvarlar 6ruldu, bugin yollar@lektrik direkleri dikildi,
cimler ekildisu ekildi bu ekildi. Hergtin tekmil veriyordum.)
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Halil (52, M), who owns a pharmacy in th&icikcekmecdistrict, changed his
route to work to observe the material developmérithe gated community despite the
longer distance that he had to drive.

Consumers monitor the development of the gated aamignto also control the
rumors towards the corporate brand image: Rumoth bbout the close ties of
developers with the conservative party in charge @@ stereotypical image oL&z
developers” form insecurity towards the completidrihe project. The evolution of the
real estate industry in the country shaped the dion of the taz developer”
stereotype. The stereotype articulates the deviedpp#o have migrated from the Black
sea region that construct houses using low qualdyerials and cheap labor, and even
sometimes run away without completing the consitoactAdditionally, two partners of
the “Delta Construction” consortium are the maiwvelepers in thé=lorya district that
have constructed illegal houses. On one hand, camtynumembers monitor the
development of the project and the constructiomplie the district municipality in
order to negate the rumors and stereotypes. Oatliee hand, consumers’ trust towards
the MHA and thus, the state normalize the brand#ddycommunity. Selguk (60, M)

explains why he ignored the rumors about the d@ezk

Selguk (60, M): For me TOKI means state and theengave me trust. TOKI
means government. Does the state cheat on iter#t?z| presumed it doesn't.
The developers here are similar to the construdtors the Black Sea area. We
said, “There is state, there is the MHA. It will bempleted”.

(Selguk (60, E): Ben hep kamda devlet gordgiim igin, ismi (TOKI) glivence
verdi bana o kadar. TOKdiyince devlet. Devlet vatangaa kazik atar mi?
Atmaz herhalde dedim.Simdi buradaki laz miteahhit gibi gaatcl.
“Kar simizda” dedik “devlet var, TOKvar. Herhalde biter” dedim.)

182



Similar to Selcuk (60, M), other informants alsgkcate the trust towards the
institution. According to the revenue sharing modeé MHA controls the physical
construction of the gated community. For this reasonsumers believe that the ruling
party disciplines developers’ practices. Apart fraronitoring the development of the
brand community, consumers also discriminate tlamdrd gated community from the
others houses in order to normalize the brand camitgnand consequently their own

membership.

5.1.2.2. Discriminating the Branded Gated Communityfrom the Others

Consumers often normalize the branded gated cortynbg discriminating
their new home environment from the regular housethe district, and from other
gated communities. By adopting discriminating sg&s, consumers attempt to
normalize the financial value and the material prtps of their own community.
Community members often normalize the financialueabf the brand by adopting
marketers’ normalization strategies. Similar to tharketers’ discursive practices, the
gated community forms a contemporary living spacat teliminates disorder and
enables the consumption of a common lifestyle. ¢emrsumers, the brand community
reflects the normal type of housing. Fikret (52,n€pates the rumors by narrating the

brand dimensions that shape the formation of afloarous” lifestyle:

Fikret (52, F): People found the prices to be highey said “they are very
expensive, how can a person give such a sum tpamnaent there? How can a



person give such a sum to an apartment?” Howewwedmnot buy an apartment
here, we buy a life style. People could not undasthis or maybe they ignored
this because they could not afford it, | don’t know

Interviewer: Can you please explain us the liféesof Atakoy Konaklari?

Fikret (52, F): The life style of Atakdy KonaklarRPrimarily, there is an
ambiance of living in a 5- star holiday resort ihntlae traffic and the chaos of the
metropolis. Comprehending this is very importand after understanding this
fact, it is important to live with enjoying thig=or me, this is the most beautiful
part of this place. | just gave you an exampleehwto the swimming pool, after
that | went to shopping and cinema. If you go got) go to a dinner but when
you come back, there is no traffic, no crowd, nes@oOn the contrary, there are
safety measures. | sleep safely because | thindbdiragainst earthquake. At
night when | go to sleep, | feel very tranquil amappy. Thank God, we do not
have any incidents of robbery here. If there whentthey would pay more
attention to it. Everything is fine here, life isry beautiful.

(Fikret (52, K): Fiyatlar fazla bulundu, pahali lhuidu evler “cok pahaliste,
oraya verilir mi? Bir eve o para verilir mi?”. Haloki burada bir ev almiyoruz,
bir yasam tarzi aliyoruz/nsanlar bunu kavrayamadilar veyahutta alamadiklari
icin belkide gérmezden geldiler kim bilir bilmiyonu.. (guler)...

Interviewer: Atakdy Konaklari’nin yam tarzini anlatabilirmisiniz?

Fikret (52, K): Atakdy Konaklar’'nin yam tarzi. Oncelikle bir defa egehrin,
blyuksehrin ee kemekei icinde diyeyim trafji icin de burada eee bir 5 yildizli
tatil kdyunde yaiyor havasi var. Bunu algilamak 6nemli ve bunu latjktan
sonra tadini ¢ikararak y@mak 6nemli. Ya benim i¢in buranin en guzel tavafi
Demin de size Ornek verdim ya havuza girdim c¢ikbmgan sonra gittim
alisverisimi yaptim, sinemaya gittim ne bileyim eegadi gidersiniz bir yemek
yersiniz ama geld@iniz zamarydyle bakin gte trafik seyi yok, ygunlugu yok, ses
yok. Ne bileyim buna katik eeee guvenlik dnlemleri alinmBen burada rahat
uyuyorum yani depreme kareee dayanikli oldiunu diytiiniyorum. Gece eee
basimi yastga koyd@gum zaman her bakimdan huzurlu ve rahatim. Yaniztiks
olayr cok sukdr ki yok, olsa da birsekilde daha cok 6nem verilir diye
disunuyorum. Hegey guzel bana gore burada, hayat ¢ok guizel yani.)

The gated community eliminates disorder with thecoaamodation and
management of material order (for example, the l@araonstruction, the design of the
apartments, parking lots, the organized landscap# the provision of technical
services), public order (for example, security ceaseand guards, cleaning providers)

and social order (for example, “homogenous” commnyjrsports and leisure facilities,

written and unwritten rules of conduct). Theseat#ht orders accommodate practices
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that the regular houses in the district fail to yide (such as parking, exercising,
swimming, walking, cleaning, planting and protenjioConsider Melahat (49, F), who

explains the difference between ordered and disedderactices:

Melahat (49, F): ... We desired an order after sanerge.

Interviewer: What do you mean by order?

Melahat (49, F): When | say order, | mean the ooildside your private sphere.
Why the garbage is not taken out? Why the plaaat pruned? In these small
communities (regular apartment buildings) residenenage the order in the
apartments. No one takes any responsibility. Theplee in charge make
judgments without restraints. After some point &t very tired of controlling.
Why the floors are not cleaned? Why | didn’t get daily delivery? You get
tired of those things. The gated community is adeced and well-cared
environment. It is a close place to do sports,rafodable place where you can
grab your bag, wear your sport outfit and go withey traffic.

(Melahat (49, K): ...Bir de hayatimizda belli biaggan sonra belli bir dizen
gelmesini arzu ettik.

Interviewer: Duzen derken?

Melahat (49, K): Duzen cllginiz zaman dariya neden bu ¢Op atiimagmiye
bu kesilmem? Niye bu ga¢c budanmam? Neden buranin bakimi yapilmiyor?
Artik orada o kugik mekanlarda apartman ortamlaand/onetimi siz
ustleniyorsunuz. Kimse gorevini yerine getirmiy@radaki gorevliler kendi
kendilerine istedikleri gibi ahkam kesiyorlar. Bibnem sonra yoruluyorsunuz
artik her seyi takip etmekten. Bugligte apartman niye silinmedi, bugustd
servisim niye gelmedi. Boyfeylerde yormaya kayor. Site diizenli, bakimh bir
ortam. Spor yapabilegen yakin bir mekan. Cantanizi alip ya da spor
kiyafetinizi giyip ¢ikabilegéniz, arabasiz, trafik gurultisit olmayagarahat bir
ortam.)

As the informant notes the trajectory of the fgmHome intensifies the
significance of order and shapes the normalizatiotine brand community. Umut (58,

M) explains the triggering motivation for movingarthe gated community:

Umut (58, M): One night, when | came home, | wasklog for a place to park
my car. | found an empty spot on the side of tredraNhile | was locking the
car, | heard a crackling noise from the other silthe car. Every 10 seconds a
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minibus used to pass from that road. The minibus dnd broke my
mirror...Eventually | took the mirror and throw it #te back of the car. |
immediately went upstairs and said to Sevim (hidewi“find a house
tommorow”.

(Umut (58, E): Bir gece geldinyten, arabami park edecek yer ariyorum ve
arabayi oraya park ettim (yolun kenarina). Bu taaaf kapiy! Kilitterken bu
taraftan “catir” diye bir ses meydana geldi. Oradaaniye de bir, gagl yukari

on saniyede bir minibus gecger. O minibus koca ygdha sen benim aynay! al
gotur... Netice de o aynay! aldim, arabanin igintana Dgru yukari ¢iktim,
Sevim’e (gi) dedim ki “yarin git ev bul”.)

Consumer narratives of the trajectory of homeertfboth the normalization of
the gated community as well as the mobility of leeisehold and the practices with the
family home. The transition from a disordered tooatdered home environment reflects
the combined material and social mobility of théjsat and the object. Consider Halil

(52, F) that explicates the reasons for feelinganoly mobile:

Halil (52, M): In the end, we came to a place aboweexpectations. | did not

think it would be this well. They told us at ledisere will be a sports complex.
All the gated communities have these complexesthmayt are not used or taken
care of. Some of theis problems are not checkeche8mes, people need to pay
a fee. We hesitated because we also had a menbemhewhere else. We said
it doesn’t matter for us if the community had tbigb. Now that the construction

is finished, | see that it was well done. They adiention to it as well. The

sports centre and the fact that it is well managethprise 30-40% of our

satisfaction with this place. Also, the closed garas very important. In our

former neighborhood, we had a lot of parking protdeWe don't have it here.

Everyone has their own parking spots. You havedatitianal spot for a second

car. Security is very important. Landscape and teaence is very nice. We

came to a better place than | expected. | feel llikave moved up to a higher
class.

(Halil (52, E): Sonucta benim tahminimin Uzerindehd Uzerinde bir yere
geldik. Ben bu kadar iyi olagani disinmuyordum. En azindan spor tesisi var
demilerdi. Yani her sitenin bir tesisi oluyor da kulkémiyor, bakilmiyor ste
takip edilmiyor bazi sorunlari. Parali oluyor falaAman dedik. Bizim bka bir
yerde de Uyedimiz vardi. Olsa da olur olmasa da olur dedik. Asimadi yapilip
bitirilince baya iyi bir sekilde yapildifyi de 6nem veriyorlagu anda. O zaten
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evi sevmemizin ylizde 30’u yluzde 40’1 oranin fagéyelmasi ve iyi bigekilde

faaliyette olmasi bu evi daha ¢ok sevdirdi bize.d8i kapali otopark olmasi ¢ok

Onemli. 7-8 de otopark sorunumuz ¢ok vardi. Burgok Herkesin kendine ait

otoparki var. Ekstradan 2. araba da koyabilgiceyer var. Glvenlik bir kere ¢ok

onemli. Cevre duzeni, ¢cevre bakimi ¢cok guizel. onaidan daha iyi bir ortama
geldik. Kendimi ben boyle sinif atlgngibi gériyorum.)

Consumers monitor gated communities in the sante ianother districts,
compare prices and physical dimensions before #ed the ownership of the current
house to normalize their own community. While ewdihg alternatives, consumers
analyze how they will affect their everyday praeic Factors such as being away from
the city and significant others, driving long distas to work and schools eliminate the
opportunities of the other gated communities ag thake harder the execution of daily
practices (such as socializing, driving, shoppifidje amenities provided in the gated
community (such as security guards and cameraggssgenter, swimming pools,
basketball, football and tennis courts) also elategnmost of the regular apartments in
the district. In economic terms, consumers caleuthe opportunity cost that is the
return that they could have received if the resesinwere used for another alternative.
Different from the economic application of the ceptof opportunity cost, consumers
do not evaluate the monetary gain that they coalkhreceived if those opportunities
have been used elsewhere. Rather consumers eviahsate on how the alternatives will
order or disorder their daily practices. For exam@aniye (37, F) describes how they

had to forego a triplex villa in the suburbs witlpravate swimming pool, a sauna and a

Turkish bath, with six rooms and two kitchens:

Saniye (37, F): They gave us a very good priceadist and imagine we could
buy with the same price a triplex villa insteadaos rooms and 1 living room



apartment in Atakdy Konaklariyla....but the trafi@s a major concern to us.
One day we got stuck into traffic. Then my husbgade up.

Mahmut (37, F): Yes, traffic.

Saniye (37, F): | was concerned about the childredscation. | will drive the
children to their schools and private educationtee it would be difficult for
me to drive everyday from here to Hadimkdy. And husband tells me that
there are two centers in Istanbul, that's for s@&dikdy, Bakirkdy. The
branches of the best private educational centersrathese two districts.

(Saniye (37, K): Fiyat olarak gercektende ¢cok gilmelskontoyla kagilastik ve
bu evin tamamida Atakdy Konaklariylasdia 4 oda 1 salon yerine bir triplex bir
ev....bizi tek ditindiren trafik. Biz o yolda trafikte kaldik. Ondaonra im
vazgecti.

Mahmut (45, E): Ya trafik.

Saniye (37, K): Beni en c¢ok dindiren cocuklarin okulu. Ben okula gidip
gelecem, dershaneye gidip gelicem, Hadimkoy'deraylaurgelmek. fmde
diyoki /stanbul'da iki tane merkez var, bu bir acik. Geteekle acik ve net
Kadikoy, Bakirkdy. Butin dershanelerin en guybeleri bu iki yakada ayri
merkezlerde birlgmistir.)

Nearly one year after the launch of the brand cthrestruction of another gated
community started in the district. Most of the heluslds visited the sales office and
observed the show homes of the newly constructesigammunity to normalize their
own branded house and community. Several physicgakmsions make the new
community an unfavorable alternative. Studio apartta (welcoming bachelors), high
density, the design of the rooms (Japanese artimiée@and American kitchens), and

fewer recreational areas normalize their own bramamunity. Glng (46, F) explains

the reasons for discriminating the newly develomsidential community:

Gune (46, F): Yes | went to the other gated communmnityt, before but we have
bought this house because it was then on salent ared saw that the location
was worse than here. | expected that since | kinewdcation. But still | went.

They showed me a couple plans about the projexteghe construction had just
started. The prices were really high and nearlypash in this size was priced
double than the houses in this community. Evensikes of the houses were
smaller than this (refers to her own branded houSe¢n priced higher than
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these houses (in their own gated community). Adddlly, there were also

studio apartments. There wasn’t anything speciathenhouse and there were

small in size. The design of the houses was stra@ge of them had a circle
design and behind it detached was another houkeught how could someone

buy a house from there when there are such hoeses h

(Gune (46, K): Evet baktim almadan oncegdealdiktan sonra ¢iktl o (ayni

bdlgede yapilan guvenlikli bir site). Baktim ve mrakonum olarak burdan ¢ok

daha ko6t konumda olgunu, zaten yerini gordiiim icin anlamytim. Ama

Ozellikle gittim baktim. Daha baraka kurulgtw kaziliyordu maziliyordu

birtakim projeler falan gosterdiler. Fiyat olaralok ytuksek buldum burdaste

buranin nerdeyse hemen hemen bir kat daha faz fisardi bu buyukltkte bir
ev icin. Metrekare olarak bu kadar gieli daha kuguktl. Hatta bu fiyattan fazla
olan evler. Arti 1+1’lerin olmasi. Evin iginde beniicin hi¢biseyi yoktu alan
cok kucuktl. Hic detayli gadi evler bir garipti bir tanesi yuvarlakti, 6buri
yuvarlagin arkasinda kalnai birbirine yapsmis. Insan ordan ev alir mi yani
burasi dururken diye ganmistim.)

Similar to Gung (46, F), other informants also distance the nemroanity not
only because of the material dimensions that ctdtie practices inside the house and
the community, but also because it threatens thendr@ous family life. Several
households state that they are really happy simeie dwn community does not include
any studio apartments, as they often house extiilave affairs.

Moreover, community members discriminate theirndesd gated community
from the regular apartments in the same and otiséniads by employing the discourse
of “old and new”. Specifically, they compare old agments with their newly
constructed branded buildings. Selah (62, M) and (&1, F) explicate that they
considered buying a house with a Bosphorus vietheArnavut Koy Ortakdyor Bebek
districts. However, the high priced and aged boddirequire huge renovations. Selah

(62, M) further explains the significance of beithg first owner and user of consumer

products:



Selah (62, M): | have been driving for 32 years hhdve never owned a second
hand car. There is a smell in new cars, in ordefe® this. God helped us
otherwise we would buy a second hand one: my salawd be lower. God
blessed us therefore, we never moved into a selsand apartment, we always
lived in a brand new flat.

(Selah (62, E): Hi¢c bak 32 senedir araba kullanwmr hi¢ ikinci el araba
kullanmadim. Hep o bir araba kokusu varya hep oaumaék icin. Ya Allah
yardim etti yoksa ikinci el de alirdik mamniz digiik olabilirdi. Allah 6yle kismet
etmis onun icin higbir zaman ikinci bir eve desiamadik hep sifir oldu.)

Similar to the household, other informants alsglax the difficulties of
appropriating a used house or renovating their dsrhome environments. Gozde (46,

F) and Sawa (48, M), who used to live in a regular apartmemntthe same district,

explain the reasons for moving into the brandeddyabmmunity:

Sava (48, M): The apartment was old anyway. It had 2@iyears. We needed
to make renovations. It was also a little small. Wdge also going to move into a
new complex, to a new apartment.

GOzde (46, F): We told ourselves “instead of retiova..”

Sava (48, M): Instead of spending money there, we bee®d some money.
There is also a sports complex. We are again iktAtae approved it.

(Sava (48, E): Evde eskiydi zaten. 20 senelik oldu. &ine birgey

yapacaksimiz, kapisini bacasingidareceksiniz. Ev de biraz ufak. Hem yeni bir

yere geciyorsunuz. Sifir daireye.

GoOzde (46, K): Yani tadilat yapmaktansa dedik biz.

Sava (48, E): Oraya masraf yapmaktansa, biraz daha laogik. Tesisi de var.

Yine Atakoy’deyiz. Olsun dedik.)

The branded gated community not only eliminates diefects of the former
home environments, but also enables various pexciitside the gates. Consumers often

discuss the ease of socializing with others. Thev rieing space cultivates the

interaction of community members. Halil (52, M) aAgten (43, F) explain their
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surprise when their next-door neighbors paid thewsi during the religious holiday.

Halil (52, M) explicates the reasons that enabighi®rliness inside the community:

Halil (52, M): Individuals in this community yeaoif meeting each other since
everyone has moved at the same time with the sanitons. There is such an
ambiance. Maybe in 5 or 10 years, they may notagpthe new members in
their community. But now for example you got toasteroom, to the Turkish
bath, to the swimming pool and everyone greets eattier. Everyone is
checking on the others. “Where do you live, in ihapartment, how much did
you pay, how many children do you have?”. Everyeeery curious. They
want to meet each other.
Halil (52, E): Burada herkes ayni anda aygartlarda yerletikleri icin
birbirleriyle tanismak icin can atiyorlar. Oyle bir hava var. Belksbne 10 sene
sonra dgaridan yeni gelen bir kiyi belki kendi binyelerine kabul
etmeyebilirler. Amgu sn mesela saunaya gidiyorsun, bir hamama gidiyors
bir havuza gidiyorsun herkes birbiriyle selamigor. Herkes birbirini soruyor,
sorusturuyor. “Nerede oturuyorsun, hangi dairedesin, &agdin ne yaptin, kag
cocyun var”. Cok merakli herkes. Herkes birbiriyle tamak istiyor.

Community members and especially the females égaa@rious rituals in order
to socialize with their new neighbors. For examgegry two weeks or monthly they
perform ‘Bes Cayi’ (afternoon tea gathering) oAftin Gund” (gold day) rituals with
their neighbors in their building. Additionally, dag the month of Ramadan (often with
the assistance of a hodja), they meet daily to tkadHoly Koran. Furthermore, Saniye
(37, F) explains that they often organizdamamGunu” rituals (Turkish bath day
ritual) in the Turkish bath inside the gated comityurHouseholds also regularly have
breakfast or dinner at the restaurant on the togr fof the social center. By executing
social networking practices, they form, sustain antance ties with other community

members (for example, Schau et al. 2009). In 204iD, the election of the new HOA,

which is now composed only by community members tfi@ first 2 years developers
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run the HOA), one of the members of the associaiiganized a brunch for the medical
doctors and pharmacists that live in the communiltyis event attempts to bring
together community members of the same occupatiod, to form an occupational
identity within the borders of the gated community.

The literature on brand communities provides ewgethat consumers oppose
competing brands by delineating “what the brando and who the brand community
members are not” (Muniz and O’Guinn, 2001; 420).eTfindings indicate that
community members form an oppositional loyalty meards the material rather than
the symbolic properties of competing products amantds. Along with building a
consciousness of kind (Muniz and O’Guinn, 2001 y)stoners employ the process of
oppositional brand loyalty in order to cope witlailad rumors and stereotypes.

In sum, consumers employ multiple strategies ghitfiagainst the conflicting
brand rumors and stereotypes. Community membensnalze the ownership of the
branded house using the trajectory of the formendvenvironments, by monitoring the
market value of the branded house, by hiding tlamdrand by stereotyping the other.
Consumers also normalize the branded gated comynuoyt monitoring the
development of the project, and by discriminating brand from the others. Brand
rumors and stereotypes shape the formation of nabwmit the appropriate brand
performances inside the community. Consumers, iddally and collectively, both as a
household and as a community, discipline commumnigynbers’ and other stakeholders’

brand performances.
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5.2.  Negotiating Appropriate Brand Performances

The articulation of brand rumors and stereotypesirsemotion community
members as they experience the realization of sofmthese conflicting practices.
Consumers feel threatened by the economic, sodioralj political and religious
structures that jeopardize the future of the braamt particularly the execution of
consumption practices inside the gated communitym@unity members employ
various strategies to negotiate appropriate braerdopnances and maintain the
constructed order. The findings indicate that natifian a uniform, democratic taste
structure, the brand community breeds competing &tsuctures. These alternative taste
cultures shape the proper norms for legitimizingnbership in the brand community.
Along with community members’ brand performancemstimers negotiate the brand
performances of other staekholders that also strepéuture of the brand community.
Apart from the stakeholders’ role in the constmuctiof the brand, the MHA, the
developers, the HOA, and the metropolitan city amtrict municipalities shape the
brand community over time. Consumers, individuadly,a household and in consumer
groups, employ various strategies to fortify tharior against competing taste structures

and lobby for the protection of brand resources.



5.2.1. Fortifying the Brand Against Competing Tas¢ Structures

Before and after the ownership of the branded deosisumers and specifically,
the majority of the urban, secular elites buildesesies around their branded house and
community. The co-existence of different taste ¢ threatens the harmonious home
environment inside the gates. Consumers distarecédbseholds that adopt competing
habitus, and promote the brand to their significatiters that share a similar taste
culture. After moving in the gated community, tadiferences become apparent and
consumers, individually and as a household, empéwipus strategies to discipline the
performances of others. Community members, basedhein own habitus and the
written and unwritten rules of conduct, define tegitimate members of the brand

community.

5.2.1.1. Distancing the Other

Before becoming owners of the branded house, useanlar elites employed
defensive strategies to protect their ideal hommneg the attack of competing taste
structures. Threatened by the socio-cultural stgpes about community members,
consumers investigate their neighbors before theeoship of the branded house. Since
the financial value of the branded house shapefotheation of a microcosm of upper-

middle and upper income consumer groups, consudistance possible class identity
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conflicts. The origin and the religious faith oftpntial consumers pose a threat to the
future performances within the branded house anthaanity.

Consumers explain how a household’s origin vaties execution of several
practices inside the private sphere (such as clgancooking and socializing).
Households especially emphasize that they distatime@ractices of families that have
migrated from the Eastern provinces of Turkey. démtcast to the contemporary urban
lifestyles, the rural origin varies the executidrceaning (such as leaving the shoes in
front of the door and shaking their clothes anget from the balconies or windows)
and cooking rituals (heavier cuisine that causegmgleasant smell inside the apartment
and the houses). Moreover, the urban secular etitet® that generally individuals
coming from the Eastern provinces have more thanatrerage number of children.
Larger families, stronger family ties and their istizing practices threaten their
peaceful home environments.

Consumers also ask sales representatives abourtémsity of their neighbors’
religious faith. Although, consumers state thatythave faith in God, they detached
their branded home from the households that foreir identities based on religion.
Holding crowd religious meetings, performing daibraying rituals, dressing in
accordance with the Islamic code and avoiding tladergaze intensify the adoption of
strategies for distancing the unwanted others.

Despite these distancing strategies before theeship of the branded house,
some informants failed in their attempt to conti@dir neighbors. Since there are still

houses for sale and rent in the gated communityswmers cannot fully control their
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neighbors before moving in. Reyhan (49, F) dessribew their next-door neighbors

distracted the meaning of their family home:

Reyhan (49, F): The neighbor next door was Ameri¢tan used to come once
for a month every year. They sold their apartmerd tonservative family from
Mardin. Yes, right our opposite. There are alsédecbn. They always leave their
shoes in front of their apartment, which is anngyiti we tell them, there may
be a quarrel, bitterness. We told this to the HQA.course there are cultural
differences and this disturbs me. My husband geetipVhen he sees the shoes,
he is annoyed. Previously the apartment complexweag well. There were no
people without inappropriate behavior. They alseehmany guests coming in
and going out, a very crowded family. Let's see twdl happen in the future.
For example, they may cook something with a heawgllswithout turning on
the fan and may make the whole building stink.

(Reyhan (49, K): Benim kamda bir Amerikali vardi, senede bir ay geliyordu

falan iyiydi. Simdi onlar satti bir Mardinliler aldi, turbanlilar.Evet tam

karsimiz. Ondan sonra bir de ¢oluk cocuk var, hep agbKkar kapinin 6niinde
birakiyorlar yani bir rahatsizlikSimdi ona sdyleyecektim bir tatsizlik olacak,
tartiyma olacak, yasak diyege. Gorevlilere soyledik... Tabi kultur farkhivar
yani insani rahatsiz ediyor.sin hemen tzildi yani. Boyle goriince ayakkabil,
tatsizlgi, huzuru kagiyor. Onceden cok iyiydi hi¢ binad&edyir uygunsuz insan
yoktu. Yani 6yle bunlarin gelenleri gidenleri dé&kgkalabalik bir aile... Bakalim
daha ileride neler g¢ikacak yani. Mesela ¢ok kokgdyler pkirir, apartmani
kokutur, agmaz aspiratort falan.)

Like Reyhan (49, F) other informants also feelutised by the practices that
disorder their home and community life. The meanaighe branded house extends
from the house, to home fronts and to the wholedy@ommunity. According to the
informants, becoming a legitimate owner of the draammunity entails competence in
living in a contemporary environment, which is riged by written, but also by
unwritten yet ordinary codes of conduct. Selah @2and Nur (51, F) explain that they

did not look for an alternative apartment when tlearned that the neighbors next door

were conservatives, as they did not want to goutlfinathe selection process again. The
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household often experiences tensions with theight®rs next door and prefer to

change some of their daily practices in order toidhthe contact with them:

Selah (62, M): For example, the other day we tdekdlevator with the neighbor
next door.

Nur (51, F): Didn’t you talk?

Selam (62, M): | said hello, but she didn't tallkheSoowed her head. She looked
at the floor. What will | talk with a person thatoks at the floor? | wish | had
looked through the peephole. | wish she had takenelevators before me. |
thought this was, when you take negative energyta@dy this is normal for her
since she is covered. Being at the same placeanmttan its’ very (he poses) |
don’t know.

(Selah (62, E): Mesela karki kadinla beraber indik gecenagiya.

Nur (51, K): Kongmadin mi?

Selah (62, E): Merhaba dedim, kgmadi. Kafasini yereggyor. Yere bakiyor.
Yere bakan insanla ben ne keatcasim? Keke dedim delikten baksaydim, o
inseydi aagiya, sonra ben inseydimsagiya. Oyle icimden geldi. E kar
taraftan elektrik almayinca. Bayan bir de tlrbaolunca olay dgisiyor tabi.
Ayni erkekle ayni yerde inmek onun igin, ¢cok yay acaba (duraklayarak)
bilemiyorum ki.)

Feared by the competing taste cultures, consupnersote the gated community
to significant others (for example, McAlexanderaét2002; Muniz and Schau, 2005).
Several households visit the gated community vhgirtsignificant others to persuade
them to become owners of the brand house as weath sgitimize the ownership of

their own branded house. Resul (50, M) explains rd@sons for recommending the

gated community to significant others:

Resul: (50, M): | like the fact that it is an orgead community. Atakdy is a very
nice area, both very close to the city and alsolmonsidered out of the city.
This is a very safe gated community. Safety is vargortant and it will be
much more important in the future.

Rezan (46, F): It is a really big community, garden



Resul (50, M): There is a social center. For tleiason we recommended the
community to our close friends, but also to be thege to be close to each other.

(Resul (50, E): Organize bir site olmasi, lokasyarak Atakdy guzel bir yer
yani hemgsehrin dyinda hemgehre ¢ok yakin. Burasi guvenli bir site. Guvenlik
Onemli bundan sonra daha bir 6nem kazanacak.

Rezan (46, K): Baya buyik bir site ygllik...

Resul (50, E): Sosyal tesisleri var. Ondan dolagnaber olalim diye sevgimiz

arkadsglarimiza tavsiye ettik yani arti onlarla da biraradolmak igcin yakin

olmak igin.)

Resul (50, M) persuaded nearly twenty househadsecome members of the
brand community. The homogenous community assuresmaintenance of socio-
cultural order as well as the maintenance of matemd symbolic order. Consumers
often not only welcome their significant otherghe gated community, but also to their
apartment. For example, Resul (50, M) and Rezan M6explain that all of their
neighbors except themselves are medical doctors. Siimilar occupation convinced
households to move to the same apartment in thed ggammunity. By welcoming
significant others, consumers also attempt to merthe realization of the stereotypes.

Despite the urban secular elites, householdsatapt an alternative ideology
and taste structure also employ fortifying stragegilhe rising Islamist ideology in the
1980s shaped the formation of a new Islamist mididess that uses a hybrid set of
resources for their identity projects (Sandikci &®t, 2010). Like the wider community
outside the gates, households that adopt equaleigol yet competing taste structures
co-exist inside the same brand community. For examfhree households with
conservative values moved in the same building.s€quently, each consumer group

welcomes their significant others that share alamhabitus to their own. With the

move into the branded gated community, variatiomg@nsumers’ brand performances
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become apparent. These variations mark within comityalistinctions (for example,
Schouten and McAlexander, 1995; Sherry et al. 280drtin et al. 2006) and intensify
conflicts inside the promised tension-free communFkor this reason, consumers
increasingly police the brand performances of atherorder to sustain the constructed

community.

5.2.1.2. Disciplining Consumers’ Brand Performances

After moving into the gated community, consumexpegience the competing
taste cultures in the “public” space. With the nfiastiation of brand stereotypes about
the socio-cultural position of community membersngsumers individually and as a
household employ various strategies to police tkecwtion of disordered practices.
Often consumers warn others and give reasons ferinhppropriateness of their
practices. Fikret (52, F) describes an incidenee #he experienced in the swimming

pool:

Fikret (52, F): | see that mothers are not congenough. Lacking the manners
of using a swimming pool, a lot of individuals dotmespect the boundaries of
others. For example | experienced a very intergsticident this summer. We

were swimming with a couple of friends of mine. Avtiner peed her 3-year-old

child in grills of the swimming pool. We told hérat there was a toilet and she
reacted... She said, “It goes away”, | said “Howthgs posssible. This is a

swimming pool with a perpetual motion. The watesnir here goes to the

reservoir. Certainly preparations will clean thetevabut aesthetically this is

unbelievable”.

(Fikret (52, K): Mesela annelerin ¢ok bilingli olmgini goriyorum. Eee o
anlamda, havuz kalturd anlaminda insanlarirgedi insanlarin sinirlarina ee



hdrmet etmediklerini gorilyorum. Mesela bu cok ggbr sey ygadim bu yaz:
Bir ka¢ arkada vardik, yuzuyorduk. Bir anne 3 gmada cocuk, eeaeyin
(havuzun) eee izgaralarina ¢@aun ¢isini yaptirdi mesela havuzun 1zgaralarina.
“Az ileride tuvalet var’” ve bunu soOylegimiz zaman da bize tepki verdi...
“Gidermig”, “olur mu?” dedim “yani bu devirdaim eee sistentir havuz.Simdi
buradan giden ee saglya denge deposuna gidecek”. “Evet oradaki eee
seylerden ilaclardan falan aringolarak su gelecek ama yani bu en azindan
gorsellik olarak gézimuzin dninde eee” bu bu dédlacak sey deil” yani.)

Like Fikret (52, F) other informants also belieet some consumers do not
have the skills to participate in the brand communApart from warning, some

consumers even educate community members abouytrdiper execution of practices.

Nejat (48, M) explicates instances that he inforraubrs:

Nejat (48, M): He gets into the steam bath witpsdirs. | said: “go out at once,
you can not get in here wearing these. They wilat¥ bacteria, which are
mobile. You can take the microbes to your homeskid: “you are right” They

get into the swimming pool without taking a showerarn all of them. | can't

resist.

(Nejat (48, E): Terlikle giriyor buhar odasina. Ded “hemen cikin dariya
dedim, buraya bununla girilmez, bdyle girilmez, dda bir mikrop Urer burada
Uretir, boyle yerler strekli mikrop Uretir ve biz mikrobu oradan buraya
taslyoruz. Biz oturuyoruz siz o mikrobu alip eve gétiksiniz, sizin biralginiz
mikrobun Uzerine de bir bkasi gelecek”. Boyle “cok haklisiniz” falan filan.
Duys almadan havuza falan giriyorlar, hepsini uyaririggrdim mu dayanamam
zaten.)
By educating community members, competent conssiamsist in the formation
of others’ cultural capital. With the disseminatiaf knowledge about the proper

execution of practices, consumers aim to improvieerst position in the brand

community in order to sustain the value of the tran
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Households usually do not want to interfere wite tommunity members and
call the security guards. Reyhan (49, F) explaimat tduring the summer some

consumers disturbed their daily life:

Reyhan (49, F): There were many children in the mam they make a lot of
noise and they do not go home until 10- 11 PM. GhGod, my husband was
very nervous and was calling the security. | anyksturbed and | can not sit in
the balcony. It is very warm in the summer and wiedows are open. The
security would come, warn the kids. Sometimeskitie run away once they see
the security. In the end, the families must be isgas Of course, one can learn
this with education and culture. The family is insiéive, as long as the children
have good time, nothing else matters.

(Reyhan (49, K): Cok c¢ocuk vardi yazin, ¢ok sesygalar eve de girmiyorlar,
10’lara 11’lere kadar. Allaaah. Em onu da takngi kafaya devamli givegli
ariyordu. “Ben rahatsiz oluyorum balkonda oturammym”, yazin sicak camlar
acik zaten. Ondan sonra hemen guvenlik geliyordni gnlara dikkat ediyorlar
guvenlik olarak hemen uyariyorlar, cocuklar hemegukuyor, guvenlik geliyor
kacktyorlar. [ste yani ailelerin biraz duyarli olmalari, tabi o dgitimle kiiltiirle
oluyor tabi. Aile vurdumduymaz, evden gitsin deursa ¢cocuk vakit gegirsin.)
Similar to Reyhan’s (49, F) husband, several coress avoid direct intervention
especially when the warnings concern children. Theant to prevent the unnecessary
conflicts with illegitimate community members.

The HOA, run by the developers for the first tweays, also disciplines
consumers’ brand performances. With the ownershipp® branded house, developers
hand to consumers a booklet about the rules andatsans to be followed inside the
brand community. Apart from the common apartmetgsudevelopers also restrict the
physical modification of the exteriors of the apanhts, the parking of cars in front of

the building complexes, the drying of clothes ire thalconies, the placement of

consumer objects in the home fronts and balcorsed, the display of banners. The
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HOA regularly makes announcements about the rulds@gulations, and the activities
inside the community. For example, a few monthsrafnoving into the gated
community, the HOA reminded to consumers the basies and regulations of the
brand management plan, necessary for building goatmunity relationships. Consider

some of the rules written in the announcement:

. Do not hang laundry (even to dry) in the balcorsied to the gardens so

that they can be seen from outside.

. Do not shake out carpets, kilims from the windowsl &#alconies and

throw garbage.

. Do not put personal items on the home fronts thiit axeate visual

pollution like shoes, and water gallons.

. (Kurutmak maksadi ile dahi olsa balkonlara, binatadis cephelerine

veya dgtan gorulebilecek yerlerine, bahgelere ¢cagmasmamak.

. Bagimsiz bolimlerin balkon ve pencelerinden hali,nkilvs. seyleri

silkelememek, su vb. gifmyler dokmemek, ¢op atmamak.

. Merdiven sahanliklarina ayakkabi, damacana ve begpetuntt kirliligi

yaratacaksahsi @ya ve malzemeleri koymamak.)

While, the brand management plan articulates ity the announcement
explicitly asserts the rules and regulations byfig examples. The association also
regularly posts banners both inside the apartments the social center in order to
police brand community performances. In the apantsjethe HOA controls the
accommodation of improper practices in the balc®iifer example, drying clothes in
the balconies), in the corridors of the apartméfus example, placing bicycles in the
corridors), at home and the apartment fronts (fan#ple, leaving shoes in the home
fronts and parking in the apartment fronts) (Appendl photographs 21-24). In the

social center the HOA controls the execution ofrioger practices in the sports center

(for example, exercise with dirty sneakers and eiththe use of towels). The
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association often prepares these announcements banders due to consumer
complaints. For example, Yilmaz (53, M) and Melaf#&, F) criticize the execution of

banned practices:

Yilmaz (53, M): Actually we have to organize somentests like the most
beautiful balcony.

Melahat (49, F): Or the worst balcony.

Yilmaz (53, M): Yes we should organize such a csmnféd/e need to encourage
individuals. Some people placed their refrigeramothe balcony. The freezer in
the balcony.

Melahat (49, F): Some people living in the B hougpe placed their old
furniture in the balcony, did you see it? The apant close to the shopping
mall. She uses her old furniture in the balcony.

Yilmaz (53, M): Still people are hanging theirttles in the balconies.

Melahat (49, F): | bought a dryer as soon as weedaw. Why? Because we felt
that we need it in a place like that, in a commuiike this | think that it is a
necessity. No one has to bear your laundry, yoeetshor anything else.

Yilmaz (53, M): We don’t have to see her tomatat@as whatever.

Melahat (49, F): And people even shake out theathelrs. We still see
incidences of shaking off. | eve see people thakshout their own clothers.
There is a woman in the adjacent apartment. Evemnimg she shakes out her
sheets, her clothes, her pillows, everything. T$tegke out tablecloths.

(Yilmaz (53, E): Aslinda bir takim yamalar diizenlemek lazim. En glizel balkon
gibi.

Melahat (49, K): Ya da en berbat balkon.

Yilmaz (53, E): 6yle bir yaitma yapmak laziminsanlari tgvik etmek lazim.
Adam buzdolabini balkona koygm®erin dondurucusunu balkona koysmu
Melahat (49, K): Onu birak eski koltuk takimini kay B’lerden bir tanesi
gbrdiniz mu? Afdveris merkezine bakan. Eski koltuk takimini balkonda
kullaniyor ya.

Yilmaz (53, E): Hala camalari balkona asanlar var.

Melahat (49, K): Biz yerlgr yerlesmez kurutma makinasini koydum. Hemen
yani neden c¢unkli bodyle bir yerde bunun gereklugletu, bdyle bir sitede
gerekengseylerden birisinin o oldgunu digtundim. Kimse kimsenin capna
goruntisunit ¢cekmek zorundazdereya casafini ya da nesi olursa olsun.

Yilmaz (53, E): Onun salgasini bilmem nesini bigestmek zorunda g#iz.
Melahat (49, K): Ve insanlar ¢aaflarini da silkeliyorlar. Silkeleme olaylari var
hala. Uzerindeki giysiyi bile silkeleglni bile gérilyorum etrafta. Yan tarafta bir
hanimcgiz var. Her sabah caaflar silkeleniyor. Ust basilkeleniyor. Yastiklar
silkeleniyor. Hersey silkeleniyor. Masa ortileri silkeleniyor.)



By disciplining consumers’ brand performances,oinfants categorize the
legitimate brand owners (for example, Kozinets, Z0Muniz and O’Guinn, 2001;
Kates, 2002). According to informants, legitimatarm owners show respect for the
rights of others both inside the apartments antiengated community in large. Several
households express their concern for the new boaneers. As the prices have peaked,
consumers increasingly unwelcome new comers andptetices, as economic capital
does not generate cultural capital. Nur (51, F) 8ethh (62, M) explicate the main

reason for the violation of rules and regulations:

Selah (62, M): At the sports center you see sitpas depict that you cannot
exercise without towels and cleans sneakers. Theagament placed nice

electronic lockers. However, and especially the wontake their bags and enter
the exercise area. Oh woman why don’t you go tolddes’ locker room. She

puts everything on the floor, her bag; she takéer jacket and puts it on the
floor.

Nur (51, F): There are individuals that they haewer been to a sports center
before. Obviously there are rich people, but withamy manners. Having

financial resources does not always make an indalidYou cannot become an
individual with money. Rather it is a self-discipd, a manner. | mean that you
have to adapt yourself wherever you are. If thepfebehave like this, you have
to wear clean sneakers and you have to take yael tdyou have to comply.

(Selah (62, E): Yukarda gOruyorsunuz spor yapiymuguyaziyor orada,
havlusuz, temiz ayakkabisiz spor yapmayin diyganlar ne giizel elektronik
soyunma dolabi yapmiBilhassa bayanlar, ¢cantasina koyuyor desfini, spor
salonuna giriyor. Be mubarek kadgaye girsene, bayanlar i¢cin soyunma odasi
yapilmy Ozel. Hegeyini koyuyor, aliyor ¢antasini koyuyor, yere manotw
cikariyor.

Nur (51, K): Hayatinda spor salonuna gitmenmsan buraya gelince bygey var
yani. Acikcas! parasi olan, burasi igin altyapiimayan insan ¢ok. Her parasi
olan olmuyor. Parayla, insan satin alinmaz o birtyapidir, terbiyedir,
gorgudiir. Iste onu diyorum, nereye gidiyorsan uymak zorunda@rda onlar o
sekilde davraniyorsa, ayakkabini da temiz giyecekisavilunu da alacaksin,
uymak zorundasin.)
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Some consumers also discriminate members accortdinthe type of the
apartment that they live in. GOozde (46, F) and $aé8, M) explicate how the

consumer profile in the community differs from thame in theAtalkdy district:

Sava (48, M): Crowded and rich families live here argpecially individuals
form the East and from Diyarbakir that engage iadér In our former
neighborhood there were doctors, teachers and gs@fe. But here (Atakoy
Konaklari) there are more individuals that engagecommerce. Most likely
there are more tradesmen here. They say so. Thededd families and the
crowded rich of Ygilkdy and Florya have moved here.

GoOzde (46, F): For example, they live in the B Andouse types...in the C and
D house types live families that we are used t@r@&tare more educated. More
like us. In the C and D house types there are maligiduals like us.

(Sava (48, E): Parasi olan kalabalik aileler geliyor. IBassa Anadolu’dan,

Diyarbakirdan ticaret erbablari. O taraf (Atakoy-& Kisim'da) biraz daha

doktoruydu, hocasiydi, profesoriydu. Bu taraf (Atakonaklarinda) ticaret

kismi biraz daha fazla. Esnaf burada biraz fazldyilk bir ihtimalle oyle
diyorlar zaten. Yglkdy’'un, Florya'nin kalabalik aileler, zengin kelaliklari
buraya gelmj.

GoOzde (46, K): Ozellikle biyuk dairelerde daha gak. Mesela B’ler ve A'lar

(ev tipleri)... C'lerde ve D’lerde (ev tipleri) yaiizim daha dnceden atigimiz

insanlar. Daha ¢ok okumukesim. Yani bizim gibi diyelim Bizim tarzimizda

insanlar C’lerde ve D’lerde daha ¢ok.)

Similar to Gozde (46, F) and Sav@8, M), other informants also discuss the
cryptic hierarchy inside the gated community. Acliing to the urban secular elites, the
illegitimate brand owners reside in the larger leotypes. The competing taste cultures
and the lack of competences threaten their harmsrimme environment. Apart from
distancing class identity conflicts and disciplipivariations and tensions on brand

performances, community members also in lobby ggsodiscipline consumers’ and

other stakeholders’ brand performances.
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5.2.2. Lobbying for the Branded Resources

Before the ownership of the branded house, consumenitor the development
of the gated community to negate brand rumors #&eatypes (section 5.1.2.1.). For
example, consumers individually control the congtaon plans of the metropolitan city
and district municipalities, and observe developpravious residential projects. After
moving in the brand community, consumers form geotgplobby for the protection of
brand resources. The performances of developees,MHA, the HOA, and the
metropolitan city and the district municipalitiehape the future of the brand.
Competing consumer committees, differentiated leyttste structures of its members,
employ collective practices for the reconfiguratiami the branded house and

community, and for the protection of the brand duee.

5.2.2.1. Reconfiguring the Branded House and Commitg

The collective policing of the brand communityngiated with the formation of
a representative group of homeowners. A group clise elite consumers, a few
months after moving in, organized a welcoming p&otymeeting community members
and discussing the future of the brand. The medting place at an empty room in the
second floor of the social center (converted intestaurant after one year). Although
consumers organized the meeting, developers stantedpanel by welcoming the

residents in their new home environment. In theettgpers’ surprise, consumers raised
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their voice about developers’ unfulfilled promisesd the threats to the maintenance of
their brand resources. The consumer group terndndtee meeting with the
intensification of the conflicts among the develgpand the consumers. The next
evening consumers organized another meeting foolviag the brand tensions.
Consumers voted a consumer committee to contropamtéct their brand resources and
their ownership rights. However, this was an uradfi committee since it was voted
only by a small number of homeowners, and sinceswmers’ legal governing rights
started two years after moving in. The group inellidompetent individuals that could
deal with financial, material and legal issues sashengineers, architects, financial
consultants, accountants and lawyers. The commftemed an agenda about the
actions to be taken: keeping track of the housgngssions, monitoring the future of
the shopping mall, the planned roads and the plat belongs to the municipality,
auditing the financial accounts of the HOA, andheag material defects.

Just before the delivery of the completed brankdedse, developers required
from homeowners to deposit the fees for receivirgggermission of residenciskan).
The housing fees paid to the local municipalityitiegze the construction of the
branded houses (according to the accepted coristiucbdes), and also legitimize
legally consumers’ ownership of the branded hoGessumers could obtain the keys of
their branded house only after paying the feesrdraged from 20 to 25 thousand new
Turkish liras. Regularly, in this type of residahitommunities, developers deal with all
the legal issues, and register the branded house@nmunity by proxy. Even though
developers collected the fees in advance, the bchhduses were in an illegal status

even 6 months after moving in. During the meetsayeral community members voiced



their concerns on the use of their financial resesir Some consumers even calculated
the returns collected from the financial resouréesording to the current president of
the consumer committee, there were two main reafortee delay. Firstly, developers
have constructed more houses than what the bidspeadified. For this reason, the
developers turned 4 houses into 2 duplex housesn8ly, the municipality oBakirkdy
required from the developers to pay the fees thay tvere exempted from. One of the
main advantages of the developers that collabosdtie the MHA is that they are
exempted from paying certain fees. The problemlvesotwo years after moving in,
during the local elections (see section 5.2.2.2.).

The transformation of the bid from a gated comrnyuwith a school to a gated
community with a huge five-storey shopping maleimgified consumers concerns on the
future of their community. The shopping mall moedfinot only the landscape of the
apartments close to the mall, but also threatenedtder inside the gates. The elected
consumer committee monitored the construction planthe local municipality. The
maintenance of public order depends on the posdgiathe entrances of the shopping
mall and of the parking lots. Consumers fear thatdntrances and exits of the mall will
create traffic jams and disturb the access to réificd free community that they have
paid for.

The consumer committee also policed the developpians of the metropolitan
city municipality. The metropolitan city municipsliplanned the development of a new
highway close to the northern boundaries of thedyabmmunity. A complaint reported
by a member of the community and published by amaist in a local newspaper

revealed the threat to the brand:
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“Even though | am against the developers’ of Flptyasting the MHA | bought

a house from Atakody Konaklari. As promised thepedted a portion of the lot

for the tennis courts and the parks. However, atiogrto a rumor we learned

that these parks and the tennis courts will dissapfior the construction of a

road. Moreover, the developers knew about thiseptoCould you please inform

the public and the homeowners on this issue?” (Maayer, Hurriyet Gazetesi,

April 8, 2008).

(“Atakdy Konaklar’'ndan Florya muteahhitleri’ne kar olmama rgmen

TOKZ'nin guvencesi oldgu icin bir daire aldim. Bize taahhut ettikleri gitenis

kortlari ve yeil alanlar biraktilar sitede. Nitekim algimiz bir haberle bu yd

alanlarin ve kortlarin yol yapimi icin gidegai 6grendik. Ayrica bu yol projesi
en bagindan beri miteahhitler tarafindan bilinmekteymiLitfen bunu
kamuoyuna yansitir misiniz, daire alanlagrénsin” (Yalcin Bayer, Hurriyet

Gazetesi, 8 Nisan, 2008).)

Consumers explain that the construction of thé@Wway in a close distance to the
tennis and football courts will enable the gazethof others outside the gates. The
committee with the assistance of the developeitedishe transportation department of
the metropolitan city municipality and proposedastructural plans for the protection
of their community. Although, the municipality apted the proposed plans with slight
modifications, members of the committee feel comedrabout the future of the brand
community since commercial and political incenticas modify anything.

Similar concerns exist about the parcel that bygdoto the metropolitan city
municipality. This parcel is an important resouoé¢he brand community, as it houses
the tennis, football and basketball courts. Thesaomer committee and the developers
negotiated with the mayor about the future of tipeablematic brand. The municipality
agreed to rent the parcel to the developers fonthe ten years. However, consumers
fear about the future of the community as the dmeis will resign from the

management of the HOA, and each local municipaliection will intensify the threat

to their brand resources.



Moreover, the consumer committee controlled thearfcial accounts of the
HOA, run by the developers for the first two yed&nerally in all gated communities
developers manage the HOA for the first two or ¢hyears in order to establish the
system that will maintain the promised order insithe gates. The high monthly
payments and the total number of houses creatga ol of financial resources. The
committee by auditing the accounts inspects the H&W thus the developers for the
efficient use of their financial resources.

The committee additionally monitored the resoltiof defects and the
realization of incomplete works both in their hosisand in the community. With the
ownership of the branded house, consumers until dbestruction of the gated
community idealize their homes without any matemnaberfections. After moving into
the branded house, consumers experienced matbgtdabes that distorted their dream
home. Community members blame the MHA for the failto control developers’
actions. Specifically, consumers explain that tegetbpers prepare the brochures that
describe the technical specifications of the hous®gen by their own commercial
motives. The contracts indicate the visible maler{uch as tiles, parquets, paints,
furniture and technological appliances) used fer¢bnstruction of the branded houses
without specifying the brand names. Developers delfjne the products as “first class
brands”. Although consumers observe the qualithefmaterials at the sales office and
at the show homes, the inefficiencies become appafter moving into the community.
Consumers not only express their dissatisfactidh thie developers, but also visit retail
stores to check whether the retailers launch thmeducts in the marketplace. For

example, although the air-conditioners are a wetlin local brand, developers
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customized the appliances for the gated communittyey only cool and they do not
heat. Hande (50, F) explains that they changedatheonditioning system at their
home, as the developers’ products are not efficeas@n for cooling. Ayten (43, F)
explicates that she is afraid of throwing accidiyntanything on the floor as the tiles
break down very easily. Consumers also criticizeuthqualified labor employed by the
developers for the construction of the gated comiyuhikewise, media representatives
also problematize the shortage of competent worKérs branded house is a product of
the mass production of home. During the mass ptaztuof home workers often do not
have specified work responsibilities. Low-wagedol&ys, coming mostly from the
Anatolian parts of the country, who live in the straction site until the realization of
the project, work in each stage of the constructi@onsumers easily figure out the
practices that have produced the material defscish as painting the home without
covering properly the parquets and tiles, and dogdiles without checking the slope of
the floor.

Apart from the material defects in the private esgh the committee also
monitored the incomplete works in the buildings amdide the community.
Specifically, the committee controlled the constiare of the social center, the parking
lots and the storage rooms at the basement ofpwenaents. The committee prepared a
report that outlines the material defects and titemplete works, and handed it to the
branch of the MHA in Istanbul.

Often disciplining developers’ practices requhie execution of more collective
actions than those of the unofficial consumer cottemi Petitioning is an effective

mechanism for preventing developers’ practicesiuthe fieldwork, members of the
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consumer committee asked households to sign petitgainst the development of a
mosque and against the execution of a tennis towenain the brand community.

One year after moving in, some consumers monit@ecbnstruction at the
basement of the social center. The tiled walls atage the construction of a place of
worship. The consumer committee immediately stadegetition. Consumers that
accepted to take part in the petition went to theal municipality and cancelled the
proxies given to the developers for receiving thgal permissions for construction and
infrastructure. This petitioning practice preventiedelopers for taking any action in the
brand community. Secular elites criticize develgpnce the place for worship was not
included in the plans of the gated community. Asv#s mentioned in the previous
chapter the MHA controls the material developmdrthe brand. Even though the bid
required the specification of a place of worshiptie project’s construction plans,
developers intentionally or unintentionally negégtthis requirement. When the MHA
forced developers to construct a mosque, the badevhéhe social center was the only
available space. Secular community members exgiainthe creation of a sacred space
inside the social center would create tensionfiéneixecution of practices. Competing
practices such as worshipping, swimming, sunbathexgrcising, eating and drinking
alcohol would be performed under the same roof.sitlem, Glngs (46, F) example

below:

Gine (46, F): We took some actions and | collected atigres. We prevented
the construction of the mosque. Delta constructmd us that TOKI forced
them to take this action. But in this building thevill be a restaurant on the top
floor that will serve alcoholic drinks, at the gralifloor individuals in bikinis
will swim and right beside a mosque. | think thayt would have hold religious
meetings, given the size of area and the numbeoahs. No one is against
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religion. Of course everyone can practice religicout we prevented the
construction since the place was not appropriat@asl one of the individuals that
prevented the construction of the mosque. We wohad, but we succeeded.
With our efforts, the municipality stopped the donstion and the MHA stepped
back. Delta Construction converted the area akamtdor the mosque into a
social area, even a hairdresser opened.

(Gune (46, K): Bir birtakim ¢calymalar yaptik ben imzalar falan topladim. Biz

o mescidin kurulmasini engelledik. Onun iginde ydi®KInin bdyle bir

yaptirimi oldgunu, delta igaatta onun igin mecbur kalip yagini sdylemiti.

Ama jte Uste bir restorant istenglisdyleniyor orasi igkili bir mekan olacajte

altta insanlar bikiniyle havuza giriyorlar birde bilarin igine tamda yanilgana

bir tane mescit. Orda sohbet toplantilari yapilacalinkii alan ¢ok buyulkti

odalari falan vardi. Hickimse diningeyine kasi desil. Herkes tabiki istedi

gibi inancini seyini yapabilir ibadetini ama mekan olarak yatlionun igin
bizde kagi ciktik. Kagi c¢ikanlardan biride bendim bunun icingnastik ama
sonunda bgardik. Belediyeye orayl muhrlettik, TOKI'de gediia atti. Delta
ingaat orayl mescitten cevirdiimdi bir sosyal alan olacak orasi hatta bir
kismina kuafor acildi.)

This petitioning practice is also a reflectiontbé tensions between the secular
and the religious taste cultures. According to $eeular activists, the conservatives
want to make themselves visible in the communityulgh the accommodation of
religious practices. These practices will also prévthe execution of other practices
such as drinking alcohol. The secular activistgestidat a place of worship would also
open the community to the individuals outside tlaesg, since none can turn back
someone from the house of God. Conservative contsnamembers not only support
the accommodation of worshipping, but also request modification of existing
practices and the adoption of new practices. Famgte, Ozgiir (40, M), a previous
member of the consumer committee and now presmfaihie new HOA, explained that
two covered community members visited the previmesident of the HOA (employed

by the firm) at his home. They requested him tocdte a swimming day only for

females, since they also pay the monthly fees &wey want to make use of the



amenities offered in the gated community. Othezguested the HOA to develop an
audio system that will announce the call of praged to provide religious channels in
the community’s cable TV. Both the secular actaligbolicing practices and the

developers’ fear of losing new homeowners (as thegestill houses for sale) restricted
the transformation and adoption of practices tlaabfed the conservative consumer
group. The developers promised to the MHA to camsta place for worship inside the
shopping mall.

Having developers’ support, the consumer commiig@nized a meeting with
the participation of representatives from the MHAdathe community members to
relieve the community. To the surprise of many camity members, a
countermovement by the conservative consumer gsalptaged the meeting. The
conservative group attacked developers’ brand oectstn performances, and voiced
the MHAs’ failure to control developers’ performasc Although the accusations of this
group were identical to the ones made by the indrmonsumer committee, this event
announced the formation of a competing committeke Tonservative consumer
committee immediately organized another meetingxalain their position and receive
the support of other community members. The leaddghe conservative committee
even brought his private secretary, who asked coassito complete a form about their
personal information. The agenda of the meetinduded the following issues: the
housing permissions, the defects and incomplet&sydine construction of the shopping
mall and the control of the HOA by community mensdrhe leader of the committee

appointed a presenter for the execution of the imgetMembers of the secular
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consumer committee raised their voice against thegmter, who was not a member of
the community. The secular consumer committee agldtthis time the meeting.

A few days after this meeting, the conservativescaner committee organized a
meeting with the MHA to make an official complaimccording to the secular
committee, the competing committee takes actionth ws hidden motivations to
increase their impact in the brand community. Téadér's private secretary called
several community members and asked them to takenpthe meeting that took place
at the branch of the MHA in Istanbul. With the leeghip of the conservative consumer
committee, a group of community members visitediriséitution. The representative of
the MHA in Istanbul explained that they have algeagttled these issues with the
developers and the community, and that they arekimgron the resolution of the
tensions.

The conservative consumer committee intensified threatening performances
towards the developers, the community and the bremthe summer of 2009, to the
surprise of many community members, every housetealdived a notification from the
Ministry of Finance. The institution scheduled aetireg with each homeowner to check
any actions that led to a loss of tax. In an aiemtea gathering, community members
expressed their concerns about the investigatipacifcally, they felt disturbed by the
questions asked. On th& &f July 2009 a local newspaper that has a politEaning
towards the conservative ideology published thesstory (Appendix 4, photograph

25). The news story reported that the specialstsdthe following questions:
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How much did you pay for the house? How did you entile payments? Did
you make the payment to the developers or to th&b®id you take a loan? If
not, where did you find the money? (Hazal At8abah Gazetesi, July 7, 2009)
(Evi ne kadara aldiniz, 6demeyi pekkilde yaptiniz, muteahhide 6demeyi elden
mi banka yoluyla mi yaptiniz, banka kredisi mi&udliniz, banka kredisi gése
bu parayi nasil buldunuz? (Hazal At&abah Gazetesi, 7 Temmuz, 2009).)
According to the report, the Ministry of Financevestigates whether developers
have performed any illegal practices during thestwrection and the sale of the branded
houses. The reporter notes that the investigatiamtesl after consumers’ official
complaint in the MHA. Consumers in their complaiport declare that on average they
have bought their houses for 500 thousand Eurastheudevelopers have sold some

houses only for 150-200 thousand Euros, decredlsengtate’s revenues. Moreover, the

news story also referred to the other complaints:

The developers collected 20-25 thousand liras feaoh homeowner for the
permission of housing. The money, approximatelyniliion liras, was not in

the common amount. Moreover, the shopping mall khdxe three storied.
Extending it illegally, the shopping mall raisedotmore floors. This extension
must be investigated (Hazal At&Sabah Gazetesi, July 7, 2009).

(Muteahhit firma ayrica iskan parasi adi altindasahiplerinden 20-25 bin lira
topladi. Yaklaik 15 milyon lirayi bulan bu para ortak hesaptamddi. Ayrica,
insa edilecek aliveris merkezinin 3 kat olmasi gerekiyordu. Imara ayhkiri
sekilde kot farkindan 2 kat daha eklendi. Bu fankéigitti argstirilsin  (Hazal
Atey, Sabah Gazetesi, 7 Temmuz, 2009).)

Even though the report did not reveal the commumimbers that initiated the

investigation, several secular consumers believat thhe conservative consumer

committee lay beneath it.
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The second petition was against the organizatfoa tennis tournament in the
gated community, open to anyone inside and outbiel@ates after paying a cover fee.
The developers using any opportunity for finangain allowed individuals to use not
only the tennis courts, but also all of the fa@hktin the social center. Posters all around
the community announced the tournament. Consumensediately started a petition
visiting each household and asking them to sigm\&eicletter against the use of the
social center by non-community members. The cogéerl explains the reasons for

refusing the execution of the tournament insidegéied community:

Hundreds of individuals will enter our community the tennis tournament and
will affect not only our everyday life, but they lhalso make use of our private
spaces such as the Health-Club and its additidmss& benefits are granted only
for commercial purposes and our beautiful commuisityold in return for 25 or

40 new Turkish liras.

(Sitemiz dundan yuzlerce insan turnuva kapsaminda sitemidsioe girerek

hem yaantimizi etkileyecekler, bu da yetmezgibi bizim 6zel alanlarimiz olan

Health-Club ve eklentilerinden yararlanacaklardBu yararlandirma tamamen

ticari amac tgimakta olup, sitemizin guzelini 25 veya 40 YTL kadiginda

satin almg olacaklardir.)

With this petition consumers distance non-comnyumembers and reject the
use of brand resources by non-homeowners (seextmme Kozinets, 2001). The
commoditizing practices of the firm enable finah@ain both from the collected fees
and the promotion of the brand community to po#ntiembers through news stories.
Despite the consumer petition, the developers stllied out the tournament as
planned.

Regardless of developers’ commercially driven ficas, the HOA restricts the

access of non-community members to the sports rcanté the swimming pools with



the application of a fingerprint system in the antres. Consumers enter their personal
code and place their finger on the electronic streghich identifies members.
However, in 2008, the opening of the open swimmmog! created an intrusion of
outsiders. Apart from the entrance of the sportstare consumers access the open
swimming pool also from a gate in the garden. Bigeng the swimming pool from the
garden, individuals can also to access the soeratiec and use also the other facilities
(the sauna, the Turkish bath and the gym). The H@Arder to control this new
entrance delivered an electronic card to commumignbers. However, since the card
did not provide any information that could identépmmunity members, outsiders
could easily access the swimming pool. Nejat (48akd his daughter explain how the

HOA failed to control the social center:

Secil (22, F): Also, for example it is very wrong tise the card system in the
swimming pool. | went to the school and my friertdidd me that our social
center was very nice. If you consider the whole siem | didn’t go even 10
times. Everyone said that they liked the sportdereand that the Turkish bath
was such and such.

Nejat (48, M): | told this to the general managemérsaid “Thank you very
much for making public the social center, for makaccessible the social center
to the public”, He said “You made it accessible’sdid “We? What did we
make accessible” You gave a card, but did you obit@”.

(Secil (22, K): Bir de mesela havuzun kartla olngsd kot birsey. Okula falan
gidiyorum sizin tesisler ¢ok guzel falan, yazin laspan 10 kere ben
girmemgimdir. Herkes boyle ste salonu da cok guzelmi hamaminiz da
sOyleym;j.

Nejat (48, E): Genel mudire soyledim. Dedim “cokekd&ir ederim halka
acmssiniz, canim halkimiza tesislerinizi agemiz”, “siz actiniz” dedi. “Biz”
dedim “ne agtik? Kalktin kart verdin kontrol ettmi?”)

With the opening of the brand community to the Blel, consumers

individually and through the consumer committeeslenaomplaints about the use of
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their resources by outsiders. In the summer of 2809 HOA decided on the use of
pictured identification cards in order to restane privacy inside the community. The

announcement notes:

After your intensive requests in order to prevém intrusion of outsiders, this

year pictured cards will be used for the swimminglpFor this reason, eligible

community members should come to the public refatidepartment, take their
digital photographs and cards in person.

(Bu yil sizlerden gelen yaon talep uzerine, havuza, yabancilarin girmesini

Onlemek amaciyla, resimli havuz kartlar1 kulland&tir. Bu nedenle; havuz

kartlari, size sakinlerimize halkla gkiler boliminde, dijital ortamda

fotograflari cekilerek verilecginden, hak sahiplerinin kart almaya, bizzat
kendilerinin gelmesi gerekmektedir.)

In 2010 with the election of the new HOA that reed the majority of the
homeowners’ votes, the association took action tfee resolution of consumers’
illegitimate brand performances. With the seasam o spring, several households
performed their yearly spring-cleaning ritual. Bxaay one could observe housewives
and their cleaning ladies shaking out their carpetskilims from the windows and the
balconies. Carpets ardlims are a common scene of several balconies in thedgat
community. The HOA immediately published an annament that reminded to
consumers the basic rules and regulations of ttiedomanagement plan. However, still
households did not follow the rules and regulatiabeut the appropriate performances
in the balconies. For this reason, just one week #ige HOA photographed some
examples of inappropriate practices and createdostep that illustrated several

balconies. The copy read “No commemttakdy Konaklafi (Yorumsuz Atakdy

Konaklari) (Appendix 4, photograph 26). The president of H@A stated that if these



illegitimate practices would continue, the nextpsteould be to create a poster that
reveals the apartment numbers of these househClussequently, the HOA, as the
voice of the majority, disciplines brand performesdn order to impose the urban
lifestyle.

Overall, consumers in lobby groups reconfigureirtteanded houses and
community in order to restore, maintain and proteeir brand resources. Consumers
collectively monitor stakeholders’ performances aake actions for the resolution of
tensions. However, rather than forming a homogermmmsmunity for the lobbying of
brand resources, the brand community breeds temdigndiscriminating consumers
based on their taste structure. Competing grougpisenthe brand community, sharing
conflicting ideologies and taste cultures, actadli/ely to legitimize the commonalities
of their identity projects. Along with the reconfigition of the branded house and

community, consumers also lobby for the protectibthe brand in the long term.

5.2.2.2. Protecting the Brand over Time

The tensions between the competing consumer cdeewniintensified during the
local municipal elections in 2009 and the resolutid the developers’ HOA in 2010.
The elections of the new mayor and the new HOA @&tmmew platforms for the
legitimization of the committees’ ideologies andstéa cultures. Consumers employ
strategies to authorize their dominance insidectimamunity, and to protect and manage

the brand in accordance to their own norms andegalu
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During the political campaign, the candidates a¢he political party arranged
meetings in the gated community. Community membkosved their political stance by
participating in the meeting of the candidate thay support. Each candidate expressed
their fond of the gated community and discussedt thians about the future of the
district. During the meetings of the two main polt parties JDP and the Republican
People’s Party (CHP from now on) supporters as asllopponents of the political
parties participated in the meetings. Since thelidate of the Justice and Development
party was not elected before, consumers could egdte his declarations. The candidate
criticized the works of the present mayor (membie€HP) and discussed the changes
that his election would bring to the district. Oofethe consumers asked the candidate
whether he could grant to community members the ldrat locates the tennis and
football courts. He preferred to resolve this pesblupon his election. The meeting
dissolved after the attack on the candidate abisutdilaboration on the construction of
a gated community in another district. A commumitgmber of that gated community
expressed his criticisms on the material defecesmbkrs of the conservative committee
immediately voiced that it was a planned actiorth®ysecular consumer committee.

During the meeting of the mayor, who was re-etk@e the candidate of CHP,
the conflict between the groups intensified furtfidre HOA announced days before not
only the meeting, but also the resolution of thpested legal issues. The announcement

notes:

On the 2% of March at 20:30, our municipal Mr. AtdJnal Erzen will hold a
meeting and announce the goods news about the isSueur housing
permissions.
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(Belediye Baskanimiz Sn. Atgnal Erzen’in 23 Mart Pazartesi aami saat

20:30 da sitemizde yapagatoplantida, iskanlarimizin hazir olgu bilgisinin,

bizzat kendisi tarafindan, kat maliklerimize duylanagi mujdesini almi

bulunmaktayiz.)

The HOA announced the legalization of the owngrsifithe branded houses
and the names of the consumer committee that hasteledl the resolution of the legal
problem. During the meeting, the candidate browuggteral official documents that
legitimized the executed practices during his plescy, and illegitimatize the practices
of the MHA and the previous mayor, member of DS&. &ample, he explained that
the MHA and the metropolitan city municipality aessponsible for the sale of the lots
in the district. The candidate stated that theyewatso not responsible for the
modification of the lot in the entrance of the gatommunity. Rather the MHA, the
metropolitan city municipality and the governor lsfanbul have transformed the lot
from a school to a shopping mall. The accusati@watds the mayor during the

political campaign also received wide media attentin a press conference, the mayor

declared:

The municipality of Bakirkdy not only requests dngig, but also does not have
any authority to dispose. The authority and thetrabrof the land locating
Atakdy Konaklar belongs to the MHA, the municipalof Bakirkdy does have
any authority... The land located at th® district of Atakdy belongs to the
MHA. The MHA made an application to the governorisgthnbul to transform
the project of the lot from a school to a shoppmgll. The municipality of
Bakirkdy objected the tranformation of the lot, lewmer the assembly of the
Metropolitan Municipality declined the objection té& Unal Erzen, Mayor of
Bakirkoy,www.emlakkulisi.comMay 28, 2008).

(Bakirkdy Belediye B&anligi'nin, Atakdy Konaklari ile ilgili bir talebi olmaigh
gibi, tasarruf yetkisi de bulunmamaktadir. Atakopniklar’nin bulundgu
arsayla ilgili yetki ve planlama TQie ait olup, Bakirkdy Belediyesinin bir
yetkisi bulunmamaktadir... Atakdy 5. Kisim'da yé&anaTOKl'ye ait arsanin,
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TOKZnin Istanbul Valilgine yaptgi bagvuru (zerine, okul alanindan
cikarildigini, Bakirkdy Belediye Blanlig’'nin planlarda yer alan désiklige
itiraz ettigini, ancak bunun Buyikhir Belediye Meclisi tarafindan reddedildi
(Ates Unal Erzen, Bakirkdy Belediye gani, www.emlakkulisi.con28 Mayis,
2008).)

At the end of his speech at the brand communiitg, rhayor announced and
showed the folder that stored the permissions silemce iSkan. However, several
consumers of the conservative committee raised Hogte about the delayed provision
of their ownership rights and asked for justifioat. As the quarrel intensified the
bodyguards took out the mayor from the room, witle two competing consumer
groups started a fight that ended with the arrofahe police. The second time victory
of CHP at the district dBakirkOyrelieved many consumers both at the districAtakoy
and at the gated community since the center-lgfsty assured the protection of their
brand resources.

The resolution of the developers’ HOA created & riension in the gated
community. During the elections for the formatioh tbe new HOA, three groups
announced their candidacy. The secular and theecesmitsve consumer committees
formed the two candidate groups. As there are Istilises for sale, developers also
announced their candidacy for the new HOA. The bpers had a total of 100 out of
950 votes as well as several supporters composeelaiives and friends. Before the
elections, the groups held meetings with commumigmbers in order to promote their
proposed plans for the management of the brand comtyn Specifically months before
the elections, the secular consumer committee agdra torchlight procession on the
29" of October for the celebration of the Turkish Relu Several community

members moved in an orderly fashion around thedgadenmunity holding torches and



Turkish flags, and dressed in t-shirts imprintedhwthe picture of the founder of the
Turkish Republic and the brand logo (Appendix 4otpolgraph 27 and 28). A marching
band accompanied the crowd playing the national hyand marches. Community
members shout slogans in favor of the founder,rthgon and the constitution (for
example,Turkiye laiktir, laik kalacak— Turkey is secular and will remain secular). The
secular consumer committee held a meeting with comitytmembers at the restaurant
inside the social center. In the announcement ®fntleeting the candidates articulated

clearly their ideology:

We invite you, our thrilled and crowded community,celebrate the Republic
Holiday with us along with the marching band anctiidight procession. We
believe that our gated community should be managedy the developers but
by our members.
(Bizler 29 Ekim Cumhuriyet Bayraminda bando ve rfeatayi eliginde
duzenlediimiz gecede, otulu kalabalik ve tek vicut olgsite sakinlerimizi
yine ayni birlik ve beraberlik icinde yapagaiz toplantiya katilimlarinizi
bekliyoruz... Sitemizin muteahhitsiz, site maliklésrafindan ydnetilmesi
taraftariyiz.)
The candidate group distances itself both fromctheservative group that poses
a threat to the execution of practices inside traraunity, and from the developers that
take advantage of any incidence that can be cad/énto a financial gain. During the
elections the conservative members were not abferto a homogenous community.
Ozgir (40, M), the current president of the HOAgtestl that within this consumer

collectivity consumers differ on their worshippingactices. For this reason, they

couldn’t form a strong community that could fighgaenst the secular consumer
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collectivity. The secular consumer committee woa #ections and formed the new
HOA guided by the principles of the founder of Tfhekish Republic.

Overall, consumers employ various strategies tatrob the appropriate
execution of brand performances. Consumers fottié/ brand against the invasion of
their privacy and harmony by competing ideologied #aste cultures, and discipline
consumers’ performances to maintain the constructddr. Additionally, community
members lobby in groups to fight against the attaok their brand resources by
monitoring the performances of non-community memmp#dre MHA, the developers,
the HOA, and the metropolitan city and district noipelities both in the near future

and over time.

5.3. Summary

The findings demonstrate consumers’ experiencds tveir problematic brand
community. Consumers work extensively on the raswiuof brand rumors and
stereotypes that surround their brand. The analysigals that consumers’ brand
practices produce additional effects.

The brand community is a microcosm of the couthiat embeds the economic,
socio-cultural and political tensions. Consumeratiglly reproduce social segregation
by protecting the brand from the others that thtleatconstructed order. Apart from the
economic segregations, brand owners also distanoemanity members that adopt

alternative taste cultures by welcoming their digant others, by searching their
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neighbors before the ownership of the branded hoasd by forming consumer
committees for the legitimization of their own &siulture inside the community. The
findings reveal that the brand community reprodutestensions between the secular
and the conservative consumer groups. Particuldlg, election of the new HOA
intensified the tensions to gain control over thankl, since the triumph would also
legitimize the associated taste structure. Consetyleconsumers’ brand practices
reproduce taste struggles.

Apart from the reproduction of taste strugglesastomers as a household unit
reproduce their own class position. The findingidate that consumers employ various
strategies in order to normalize the ownershipheftiranded house. Trajectories of the
family home and specifically the struggles of emaplhomeownership normalize not
only the ownership of the branded house, but atsmalize the households’ attained
class position.

Finally, consumers’ experiences reveal the muitahsionality of the brand
value. Consumers negotiate material, symbolic, asouitural, economic and legal
properties before and after the ownership of thentbed house. Research in different
disciplines provides evidence about the signifieaotthe house as a status object (for
example, Belk, 1988; Mallett, 2004). The findingslicate that consumers hide the
brand in order to avoid brand rumors and steresty@ensequently, in some instances
the house rather than a reflection of self becomdsirden in consumers’ everyday

practices.
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CHAPTER 6

DISCUSSION AND CONCLUSION

The research provides a holistic account of biamtting processes and
consumers’ experiences with a problematic brandclwembeds multiple tensions. The
findings of the first study reveal that apart fromarketers’ actions towards the
development of the marketing program, multiple extshape the brand development
processes before the launch of brands in the npddaet In contrast to the existing
studies on brands and branding that tend to foouthe processes of building brands
after the launch of the brands by the firm, thisdlgtuncovers the multiple actors (brand
stakeholders, materials, discourse and events), taadpractices, which integrate
resources, competences and discourses for theopeveht of brands before and after
their launch. Particularly, brand stakeholders égowmental institutions, developers,
financial institutions, media representatives aadstmers) and non-human actors (for

example, spatial specificities, the earthquake)cmep the flow of brand resources for



the realization of brands, brand competences fegié and discipline stakeholders’
brand-building performances, and discourses nommalippromote and stage the
ownership of the branded house and community. Stdélers’ brand practices shape
consumers lived experiences with the branded handecommunity. In contrast to the
literature that focuses on the symbolic propeigsrands, this study reveals that brand
creation embeds both symbolic and material dimessidMoreover, brand-building
processes develop brands and their associated lamenunities simultaneously.
Stakeholders’ performances and discursive practoesmaterial and symbolic form to
brands and to their associated brand communitiefrdbging the properties and the
boundaries of the community. These brand-buildingcesses are not tension free.
Conflicts within and among brand stakeholder grougscipline brand-building
performances.

The findings of the second study reveal that coress execute individual and
collective (as a household and as a community)dpaactices to contest brand rumors
and stereotypes, and to negotiate appropriate hparfidrmances. The branded house
and community are significant for the formationsofcial identities inside the private
sphere of home and inside the gates. Rumors arebstpes, and community members’
and the other stakeholders’ conflicting brand penfances form multiple tensions that
consumers need to work on both before and afteowheership of the branded house.
However, often tensions force consumers to cortbeabwnership of the brand. Rather
than evangelizing and justifying the brand, consunhéde the brand to put at a distance
the negativities. This study also reveals that tagiag brands, developers introduce a

temporal dimension to the creation of brand valB@ce consumers move in their
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branded houses and community approximately thrdeunyears after the ownership,
the tensions of the branded house and communitprbe@cmore apparent and even
intensify with the move to the brand community. @We the branded house, a complex
and multidimensional consumer object, embraces mynpolitical, social, cultural and
economic tensions.

This chapter provides an abstracted discussionthef multi-actor brand
development processes, and of consumers’ lived rexpees with the branded and
highly problematic consumer product. The first gectiscusses actors’ brand-building
processes and highlights the contributions to iteeatures on brands and branding (for
a review see Keller and Lehmann, 2006), and the msewice dominant logic in
marketing (for reviews see Vargo and Lusch, 2004raVet al. 2009). The findings
reveal the multiple actors, resources, competerndisspurses and performances that
shape the development of brands before and akér ldunch in the marketplace. The
second section theorizes consumers’ individual aolective brand practices and
contributes to research on the development of cile identity projects, and the
institutional and social structures that systenadificshape consumers’ experiences and
practices (for a review see Arnould and Thompso®Q52 The findings reveal
consumers’ individual and collective actions foe ttransformation and protection of
their brand and brand community from the tensidmst @arise between community
members and among consumers and other brand skdé&ehoBesides literatures on
branding, brand communities, and consumers’ idemtibjects, this study also offers
novel insights into the understanding of home m ¢nsumer behavior literature. The

third section discusses the implications of theifigs for this relatively underestimated



domain. The findings reveal that the branded hasisecomplex, multidimensional and
dynamic consumer space, and a central and hightgpiouous component of their
identity projects. The fourth and fifth sectionsaliss the managerial implications and

the areas for future research respectively.

6.1. Brand-Building Processes

Since the early studies on brands and branding|achdiscuss the significance
of the development and management of strong brdodsexample, Levy, 1959; Aaker,
1996). Despite the agreement on the significancdrahds for firms’ success, the
overview of the literatures on brands and brandetmpter, 3) indicates that branding
research perspectives employ different assumptdosit the nature of brands, and the
processes and actors that participate in theirdtion. Increasingly, scholars call for the
integration of perspectives in order to gain a stai understanding of brands and
branding (Keller, 2003). This study follows thisllcand offers such a holistic
understanding. The findings of this research p®wyidence for the dynamic and
interrelated practices, multiple actors, resourcespetences and discourses that brand-
building embeds.

Contemporary perspectives on brands and brandlusjrate brands are social
creations (O’Guinn and Muniz, 2010) and that thaeme multiple sources and uses of
brand meanings (Diamond et al. 2009). The latemtding perspective calls attention to

the role of all brand stakeholders in the develapnod brands. Brands are polycentric
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entities, contextually and historically groundealr (@xample, Holt, 2004; Schroeder and
Salzer-Morling, 2006; Cayla and Arnould, 2008) afatmed through dynamic
stakeholder interactions (for example, Diamond let2@09; Merz et al. 2009). This
study contributes to the literatures on marketiaggd brands and branding in several
ways.

First, the findings of this study indicate thaad-building processes start much
earlier than the development and launch of branydthd firm. The current research on
brands and branding explore the co-creation ofdsdy various stakeholders only after
the construction of brands by the firm and thetraduction in the marketplace. The
literature treats the processes and actors thatgak in the development of the brand
offerings as given. For example, Merz and his civans (2009) developed a conceptual
model in the light of the service dominant logic marketing that depicts the
theorization of the brand stakeholder focus. Actmwdto the model, initially
relationships between employees within the firmpehtlhe development of brands. With
the launch of the brands, dynamic network relatigys among the firm, the brand
community and the different stakeholders shapediheslopment of brand value and
meanings. The authors provide only a conceptuahdi@ork and do not examine the
processes of brand co-creation.

Few studies acknowledge the role of various bratakeholders in the
development of brand offerings before their launobywever these processes are not
examined extensively. For example, studies on nedyzt development pay attention
to the role of consumers, competitors, suppliers #me cooperation of various

departments inside the firm for the developmerd néw product (for a thorough review
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see Krishnan and Ulrich, 2001). Recent studiescz# the linear process of new
product developmehmodels and argue that new products develop in Eoamlaptive
systems (McCarthy et al. 2006). The complex adapistems consist of a nested and
scaleable system of human actors (individuals, ggaar organizations) that shape the
development of brands, and adapt their practic#sempresence of change (McCarthy et
al. 2006). Despite the complexity of new producvelepment processes, the studies
focus on the primary internal and external actbeg harmoniously form new products
(departments inside the firm, consumers, compstitord suppliers). Moreover, the
focus is on the development of a physical produithout any symbolic properties.
Similarly, studies on brand-building also focus te primary actors that shape the
development of new brands, initially with the creatof distinctive brand associations
and product attributes (Ponsonby-McCabe and B&66). Following the premises of
mind-share branding, new brand development is tmial matter for the members of
the firm (Aaker, 1996; Urde, 1999; Ponsonby-McCabe Boyle, 2006).

Consumer culture theoreticians also do not accoarthe actors and processes
of new brand development before their launch. kan®le, O’Guinn and Muniz (2010)
developed “the social construction model of brant®it theorizes the actors (the
marketer, the object, the individual consumers,soamer collectives and institutions)
and the processes (accommodation/negotiation, teedcaltivation, polity, rumors and
disruption) that shape the development of brandpeciically, the authors’
conceptualization of marketers reveals the focugshendevelopment of brands after

their launch in the marketplace that is “market¥esate the brand in the sense that they

8 Decision within a development project: conceptealepment, supply-chain design, product design,
performance testing and validation, product lauarett production ramp-up (Krishnan and Ulrich, 2001).
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give initial form, message, packaging, position ptatform. The marketer launches the
brand and tries to vest it with intended meanimgarn attempt to bring about a desired
consumer response” (O'Guinn and Muniz, 2010:1379n<himer culture theory —

oriented studies, despite their critique of cogeitepproaches to branding, similarly
perceive the firm as the primary actors that nagetwith the other actors in the macro-
and micro-marketing environments and accordinglgnpand execute the marketing
program.

The findings of this research reveal that variooterrelated and dynamic
stakeholders shape brand-building processes bédineband after the launch of brands.
Negotiations and tensions within and among stakkgrsigroups form the material and
symbolic properties of brands even before theroshiction in the marketplace. Along
with the presence of stakeholders, brand-buildieguires brand resources, brand
competences and brand ownership discourses. Cargqustakeholders enable or
disable brand-building processes through the nagis and tensions to take control
over brand resources, to adopt brand competencesjiscipline others’ brand
performances and discursively to normalize the aship of brands. As the findings
explicate, consumers are also significant actorsthie brand-building processes.
Consumers’ previous experiences with the prodety ttcommon concerns, fears and
interests shape the development of brands befa® tunch in the marketplace.
Particularly, the house, a site of rich symboligeflects one of the most important
decisions in individuals’ lives and it also is atical object for the production of
consumers’ identity projects (Belk, 1988; Hill, 199 Stakeholders’ dynamic practices

shape brands even after their introduction in tleeketplace and continue indefinitely.



However, the configuration of human actors is auyegnt on contextual forces. For
example, with the economic crisis in 2007, finahaestitutions withdrew from the
development of commercial and consumer loans breasing the interest rates. As a
result, several developers undertook the role akbdy creating financial alternatives
for enabling ownership and thus, for progressirgy rthaterial development of projects.
Contextual forces often transform the power refetionvithin and between brand
stakeholders groups and pose a threat to the esea@iftfuture brand practices: During
the municipality elections in 2008, representativésll political parties presented to
community members their future plans about theridisand the gated community. For
many consumers the election of a municipal fromdbepeting political party would
put their brand and brand community in danger. Gating political ideologies moved
from the political arena to the gated community rogking the brand distinctions
visible.

Second, this study shows how the conflicts amond within the brand
stakeholders groups forms the brands and the egaecot brand performances inside
the ecosystem. In contrast to a harmonious brandystem formed by the interactions
of brand stakeholders (Bergvall, 2006), this stilidgtrates how tensions shape brands.
Research findings elaborate on how stakeholdergingrge and discipline brand-
building performances by controlling the adoptidianding competences to deal with
tensions that arise within and between brand std#éeh groups. For example, the
findings of this research illustrate how adoptimgqtices of other brand stakeholders
groups distract the “brand ecosystem”. Rather tlaapositive blending of social and

material relations” (Miller, 2001: 115), this resdaillustrates the dynamic blending of
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material, economic, political/legal, social and $&giic distinctions that occur at the
intersection of the brand and its multiple creatd®ather than drawing distinctions
freely without any restrictions (Giesler and Luéa@ic2006), the study reveals that often
brand stakeholders avoid drawing distinctions, esiiftcmay affect the future of the
corporate brand. For example, developers keep ain@y commenting on the
“invisible” interests that define the results oéttreasury land bids. Drawing distinctions
about the economic, social and political interdst¢éween the ruling party and the
developers that collaborate with the MHA pose adhron the execution of future
brand-building practices (such as difficulties mceiving legal permissions as the
conservative party runs most of the municipalitie)d consequently, on the
maintenance of the corporate brand in the markegpla

Third, this study provides a holistic account odirtd-building processes (before
and after the launch of) and does not narrow thelystof brands only on few
stakeholders. Most of the studies on brands anddbcammunities focus mainly only
on the immediate human actors that give form tadbsaafter their launch, leaving
significant processes and actors unexplored (famgpe, Gregory, 2007; Diamond et al.
2009; Schau et al. 2009). For example, even th@igmond and her co-authors (2009)
call for a holistic understanding of brands throdiga examination of as many brands
creators as possible, still the analysis is limiadthe firm derived brand myth and two
different multi-generational consumer communitiest evolve around the brand. Rather
than a positive blending of stakeholders’ polysesnand anti-phonal brand meanings
(Diamond et al. 2009), the findings of this stulliystrate that brand stakeholders hardly

ever easily accommodate conflicting brand meaniRgsher they continuously work on
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the resolution of tensions and conflicts both befand after the launch of brands and
continue indefinitely.

Fourth, the findings of this study conceptualizanal stakeholders as the human
actors that shape the development of brands. Diyetne premises of practice theory
and theories on materiality (Reckwitz, 2002; Mill@005; Warde, 2005), the findings
indicate that along with human actors, materialscaurse and events give form to
brands. In contrast to the symbolic preoccupatiérihe literatures on brands and
branding that theorize the accommodation, appropniatransformation or subversions
of firm based brand meanings (for example, Munid &iGuinn, 2001; Holt, 2004,
Schau et al. 2009), this study show how brands genfom the relationships among
subjects, objects, discourses and events. Incggsioonsumer culture theoreticians
also call for the study of brands both as symbalm as material properties (for
example, Luedicke, 2006a,b; Miihlbacher and Hemedsibe2008; Kravets and Orge,
2010). This study supports and extends the matgraflbrands. The findings elaborate
on how urban space structures the creation of bBramil how brand stakeholders’
brand-building processes structure urban space. material properties of the land
(spatial specificities such as the size of thealod the near home territories) structure
the material development of brands and consequesttlycture consumers’ experiences
with the branded house and community. The findalgs illustrate how the earthquake,
a significant event, gives form to the developmehtgated communities. Newly
imported construction technologies and their appibicn enable the development of

brands, and their acceptance and adoption by carsum
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Fifth, stakeholders’ brand-building practices daabthe simultaneous
development of brands and their associated bramgdmtmities. Brand stakeholders
enable or disable the flow of brand resources,dtheption or rejection of branding
competences, and the normalization and transfoomat ownership discourses. These
practices give form both to brands and their asgedibrand communities. For example,
the initiation of the mortgage system reproducesiasoclass differences, and the
material properties of the brands (such as thedfizlee houses and the social activities
incorporated inside the gated community) reprodecenomic and socio-cultural
distinctions. Studies on brand communities’ revba& dynamic negotiations between
consumers and firms on brand meanings and onregiéi community members (for
example, Muniz and O’'Guinn, 2001; Brown et al. 200%part from the firm and the
consumer collectivities, this analysis also revahls multiple actors that shape the
creation of brand communities even before the lawfdrands.

Sixth, this study also shows how brand stakehseldenstruct the ownership of
the branded house and community. By executing dise practices for the
normalization of brands, stakeholders inscribe thrawnership through transforming
and promoting cultural meanings and narrativeshenmeaning of home. The findings
illustrate that each brand stakeholder group engpldifferent strategies for the
normalization of the branded house and community. &xample, the MHA uses the
discourse of morality, municipalities use the disse of planned urbanization, financial
institutions use the discourse of homeownershigd,developers use the discourse of the

self-sufficient contemporary communities. Narrasivand representations of gated



communities also reinforce the transformation of theaning of home towards the
ownership of the branded house and community.

Overall, supporting Diamond’s and her co-authg2009) notion of brand
epistemology and using the premises of practicerihehis study provides a holistic
account of the multiple actors, and the resourcesppetences and discourses that
enable or restrict the execution of practices fer tlevelopment of brands and their

associated brand communities, before and afterldnanch, and indefinitely.

6.2. Consumers’ Individual and Collective Brand Pactices

Studies on brand communities provide valuablegsi on the collective
consumer behavior inside consumer collectivitiesisTliterature often theorizes the
markers and mechanisms that give form to consuwmlctivities (for example, Muniz
and O'Guinn, 2001; Kates, 2002; Brown et al. 200Riniz and Schau, 2005). The
study confirms and extends the current theorization consumer collectivities in
several ways.

First, consumer research often highlights thexistence of multiple consumer
collectivities within the same brand community (fexample, Muniz and O'Guinn,
2001; Kozinets, 2001; Brown et al. 2003; Cova et28l07). Despite the theoretical
contributions, these studies do not explain tha&tegjies that consumers employ in order
to overcome the tensions that arise from the cstexce of alternative consumers

collectivities within the same brand community. Fesample, Cova and his co-authors
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(2007) illustrate that on the global scale branchemnities in different cultural contexts
form alternative brand meanings. However, the astlio not elaborate on whether
consumer collectivities perceive these oppositi@rmg] if they do, how they respond.
Only few studies elaborate on the tensions withan $ame brand community, but they
fail to explore extensively how consumers cope wliese tensions. For example,
Martin and her co-authors (2006) examine how fentddeley bikers engage in the
hyper-masculinity of biker culture, and show howder manifests in the adoption and
transformation of the hyper-masculinity ethos. Yké authors do not discuss how the
hegemonic masculine brand communities respond gofdimation of these multiple
feminine communities.

In contrast to Muniz and O'Guinn (2001: 421) wissext, “brand communities
generally seem more democratic and inclusive thamymtraditional face-to-face
communities”, this study shows that brand commaasitire hardly ever democratic. The
findings of this research reveal the formation ompeting consumer collectivities
within the same brand community, and the countingpstrategies that they employ in
order to protect and/or transform the brand andctirestructed order inside the brand
community. Consumers lobby in different communitedight against the tensions that
arise from the competing consumer collectivity fwitthe same brand community) and
other brand stakeholders (developers, the MHA a&ednmunicipalities). Consequently,
apart from protecting the brand against the firmmmercially driven actions (for
example, Schouten and McAlexander, 1995; Brownl.e2@03), competing consumer
collectivities within the same brand community dgointly” (but in different

communities) against the multiple and conflictimgi@ns of various brand stakeholders.



Supporting, O’Guinn and Muniz (2005), strong bracdmmunities form out of
challenges, which give community members a reasogxist and preserve. However,
the forms of the challenges are greater and meexsk than the ones already reported:
“low market share (Saab and Macintosh), difficdfyuse (Jaguar), derision and ridicule
(Volkswagen Beetle), marketplace abandonment (Apjy#eiton), or a strong rivalry
(Coke versus Pepsi, Apple versus Wintel, PocketveGus Palm)” (O’'Guinn and
Muniz, 2005: 265). “Tension is crucial to maintaigi cohesiveness” (O’Guinn and
Muniz, 2005: 265), but tensions also arise outaafis-cultural, political and economic
reasons. Consequently, apart from the firms’ astitiis study reveals how consumers
act towards the different conflicts that originitem community members’ and other
powerful stakeholders’ brand performances.

Second, studies on brand communities provide agil¢hat consumers perform
impression management practices to create favorabdeciations about the brand
community to non-community members (Schouten andl®l@nder, 2005; Kozinets,
2001; Kates, 2002; Muniz and Schau, 2005; Schal €009). This literature suggests
that consumers execute these practices in orderdgate the stigmas that surround their
brand community, and to establish the superiorftthe brand over competing brands
(defined as oppositional brand loyalty by Muniz a@dGuinn, 2001). For example,
Schau and her co-authors (2009) theorize impressimmagement practices as
consumers’ actions towards the promotion of brgddfined as evangelizing practices),
and their motivations for allocating time and efffee brands (defined as justifying
practices). The findings of this research illugtrabw consumers cope with multiple

brand rumors and stereotypes over time (both befiedeafter becoming members of the
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brand community). Rather than examining consumenspression management
practices at the individual or at the communityelefKozinets, 2001; Muniz and Schau,
2005; Schau et al. 2009), the study explicatesitidésidual and collective (at the
household and at the community level) strategiepleyad for the resolution of brand
rumors and stereotypes. For example, contestingdbramors and stereotypes at the
individual level, consumers in their everyday livdistance rumors and stereotypes by
concealing the ownership of the branded house.h&t household level, families
normalize the ownership of the branded house bystoocting the discourse of “We
Deserve”, and by stereotyping non-members thatulate these negative brand
meanings. At the community level, consumers nomeathe brand community by
monitoring the material development of the branchgwnity, and by discriminating the
community from the other communities and from thgular unbranded products.
Moreover, this study also illustrates that consisnodten hide the brand to avoid
brand rumors and stereotypes and to enable the efedcution of marketplace
performances. Kozinets (2001) also suggests thaesmnsumers hide or cover over
and minimize their identity as Star Trek fans doesobcial obstacles. The Trekkie
stereotypes associate Star Trek community member&ratics, immature, passive,
addicted, obsessed with consumption and unablestinguish between fantasy and
reality. However, the findings of this study shdvatt apart from the stereotypes against
community members, rumors also circulate aboutnlgerial and symbolic properties
of the brand. For example, rumors about develomtose ties with the Islamist party in
charge embrace the brand with political and soaitical tensions. Without doubt,

these rumors also form stereotypes about the camsutiving inside the gates (for
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example, “new generation Islamists”). Consequernttynmunity members negotiate

multiple tensions about the brand community. Therditure suggests that consumers
experience social (Kozinets, 2001), financial ard/sical obstacles (Schouten and
McAlexander, 1995). The findings of this researtstrate that consumers experience
multiple socio-cultural, financial, economic andlipoal obstacles both before (during

the decision-making process) and after the ownershthe brand. Therefore, from the

beginning -sometimes even before the ownershiphef iranded product and the

material development of the project- consumers haveope with the obstacles that

shape their problematic brand.

Third, the impression management practices legimconsumers’ identity
projects with the most central consumption objecthieir lives. Previous research on
legitimacy in the consumer culture theory literaturas explored the acceptance of
brands by consumer collectivities pointing to tbérof market actions (Kates, 2004),
cultural scripts (Holt, 2002) and discourses (Theamp 2004) in the formation of
consumer identities. Recently scholars theorizethéur the relationship between
legitimization and institutional structures, andl®rate on the role of market-oriented
behaviors in consumers’ legitimization processesKGner-Balli and Thompson, 2009;
Humphreys, 2009; Luedicke and Giesler, 2009). Bhisly also provides evidence that
by contesting brand rumors and stereotypes and dgotiating appropriate brand
performances, consumers, both at the householdtathe community level, attempt to
form, legitimize and protect both their family acdmmunity identity. Extending the
literature on the creation and legitimization of mmdlividual identity (for example,

Kozinets, 2001; Kates, 2002; Muniz and Schau, 20g&hder identity (Kates, 2001,
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2004; Martin et al. 2006; Gkuner-Balli and Thompson, 2009; Diamond et al. 2009
and social identity (for example, Muniz and O’'Gui2001; McAlexander et al. 2002;
Diamond et al. 2009; Schau et al. 2009), this mebe#lustrates the extensive identity
work on the simultaneous creation and legitimizated two central social identities,
becoming a family and a community member. Moreotee, identity work at the
community level embraces the tensions among thenuonty and the other
stakeholders that shape the future of the brandmanty, as well as the tensions within
the competing consumer collectivities in the samanth community. Consequently, this
study also shows how legitimacy is constrained oabéed by micro and macro
structures.

Fourth, along with actors’ discursive practicestbe ownership of the branded
house and community, consumers engage in the oetistr and performance of brand
ownership. The findings of this research explidad@v consumers, at the individual,
household and community levels, develop and expegi¢he ownership of the branded
house and community. For example, at the houseaottl at the community level,
consumers create and normalize the ownership obtheded house and community
with the use of multiple resources (for exampléaitespectacles, scale models, show
homes, brochures and catalogues, the home in rgoghtruction, industry related
websites), with the adoption of multiple skills (fexample, become familiar with the
technologies used for construction, read constinctiodes, evaluate payment options
and forecast the future market value of the comtyurand with the adoption and
transformation of discourses (for example, platachiment, the meaning of home in a

branded gated community). Consumers engage in stvpeperformances to negotiate



the current and future brand performances of coessinand other stakeholders.
Specifically, findings illustrate that householasfprm and experience the ownership of
the branded houses and their membership in thedbcammunity even before the

material development and actual use of the braodekample, households often visit
the sales office, meet and often socialize withrthgure neighbors, and idealize their
dream home with the use of catalogues.

Fifth, the literature on brand communities theesizhe socialization process
inside consumer collectivities. For example, Murdmd Schau (2005) state that
community members welcome new comers by providinglaines on the use of
community resources. As consumers adopt new anmdasingly complex community
practices, members’ status and legitimacy increassgectively (Schau et al. 2009).
Apart from consumers’ brand practices, which creatlie and whose effects evolve
over time (Schau et al. 2009), the findings of dtisdy reveal that stakeholders’ brand
practices also shape the temporality of brand comities and their associated practices.
Developers create a relationship between time aaaddovalue through staging sales and
prices. Each sales stage decreases product almilabnd increases prices.
Consequently, developers prompt homeownership bgtrating the timing of
ownership. Media representatives also discursierlgourage consumers to buy a
branded house in the early phases of the projectcédnhsumers, there is also a temporal
dimension to the creation of brand value. Spedlficthe nature of practices reveals the
temporality of brand value, since consumers unBertsome practices before and/or
after ownership, while others before and/or afteoving in. For example, the

impression management practices intensify afteotixeership of the branded house, as
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consumers experience brand rumors and stereotypasbefore moving into the gated
community. However, they severely contest theseatney associations after the
ownership of the branded house and community. Maeoconsumers discipline

community members’ brand performances after moweesthey cannot observe the
practices of others before moving in. Even thougtime households distance the
households with competing taste culture during daeision-making process, still the
tensions intensify after moving in and sharingghme brand community.

Sixth, the temporality of brand value addressesairthe gaps in understanding
brands and brand management that Keller and Lehr{2806) identify in their article.
The authors question the effects of brand tangiatesintangibles on brand equity and
choice: “Are intangibles attributes formative (casjsor reflective (constructed) reasons
for equity of choice? That is, are they consideeegriori or “constructed” after
experience with the brand” (Keller and Lehmann, 0041). This ethnographic
research illustrates how the symbolic propertielsrahds intensify after moving into the
gated community. Although consumers consider séverand properties (mainly
material, symbolic, financial and legal) prior telection, the symbolic dimensions and
their effects on the execution of everyday prasti¢especially outside the gates)
become evident with time. For example, during shagppfor home, consumers
encounter others’ brand associations that poseregattton the fair execution of
marketplace performances. Moreover, given the toamstion of the sales system, the
experience of the branded house starts earlier thanactual move into the gated
community. Therefore, the ownership of the brantedse intensifies consumers’

experiences with the symbolic properties of bramenebefore moving in. Employing
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Keller and Lehmann’s (2006) conceptualization biatiangibles and intangibles affect
brand equity and choice, however their effects tbgveover time through the
engagement in different practices.

Overall, the research elaborates on the praditegsconsumers individually and
collectively execute to form and legitimize theiwvieership of the branded house and
community, and to protect their brand from the riné¢ and external threats on their
brand community. Competing consumer collectiviaesl stakeholders’ practices threat
brand resources and brand performances within dh@rinity, creating a rather non-
democratic and non-harmonious community. The tealppr of the brand also
intensifies existing tensions and creates new aessiFinally, the ownership of the
branded house and community are central for thatiore legitimization and enactment

of individual and collective identities.

6.3. The Meaning(s) of the Branded House

Different streams of research in marketing usectihrecepts of house and home.
The studies can be classified into three main oaiegsy the household decision-making,
the consumption behavior inside the house, anglieeaomenology of home.

The first research stream uses the house only settiag in which different
decisions takes place including the acquisitioraafew house (for example, Hempel,
1975; Park, 1982; Qualls, 1987; Wilk, 1987; Morgd®89). The second research

stream uses the house also as a setting, in wioickumers form and confirm their
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identities (for example, Belk, 1988; Oswald, 1999¢yform consumption rituals (for
example, Rook, 1985; Wallendorf et al. 1991) anplaee where various possessions
find or lose meaning (for example, Curasi et abD£0 astovicka and Fernandez, 2005;
Ahuvia, 2005). Although, multiple consumption praees occur at the house, the
material and highly symbolic consumer object takéle notice in both of the first two
research perspectives.

The third research stream investigates the phenology of home (McCracken,
1989; Claiborne and Ozanne, 1990; Hill, 1991; B4l@88; Venkatesh, et al. 2001,
2003). These studies focus mainly on consumergdliexperiences with the house.
While some studies focus on the harmonious construof the family home (for
example, McCracken, 1989; Claiborne and OzanneQ)1@8hers focus on the barriers
that restrict the practice of home (Belk, 1988;,HiB91; Venkatesh et al. 2001, 2003).
However, these studies decrease the multidimengpred the consumer object by
focusing only on consumers’ lived experiences wite house, and their interactions
with the other consumers that share the same hame&oement. Moreover, the
consumption space is treated as given that “ibiseasily alterable... and it is likely to
change less frequently during the life course effdmily” (Venkatesh et al. 2003: 27).
Finally, these studies focus mainly on consumeesbants on what a house is, and do
not examine how other actors shape the meaninfjg)rme (except Hill, 1991). Despite
its relevance to consumption, research tends towahe study of the highly symbolic,
material and social, and financially expensive comsr object.

This study provides several theoretical contrifmgi on the meaning(s) of home

in marketing. First, by employing the practice thethe study reveals the actors,



processes, resources, competences and discouaseshdipe the meanings of home as
well as the practices inside the private spherenéh@nd community). The branded
house is an integrative practice (Schatzki, 1986} is a process that is constituted of
various macro and micro practices. Each practiepe$ the brand and the meaning(s)
of the home. Moreover, the practice and thus thammg(s) of the branded house are
not static, but subject to change. The brandedeéheusbeds and is formed by actors’
dynamic brand performances not only inside, bub astside the private sphere of
home, as well as inside and outside the communitys research provides a holistic
account of the development processes of the bramoiese by approaching the house as
a multidimensional object. The house forms a sedesonnections between the
consumer and the community in large that is, coteamess with people, connectedness
with the place, and connectedness with the pasthantuture (Dovey, 1985; Lawrence,
1987). In this research context, the house becosyesnymous with the brand
community. The house and thus the brand communig¢y @ocess-oriented and
constantly becoming.

Second, the findings illustrate how actors tramsfand promote the cultural
meaning of home towards the ownership of the brdrdrise. Increasingly, the house
takes not only a symbolic, but also a particulatemal form (gated and walls, security
guards, social and leisure activities). The findingf this research explicate how
multiple stakeholders execute discursive practiceshe normalization and promotion
of the branded house and community. Therefore,tdpan consumers, other brand
stakeholders shape the meaning(s) of the brandesehtdoth as a material and as a

symbolic consumer object.
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Third, in contrast to the house as a static playsabject, this analysis reveals
how the trajectory of home environments (Hill, 19%brmalize the ownership of the
branded house and community, and form the meaningf(sthe branded house.
Moreover, rather than focusing only on consumav&€d experiences inside the house,
this study illustrates that consumers “lived” exeeces start earlier than the act of
moving and living inside the house. Consumers imagind idealize the dream branded
house using various resources (the retail spestadeale models, show homes,
catalogues and brochures, houses in rough cornstiictThe home is not only a
metaphor for living (Venkatesh et al. 2001), bwsioalor imagining and dreaming (Hill,
1991). The dream house is an idealized notion ititatacts and contradicts with the
actual lived experience (Chapman and Hockey, 20048. findings illustrate that the
tensions intensify after moving into the house ahé community. Consumers
individually and collectively (as a household asdacommunity) attempt to resolve the
tensions in order to recover the dream home tlegt hlave idealized for.

Fourth, the analysis also reveals the complexipslof the branded house as a
consumer space. Previous retailing literature hasvs the role of place or brand retalil
spectacles in forming consumer experiences by gimyicultural resources for the
development of identity projects and thus, in aliing consumers’ involvement in the
co-creation of these spectacles (for example, Kagiret al. 2004; Hollenbeck et al.
2008). In a recent study, Borghini and her co-argh@009) investigate how brand
ideology manifests in the materiality of the retilvironments and argue that “one of
the hallmarks of an ideology is that it not onlykmsa a particular view of the world

seem natural, but it makes seem desirable, comjaleteperfect” (Borghini, et al. 2009:



370). The findings of this study illustrate tha¢ thranded house as a space incorporates
contradictory ideologies originating by differermabd stakeholders rather than only by
the firm. For example, competing political ideolegiand competing taste cultures shape
the present and future practices inside the bramehwunity. This analysis particularly
extends the notion of place theorized particularlyhe retailing literature and uses the
construct of space instead, since space embedsnhotdeology, but also power and
knowledge that produce it (Lefebvre, 1974). Thendeal house is a microcosm of the
society embracing political, social, cultural ammbeomic tensions. The resolution of

tensions, if they are ever resolved, turns thededrhouse into a home.

6.4. Managerial Implications

The processes of brand-building are significartire;md managers, since brands
increasingly depend on the dynamic relationshiporagnthe firm and its various
stakeholders (Merz et al. 2009; Jones, 2005). Thsearch suggests that brand
managers should also consider the relationshipseeet the firm and its stakeholders
before the launch of the brand in the marketplace, they significantly shape the
development of brands. Rather than focusing on itlemtification of key brand
stakeholders (Jones, 2005), this study proposegdémdification of key practices that
give form to the development, control and growttbadnds. With the identification of
key practices, firms will be able to control the Itiple actors (brand stakeholders,

materials, discourses and events), performancesymees, competences, discourses and
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representations. The findings illustrate that namihn actors shape the development of
brands. For this reason, marketers should paytaiteto how non-human actors also
shape the material and symbolic properties of waRethinking brands in terms of
stakeholders’ and consumers’ brand practices Vgitl make firms more receptive to the
macro-environmental factors, which the present eptval models treat as peripheral
factors that shape brand stakeholders’ relatiosslijones, 2005) and consumers’
perceptions with brands (Keller and Lehman, 200&)keters must remember that they
manage complex properties embedded with ideologg (dten conflicting ideologies)
and power that continuously evolve brand valuesmadnings.

The findings indicate that stakeholders’ brandebng practices form brands,
but at the same time form brand communities. Sioadli§y, by enabling the flow of
brand resources, by legitimizing and discipliningrix-building performances, and by
constructing brand ownership, stakeholders shapme Wbbundaries of the brand
community. Stakeholders’ brand practices form tlyenl®lic, material, economic,
socio-cultural and legal properties of the brandncwnity. Therefore, even though
firms are not the owners of brands (Muniz and Oii2005), stakeholders’ brand
practices shape the characteristics of the branthamity and thus, shape consumers’
present and future performances inside the commufibr this reason, marketers
should continuously control how other stakeholddysind practices may shape the
development of the brand community, even beforg thegoduction in the marketplace.

This study also reaffirms the role of consumersaetive actors in the brand-
building processes. Consumer collectivities fostllective practices for the

maintenance of brands in the marketplace (Schal. &009). The findings show that
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marketers may benefit from encouraging consumergxecute brand practices by
providing resources to build the family and the ocamnity. Increasingly, consumers do
not simply buy or use a brand, but engage in comptactices in which they interact
both with marketers and other stakeholders. Corsetyy marketers will benefit from

projecting consumers’ brand practices in the deurakent of a new product.

Moreover, this study suggests that marketers ghtale an active role in the
provision of resources for facilitating ownershiyperiences, and for the management of
rumors and stereotypes. Research findings demtmstnat developers use various
resources for the materialization of the brand teefts construction. These resources
assist consumers during the decision-making proéeiiitionally, consumers use these
resources to idealize and experience the practitasthe ownership of the branded
house and community will enable. By providing altgive resources that will cultivate
consumers’ ownership experiences, firms can difféage brands that develop under the
same cultural myth.

Finally, rumors play a significant role in the eéépment of brand meanings,
and consumers take actions in order to overcoméhtkads towards their brand (Muniz
and O’Guinn, 2005). The findings of this study shéwat often consumers face
difficulties in negating both brand rumors and etdypes. Marketers should assist
consumers in negating rumors and in normalizing l@g@imizing the community by
tracking word of mouth and providing resources jtastification. Given the dynamic
stakeholders that shape brand-building processesagers more than ever should
monitor brands in order to identify and controleits on the execution of present and

future brand performances.
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6.5. Future Research and Conclusion

Despite the theoretical contributions, this studiyares some limitations that
provide opportunities for future research. Firsalfthe findings relate to the urban and
secular upper-middle class homeowners and theivithéal and collective brand
practices. Since the conservative consumer coliectivas emerging during the data
collection process, time restrictions did not allthe in-depth investigation of this
consumer collectivity. However, participant obséivMas and informal conversations
with conservative consumers revealed the commumitgste structures and their
performances for gaining visibility inside the bdacommunity. Follow up research will
investigate the following issues. Islamism and $tam, modernity and tradition,
urban and rural lifestyles make brands and thailopmances the site of conflict. This
future research will explore how the conservatiwsmunity contests brand rumors and
stereotypes, and how they negotiate appropriatedbop@rformances. Sharing the same
community with the predominant secularists, fornstacles for the performance of
their religion based identity projects inside tl@menunity. Whether the conservative
community employs any other strategies for distagcthe opposing community
members as well as other stakeholders needs tovbstigated further. Future research
will also look at the internal community strugglegthin each consumer collectivity.
The research reveals that different worshippingabihs shape the formation of
conflicts within the conservative community. Whetlkempeting cults shape the future
of the brand community or not remains to be studMdreover, the findings indicate

that tenant households are also part of the brandrunity. Tenants are responsible for



looking after the house and paying the rent (Soitherand Steele, 1999), but often
tenancy conditions create feelings of insecuritg &alnerability (Kearns et al. 2000).
Apart from the property, in the gated community teaty tenants are also responsible
for the protection of order inside the communitutlfe research will also explore how
tenants experience the problematic brand, thegractions with homeowners, and
whether the branded house and community createindgselof insecurity and
vulnerability.

Second, this study explicates the negotiationstansions that exist within and
among brand stakeholder groups. Even though thlysamaeveals the tensions within
developers, governmental and financial institutjaghe findings indicate that tensions
arise also within the firm. The planning of the jpat brings together employees with
different skills namely architects, interior dessgs engineers, financial analysts,
market researchers, advertising agents and ststgedifferences in know-how form
aesthetic, functional, material, symbolic and fiiahtensions. Rather than focusing on
building an internal brand identity that guides #he=cution of the marketing program
within the firm (for example, Urde, 1999; Aaker addachimsthaler, 2000; de
Chernatony and Segal-Horn, 2001; Schulz and den@hary, 2002), future studies
should also look at the internal brand building féots that shape the development of
brands and their brand communities before theiothiction in the marketplace.

Overall, the contributions of this study are akxtended to other brands in
different product categories. First, nearly the sawonfiguration of actors (stakeholders,
materials, discourses and events) shapes the amreati other branded consumption

spaces such as shopping malls, hotels and busioesgplexes. Developers,
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governmental and financial institutions, media espntatives and consumers give form
to brands. However, the types of consumers thagbeshaand-building processes are
different for each spatial product category. Foaragle, in the shopping mall context
there are two different types of consumers. Fimtlividual consumers visit the
shopping mall for shopping and entertainment purposSecond, different types of
retailers compete for gaining a retail space intigeshopping malls. On the one hand,
retailers through their own retail environmentsegiorm to the shopping mall and shape
consumers’ shopping experiences. On the other lhag,negotiate with developers in
order to gain and sustain a competitive retail spiaside the branded consumption
space.

Second, this study reveals that multiple actoepshthe development of brands
both before and after their launch. Although, thens configuration of actors may not
apply to all product categories, this study shdwe tdepending on the product category
different groups of actors will always influences thevelopment of brands both before
and after their launch, and indefinitely (such agpdiers, retailers, intermediaries, etc.).
Increasingly, this study also presumes that dugldbalization multiple actors travel
across cultures and form more complex configuratimithuman and non-human actors,
and give form to more problematic brands.

Finally, this study unites the distinction betweka material and symbolic focus
of brands. Similar to the branded gated communitieands in all different product
categories are both material and immaterial (Kisvaeid Orge, 2010). Depending on the

product category and on the contextual structuyemmds take different forms such as
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more material or more symbolic, but they always ednboth material and symbolic
forms.

In conclusion, the processes of building strongnds embrace multiple and
dynamic stakeholders, multiple resources, competendiscourses and performances
that begin before the introduction of brands in tharketplace and continue forever.
Stakeholders’ brand practices form and transforemdbrcommunity resources, enable
and restrict brand performances and continuouspehhe present and future of brands.
Specifically, consumers collectively work on theotection of their brands, as the
branded house is a significant component of tloeintity projects. Competing consumer
collectivities reconfigure the branded house anthroonity to restore the family home
and community to the ideals reflected in the popudat also global sayings “there is no

place like home” and “home sweet home”.
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APPENDIX A

INTERVIEWS GUIDES

1. Developers

Demografik Ozellikler

o o

Pwnp =

Isim, Soyadi

Yas

Is Ginvani

Calstiginiz sirketi anlatabilir misiniz? Yabanci ortak var miaKyildir faaliyet
gOsteriyor? Kag ki calistyor?

Bu sirkette ne kadar zamandir gajiorsunuz?

Calistiginiz Endustriyi anlatabilir misiniz?

Proje Olusumu ve Ozellikleri

oohkwNnE

Proje nasil bgadi ve nasil gegti?

Projenin planlamasinda kimler rol aldi ve nasil?

Bdlge nasil secildi? Neler g6z 6niinde bulunduruldu?

Hangi izinleri almaniz gerekti? Hangi zorluklarlarklastiniz?

Hangi mimarla/mimarlarla ¢aliniz? Nasil sectiniz?

Ic ve dy tasanmlara nasil karar verildi? Sosyal alanlarétallanilacak
malzemelerde ve 0&zellikle teknoloji drinlerinde, tfak ve banyolarda
kullanilan markalara nasil karar verildi? (her Ipgim soru sor)

Kontrati anlatabilir misiniz? Site sakinlerinin ugs gereken kurallar ve
kisitlamalar var m1? Nelerdir?

Site iginde toplam kag adet ev ve blok bulunmaktadi

Kag ¢ait ev vardir? Her evi anlatabilir misiniz?
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10.Evler arasinda ne gibi farklliklar/benzerliklerr@a(fiyat, dizayn, oda sayisi,
manzara, sunulan avantajlar mesela mutfak, jakiizia...)

11.Bdyle bir site de ev sahibi olmak ne ifade ediyor?

12.Bu sitenin vaad efti yasam tarzi nedir?

13.0teki sitelerle ne gibi farkhiliklariniz/benzerlédiniz var? {ehir icinde vesehir
disindaki siteler)

14.Buradaki  evlerin sehirdeki evlerle  kanlastirildiginda ne  gibi
benzerlikleri/farkhiliklari var? (Probe for apartnie and villas in different
regions)

15.Yurtdisindaki benzer projelerle kiyaslagdiizda ne gibi benzerlikler/farkhliklar
var?

16.Buna benzer lska konut projeleriniz var mi? Onlari anlatabilir smiiz? Bu
siteyle kagilastirildiginda ne gibi benzerlikler/farkhliklar var?

Tuketici Profili ve Pazarlama Stratejileri

1. Siteler olan konut talebi hakkinda nesditiyorsunuz?
2. Bu tip sitelere olan talep devam eder mgzEederse, hangi nedenlerden dolayi
eder?

3. Musterilerinizin boyle bir sitede ev satin alma selkepielerdir?

4. Hedef kitlenizi anlatabilir misiniz (ya cinsiyet, gitim, meslek, sosyal sinif)?

5. Su anki site sakinleriniz hakkinda bilgi verebilinsmiz (yss, cinsiyet, gitim,
meslek, sosyal sinif)?

6. Hedef kitlenize nasil ukayorsunuz? (dgsik medya kanallarr)

7. Hangi reklam sirketiyle calsiyorsunuz? Reklam stratejisini kim belirliyor?

Verilmek istenen mesaj ne? Reklam da nelerg@nd@iz? Evi ve siteyi nasil
tanittiniz? Mesajinizi hangi gorsel imajlarla delstiniz? Olgturmak istenen
marka kimlgi nedir?

8. Potansiyel miterileriniz saty ofisinize geldginde sitenizi nasil tanitiyorsunuz?
Hangi tanitim  araglarini  kullaniyorsunuz?  Tanitim sanaalarinizi
anlatabilirmisiniz? (stre¢: maket, kapi, parke, faklar, drnek evler...)

9. Ornek evinizi/evlerinizi anlatabilir misiniz?

10.Mausteriler size neler soruyor?

11.Mausterilerin kayg! duydgu konular var mi? Neler? Bu kaygilar gidermek igin
neler yapiyorsunuz?

12.0deme keullarinizi anlatabilir misiniz?

13.Satin alma kararindan sonragtaiileri nasil bir stire¢ bekliyor?

14.Proje ne kadar sure icinde bitti?

15.Musterilerinizle bu stre¢ icinde bir araya geliyor mogz?

Cemiyet

1. Mausterilerinizi bu sitede nasil bir hayat bekliyor?
2. Sitenin ismini anlatabilir misiniz? Kimler karar ne#? Hangi nedenlerden dolayi
bu ismi sectiniz?
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7.

8.

9.

. Sitelerdeki yasamin kogualuk iliskilerini 6ldardigti  sOyleniyor, siz ne

distintiyorsunuz?

Sizce bu tip sitelerde insanlar keguhari ile iletsim kuruyor mu?

Sizce site sakinlerini bir araya getirerek birbigke tansmalarini, iletsim
kurmalarini sglamak site yonetiminin gérevi mi?

. Site sakinlerine 0zel sosyal faaliyetleriniz var?n®rtak kullanima agik olan

bolgeler var mi?Anlatabilir misiniz? (spor merkekglealisveris merkezleri,
restoranlar...)

Sitede sosyal/kilturel faaliyetler duzenlenecek rpartiler, 6zel ginlerde
aktiviteler...)

Sitenin yonetimini anlatabilir misiniz? Kimlerdetuguyor?

Sitenin yonetiminde katkilariniz oluyor mu? Ne @ibi

10.Sitede uygulanmasi gereken kurallar var mi? Neterdi
11.Site sakinlerine aidat ve giderleri ortalama olamakkadar dngoriyorsunuz?
12.Giderler hakkinda (aidat) ngigrilerinizin her hangi bir talebi var mi1?

Gelecekteki Evler

1.
2.

Gelecekteki konut projeleri sizce nasil olur?
Gelecekteki evler nasil olur8imdiki evlerden ne gibi farkliliklar olacak?
(buyukliuk, dizayn, bélge, olanaklar...)

2. Municipalities

1. Proje olyumunda belediyelerin rolt nedir?
2.

Iicenizde konut projelerinin ojumunu destekliyormusunuz? Hangi nedenlerden
dolay1?

3. Proje belediyeler tarafindan nasil onaylaniyor?dilagamalardan geciyor?
4.
5. Imar planlari nasil okwyor? Kimin tarafindan?ilce Belediyesi,istanbul

Belediyeler arasinda ruhsatlama strecinde farldikar mi?

Blylksehir Belediyesi, TOKve KIPTAS)

. Geligtiriciler hangi maliyetlere tabidir (KDV, harglaemlak ve damga vergisi,

vs.)?
TOKI{ istirakiyle olusan bir proje biitiin maliyetlere tabi midir?

. Imar tadilatlari kim tarafindan onaylanir ya da wtllir (ilce Belediyesi ve

Istanbul Biiyiikehir Belediyesi)

. Belde belediyelerin birlgmesi, gayrimenkul sektorini ve belediyeleri nasil

etkiler?

3. Financial Institutions

1.
2.
3.

Turkiye’'de konut kredilerinin galimi hakkinda bilgi verebilir misiniz?
Gayrimenkul finansmani hakkinda bilgi verebilir mig?
Eski versus yeni mortgage yasasi
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Mortgage dalgasi Turkiye'yi nasil etkiledi?

Sirketlerle anlamalar nasil yapiliyor?

. Sat — Yap Do6nemi: Tapu olmaiihalde banka kendisini korumak igin/kendi

riskini azaltmak igin ne gibi dnlemler aliyor?

7. Faizleri hangi faktorler etkiler?

8. Bankalar arasinda faiz oranlari neden farkh?

9. Faizlerin su an yukselmesi sizin sektorii ve gayrimenkul sektor nasil
etkiliyor?

10.Gelistirici firmalarin bu donem de bankalardan ne giklentileri oluyor?

11.Su an var olan projeler sifir faizli 6demelerden $esdiyor ya dasimdi bir
pesinat ddeyin bir sene sonra ddemeysldan gibi. Bu konu hakkinda ne
distintiyorsunuz?

12.Gelistiricileri anlasmal oldusu bankalardan kredi almak sizce daha mi avantajli?
Dezavantajlari var mi?

13.Konut kredisi almak isteyen bir rgiiéri hangi prosedurlerden gegiyor? Banka
hangi konulari argdiriyor?

14.Sabit faizli ve dgisken faizli bor¢lanma arasinda ne gibi farklar var?

15.Merkez bankasinin belirleglikurallar var mi? Nelerdir?

16.TOKI ve Kiptas bankalardan nasil daha uygun fiyatli faiz oraabdiyorlar?

SRS

4. Media Representatives

1. Medyanin emlak sektdriindeki 6Gnemini anlatabilirime?

2. Nasil deisti ve ne tur dgisiklikler oldu? Hem uUretici hem de tlketici
tarafindan?

3. Ekler, dergiler ne zaman ortaya c¢ikti? Nasil ortgye1? Hangi nedenlerden
dolay1?

4. Hitap ettginiz kesim? (Dergi, gazete ve internet sitesi)

5. Consumers

Demografik Ozellikler
Isim, Y&, Dogum Yeri, Esitim Durumu, Meslek, Cajilan Kurum:
Esin, ismi, Dazgum Yeri, Egitim Durumu, Meslek, Cagilan Kurum:

Kag sene evli:
Cocuk: Cocuklarin gretim gordigu yer:

NS

Hayat Tarzlar

Bos zamaninizda neler yaparsiniz?

Disarida yemek yer misiniz? Hangi siklikla? Nerelddegsiniz? Hangi siklikta?
Hangi mutfaklari seversiniz?

Baska hangi mekanlara gidersiniz? Nerelere? Hangiksa

Pwn e
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5. Arkadslarinizla bulguyorsunuz? Hangi siklikla? Neler yaparsiniz? Neeele
gidersiniz?

6. Sinemayi ya da sahne sanatlarini takip eder misidangilerini? Hangi siklikla?

7. Modayi takip eder misiniz? Nerelerden takip edézSirHangi siklikla giyim
kusam algverisine gidersiniz? Nerelerden? Hangi siklikla? Tereittiginiz
markalar var mi? Kullanmaginiz markalar var mi?

8. Yiyecek algverisini siz mi yaparsiniz? Nerelerden? Hangi siklikiagecek ve
iceceklerde tercih efiiniz markalar var mi? Kullanmaginiz markalar var mi?

9. Turkiye de olmasini isteginiz markalar var mi? Hangileri? Giyim am,
yiyecek, icecek.

10.Interneti kullanir misiniz? Hangi siteleri takip esieiz?

11.Uye oldyunuz kulipler var mi? Hangileri? Hangi siklikla ikasiniz? Neler
yaparsiniz?

12.Spor yapar misiniz? ddastiginiz spor dallart var mi? Hangi siklikla spor
yaparsiniz?

13.Hangi gazeteleri takip edersiniz? Hangi sikliklagkip ettginiz kdse yazarlari
var m1? Hangi gazeteleri/ké yazarlarini takip etmezsiniz?

14.Hangi dergileri takip edersiniz? Okum@ohz dergiler var mi?

15.Hangi tv programlarini/dizileri seyredersiniz? Ssywredginiz programlar var
mi1?

16.Kitap okur musunuz? Ne tur kitaplar okumayi sevezr8i En son okudiunuz
kitap nedir? Sevdiniz yazarlar?

17.Muzik dinler misiniz? Hangi muzik turlerini sevem&? Sevmediniz muzik
turleri var mi? En sevdiniz sanatcilar?

18.Seyahat etmeyi sever misiniz? Hangi siklikla? Temtle nereye gitmeyi
seversiniz? En sevghiz sehirler?

Baslangi¢c Sorusu
Sizce ev nedir? Ev deyince akliniza neler geliyor?
Evin Anlami

1. “Evim, evim guzel evim”. Bu stze katiliyor musunuz@i guzel yapan nedir?
Bu “guzelligi” sarsabilecek unsurlar nelerdir?

2. “Ev gibisi yoktur”. Bu s6ze katiliyor musunuz? Ewmerini alabilecek bgka bir
yer olabilir mi?

Aile’nin Daha Once Yasadigl Evler, Bolgeler ve Mahalleler

Buraya tainmadan 6nce nerede oturuyordunuz?

Ne kadar zaman orada oturdunuz?

O evin sahibi miydiniz?

Evinizi anlatabilir misiniz?

Tasinma kararini kim verdi?

Hangi nedenlerden dolayistadiniz? (ev, mahalle, bolge)

2B N
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7. Simdiki evinizle daha 6nce yadginiz ev arasinda farkhliklar/benzerlikler var
mi1?

8. O evde 6zledjiniz seyler var mi? Ozlemeginiz seyler nerelerdir?

9. Oradaki komguluk iliskileri nasildi?Simdiki komsulukla farklihklar/benzerlikler
var mi?

Satin Alma Suregleri

1. Bu siteden nasil haberiniz oldu?

2. Nasil bu evi satin almaya karar verdiniz?

3. Insaatsirketi (sats dansmanlari) evi/siteyi size nasil tanitti? Ornek egitta?
Ne dGundiniz? Kimlerle dokniz? Say dansmani size ornek evi nasll
anlatti?

4. Maketten segcmek ne gibi kolayliklar/zorluklar yarat

5. Ilk  gordigunuzde ev  ve site hakkinda ne sidlidinuz?
Begendisiniz/begenmedginiz yonleri nelerdi?

6. Sirket hakkinda bilgi aldiniz m1? Nerelerden? Kindien?

7. Bu evi satin almadan once ska siteleri de gezdiniz mi? Hangilerini? Onlari
anlatabilir misiniz?

8. Baktiginiz Oteki evler/sitelerle sizin eviniz/siteniz amada ne gibi
farkhliklar/benzerlikler vard1? Bgendiiniz/begenmedginiz  6zellikleri  var
miydi?

9. Satin alma kararini vermeden oOnceskaakisilere dangtiniz mi1? Kimlere?
Kararinizi nasil etkilediler?

10.Bu sitenin TOK tarafindan desteklenmesi kararinizi etkiledi mi&ik? Neden?

11.Ev ne zaman satin alind1? Ev hangiraadaydi?

12.Daireniz nasil satin alind1? Tip, yon, kat? Kim darverdi? Karari etkileyen
nedenler.

13.0demeyi nasil yaptinizihsaatsirketinin gésterdii 6deme secenekleri nelerdi?
Kredi kullanildiysa hangi bankayla agtaa yapildi? Hangi nedenlerden dolayi o
banka secildi? Bankanin gdlar nelerdi? Kredi kullanmadan 6nce birilerine
danstiniz mi? Kimlere? Kararinizi nasil etkiledileir®aatsirketi konut kredisi
Uzerine size yardimci oldu mu? Nasil?

14.Tapu glemleri nasil yapildi? Kimin tarafindan yapildi? tHeangi bir zorlukla
karsilastiniz mi? —tapu da yazilan fiyat ve 6denen fiyatsarda bir fark var
miydi? Tapu kimin tUzerine?

15.Teslim 0Oncesi dairenizle ilgili vermeniz gerekenskza kararlar var miydi?
(seramikler, parkeler, mutfaklar, boya renkleri...)erHhangi bir zorlukla
karsilastiniz m1? Bgendiginiz/besenmedginiz seyler var miyd1? Karar verirken
birilerine dangtiniz mi? KimlereZnsaat sirketi her hangi bir 6éneride bulundu
mu?

16.Kontratta dikkatinizi cekegeyler var miydi? (kanun ve kurallar)

Markall Evleri

1. Ne zaman tandiniz?
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Evinizi anlatabilir misiniz?
. Hangi odayl hangi amagcla kullaniyorsunuz? Evinikde oda, ka¢ banyo var?
Kag metrekare? Odalarlnln bUyugj[[]hakklnda ququ/qumsuz giiinceleriniz

w N

olmasml isterdiniz?

Simdiki evinizde sevdiiniz/sevmedginiz 6zellikler var mi1?

Evin i¢cinde ya da dinda dgisiklik yaptiniz mi? Neleri dgstirmek isterdiniz?

Evin dekorasyonunu anlatabilir misinizdy&alar yerlgtirirken nelere dikkat

ettiniz? Buradaki gyalar ve dekorasyonu daha oOncesaghaginiz evlerle

karsilastirabilirmisiniz? Farkhliklar/benzerlikler?

7. Satin aldginiz yeni gyalar var mi? Neler? Nereden? Kim karar verdi?

8. Esya seciminde ya da dekorasyon hakkinda yardimialduw? Kimlerden?

9. Eski evinizden getirgiiniz egyalar var mi? Neler?

10.Degistirmek istedginiz/satin almak istediniz esyalar var mi?

11.Hangi gyalar kesinlikle dgistirmeyi disinmuyorsunuz?

12.Evinizde olmasini istemeglniz egyalar var mi?

13.Elektronik ve beyaz gga aldiniz mi? Nereden? Kim karar verdi? Hangi
markalari tercih ettiniz? Hangi nedenlerden dotagnarkalari tercih ettiniz?

A

Cemiyetlliskileri

1. Daha 6nce boyle bir sitedeggaliniz mi?

2. Neden boyle bir sitede oturmay tercih ettiniz?

3. Bu sitede sizce genel olarak kimlersyer? Kimler bdyle bir sitede yamak
istemez?

4. Komgulariniz var mi?

5. Bu sitede ne gibi sosyal aktiviteler yapiliyor? Biktivitelerere Kkatiliyor
musunuz? Hangi siklikla, kimlerle?

6. Simdiki evinizin dnceki evinizle farkhfi/benzerlgi?

Markali Konutun Anlami ve Etkileri

7. Sizin icin Atakdy Konaklar neyi ifade ediyorsmi beseniyor musunuz?
Neden? Sizce nasil olmaliydi?

8. Evinizin bir markasi olmasi sizce 6nemli bay mi?

9. Markali bir evde mi ygamak istersiniz markasiz mi? Neden?

10.Yasadginiz sitenin adini séylemegniz durumlar var mi? Ne zamanlar? Hangi
nedenler?

11.Insanlar Atakdy Konaklari hakkinda nesdiitiyor?

12.Reklam

13.Su an yaadginiz ev hayalinizdeki ev mi?



APPENDIX B

PROFILE OF INFORMANTS

Table 1: Profile of Developers

Firm Type of firm Brand name Type of gated | Job title(s) of
community informant(s)
Maya Corporate Mayavera, Villas; R&D Manager;
Construction Brand Maya Apartments Marketing
Residences Manager
Tepe Corporate Narcity Apartments Sales Manage
Construction Brand Sales Manager
Assistant
Alarko Holding REIT Alarko RIVA Villas Sales
and Marketing
Manager
KC Group Corporate Sarikoy Apartments Sales and
Brand Marketing
Manager
Oztas, Artas Joint Venture + Avrupa Apartments CEQO;
and Dgu MHA Konutlarn TEM Sales Manager
Consortium
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Table 1 (cont'd)

Delta Joint Venture Atakoy Apartments General
Construction | (new comers & Konaklan Director
corporate
brands)
+ MHA
Hekta REIT Idealist Kent Mixed Advertising and
Construction + MHA Villas Public Relationg
and apartments Manager
MIMART Corporate Armina Evleri Apartments Marketing
Construction Brand Manager
Dumankaya Corporate Vizyon; Residences; | Marketing and
Construction Brand Konsept Mixed-Villas Sales Director;
Istanbul; and Marketing
Trend Apartments; Manager
Apartments
Yapi Kredi REIT Mor Ada Apartments Sales Manage
Koray (the project was
cancelled)
KKG Group Joint Venture Pelican Hill Mansion; Interior
(Corporate Malikaneleri; Apartments Architect
Brands) Pelican Hill Director;
Residences Advertising and
Public Relationg
Manager
Sur Corporate Mahalle Apartments Business
Construction Brand Istanbul Development
Manager
SOYAK Corporate SOYAK Apartments; Marketing
Construction Brand Olympiakent; Apartments; Manager
+ MHA SOYAK Apartments Assistant
Mavisehir
(izmir);
SOYAK
Evreka
Y&Y REIT INNOVIA Apartments General
Manager
Eroglu New Comer OksiZen Villas CEO
Construction

-



Table 1 (cont'd)

KIPTAS

Public Firm

Yail Vadi
Konaklari

Mixed-
Villas and
Apartments

General
Manager
Consultant

Note. Brand name = refers to the projects exanthgihg the data collection process.

Table 2: Profile of Municipalities

Municipality Job title(s) of Political
informant(s) party
Municipality of | Media Adviser CHP
Bahcaehir
Municipality of | Deputy Mayor; AKP
Beylikduzi Personnel from
the Permissions
Department
Municipality of | Personnel from AKP
Umraniye the Permission
Department
Istanbul Urban AKP
Metropolitan | Transformation
Municipality Director

Table 3: Profile of Financial Institutions

Financial Job title(s) of Financial
institution Informant(s) products
Is Bankasi Supervisor off Variable and
Commercial fixed interest
Loans loans
Yap! Kredi Supervisor of | Variable and
Bankasi Private fixed interest
Banking; loans
Supervisor of
Consumer
Loans
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Table 4: Profile of Media Representatives

Institution Job Title Media Sources
Hurriyet Emlak Advertising Newspaper,
Sales Director Magazine,
Website
Table 5: Profile of Consumers
Pseudonym| Age Education | Occupation| House Family | Number
type life-cycle of
children
Melek, 45, F | University,| Retired, A Full nest 2
Resul 50, M MBA Retired
Ayse, 72, F High Housewife, A Empty 2
Veli 72, M school, Retired nest
High
school
Esin, 58, F High Housewife, B Empty 2
Selguk 65, M school, Own nest
High business
school
Aysin 39, F High Housewife B Empty 2
school nest*
Gulsum, 42, F High Housewife, B Empty 2
Kaya, 46, M school, | Accountant, nest*
Musa 17, M | University,| Student
High
school
Neslihan, 52, F High Housewife, B Empty 2
Akin 56, M school, Own nest
Primary business
School
Zehra 47, F University R&D B Full nest 2
Manager
Faruk, 37, F | University, Project B Full nest 1
Fulya 39, M MS Manager,
General
Manager
Candan 42, F High Housewife B Full nest 3
school
Gung 46, F University NPO B Full nest 1

201




Table 5 (cont'd)

Hande, 50, F | University, | Housewife, C1l Full nest
Ahmet 57, M University Own
business
Ayten, 72, F High Housewife, C2 Full nest
Selim 79, M school, Retired
MD
Gozde, 46, F | University,| Engineer, C1 Full nest
Sava 48, M University Retired
Saniye, 37, F High Housewife, C1 Full nest
Murat 45, M school, Own
University | business
Melis 53, F High Own C2 Full nest
school business
Nur, 51, F High Housewife, C2 Empty
Selah 62, M school, Retired nest*
University
Reyhan 49, F High | Housewife C2 Full nest
school
Sevim, 49, F | University, | Housewife, C2 Empty
Umut 58, M University Retired nest
Selen, 45, F High Housewife, Cc2 Full nest
Demir 49, M school, Own
University | business
Ferah, 48, F High Housewife, D Full nest
Nejat, 48, M school, Own
Segil 22, F | University,| business,
University | Student
Aysu 56, F MD Own D Empty
business nest*
Leman 55, F High Housewife, D Empty
Furkan 60, M school, Own nest*
University | business
Ebru 32, F | University, Own D Full nest
Erkan 38, M University | business,
Own
business
Fikret 52, F Universityy Housewife D Full nest
Melahat 49, F | University, Own D Full nest
Yilmaz 53, M University | business,
Own
business
Jale 73, F High Housewife D Empty
school nest
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Table 5 (cont'd)

Ayten
Halil

43, F
52, M

High
school,
University

Housewife,
Own
business

Full nest

Note. Empty nest* = one child lives with the pasertl = 4 rooms and 1 living room. C2 = 3

rooms and 1 living room. Aysu and Jale — widows.




APPENDIX C

PROJECTIVE PHOTOELICITATION TECHNIQUES

Advertisement 1

i
Bl Atakdy Konaklar

...... TOKE Kaynak Gelgtinme Uygulamaian Kapsaminds Yapimaktade

Prestijli bir yasam icin
ka maz 3 firsat!
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Advertisement 2

o Atakoy Konaklari

‘oxl)  TOKI Kaynak Geligtirme Uygulamalan Kapsaminda Yapiimaktadir.

Spor Saloaw Sonyal Tesivier Ak Kapah Hivir

delta Atakdy 6. Kisim Bakirkdy Banka kredisine uygun.

Tel: 212 661 87 51-52-53 Faks: 212 66187 54

www.atakoykonaklari.com
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APPENDIX D

PHOTOGRAPHS

Photograph 1: Map oflstanbul
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Photograph 2: Map ofBakirkdy, Atakdy

Photograph 3: Atakdy Konaklari
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Photograph 4: Gated Communities infstanbul

CIM b

ISTANBLL:

- y*
g s
Deiguenre baprels Araton yakaninds Kubdy, Avirat Sargan Samarde, Fove ve Santal

b L] l |
e R QoY
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Photo_graph 5: Announcement of bid for a treasury lad

== EMLAK
2 ~SKONUT

GAYRIMENKUL YATIRIM ORTAKLIGI A5

T.C. Basbakanlik TOKI istirakidir.

ISTANBUL ATASEHIR

ARSA SATISI KARSILIGI GELIR PAYLASIMI iSi iHALE iLANI

+ ISIN ADI: istanbul Atasehir Dofju Bolgesi 2. Etap Arsa Satisi Karsilidi Gelir Paylasimi Isi.

- Ihale, "Arsa Satisi Karsiligl” yapim isi olmas: ve bu is icin biitceye 6denek konmamasi nedeniyle, 2886 sayili Devlet Ihale Kanunu'na
ve 4734 sayili Kamu Ihale Kanunu' na tabi olmayip, "Emlak Konut GYO A.5." Gayrimenkul Satis, Kiraya Verme ve Arsa Satisi
Karsilig Gelir Paylasimi ihale Ydnetmeligi'ne uygun olarak Agik ihale [Kapali zarf teklif alma ve Pazark - Acik artirma) Usuliine
gore iki oturum halinde yapilacaktir.

+ Ihatenin 1. Oturumu 22.02.2010 Pazartesi giinii saat 14:30'da yapilacaktir.

- Ihaleye, yerli veya yabanci gercek veya tiizel kisi veya bunlarin olusturduklar ortak girisim gruplari teklif verebilecektir. Ancak,
bu ihale uluslararas: bir ihale degildir. Konsorsiyum olarak verilen teklifter kabul edilmeyecektir. Yabanci Istekliler, 4734 sayil
Kamu Ihale Kanununda belirtildigi sekilde ihaleye katilabilirler.

« Ihaleye konu parsel, TEM Atasehir kavsaginda, FSM Kapriistine 10 km., Bogazici Kapriistine 5 km., E-5 Karayoluna 1 km. mesafede
olup, Istanbul Anadolu Yakasi Atasehir Projesinin Merkezinde yer almaktadir. Tasinmazin yakin cevresinde Toplu Konut yapilari
ve |stanbul Finans Merkezi Alani bulunmaktadir.

ihale Konusu isin Yapilacadji Tasinmazin Ada / Parsel Bilgi Tablosu

ili | ilgesi | Mahallesi | Ada | Parsel | ArsaAlam | YapiCinsi | Emsal | insaatAlani
No No (m) (m?)

Istanbul | Atasehir | Kiiciikbakkalkéy | 3386 1 99.108,08 MEH(:ZHS 1,50 148.662,12
ni

Hmaks = serbest olup, 148.662,12 m®lik emsale esas insaat alanina ilave olarak, 1. bodrum katin cekme mesafeleri icindeki
tamami en fazla 79.274,00 m?) ve 2. bodrum katin da %50,00'si (en fazla 39.637,00 m?) iskan edilebilecektir.




Photograph 6:Mahalle Istanbul, Sur Construction —The Project

Photograph 7: Gerrymandering, Bah¢eehir

ISTANBUL AVRUPA VAKA
YENI ILCE'SINIRLARI

MARMARA DENIZI

YENI il.t;é SINIRLARI
FIZIKiI ESIK
D?d{l:EQiK B

' A IKDIDAR PARTISI
@ MUHALEFET PARTILERI
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Photographs 8 and 9: TV Serie&\ski-Memnu — Lagtin, SINPA Construction
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Photograph 10: Scale Model

Photograph 11: Scale Model — Consumers and SalesfResentatives
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Photographs 12 and 13: Images of a sample hom&8+end, Dumankaya
Construction




Photographs 14 -18: The trajectory ofAtakéy Konaklari, Delta Construction
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Photograph 20: Plan of house type A Atakdy Konaklari, Delta Construction

Briit : 270 m?/ 4+1

Hayallerinizdekinden daha giizel ...

DELTA PROJE INSAAT TURIZM SAN. TIC. A.$. VE ORTAKLARI
Atakdy 6. Kisim Bakirky/Istanbul Tel : (212) 661 87 51 -52-53 Fax : (212) 661 87 54
www.atakoykonaklari.net
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Photographs 21 — 24: lllegitimate practices in théranded house and community
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Photograph 25: Threats to homeowners — News story

_’ SALI 7 TEMMUZ 2009

Tirkiye’nin en iyi gazetesi

HAFTA ICl 50 KURUS

KOY’'DE
“BiT YENIGi

Atakdy Konaklan'nda bazi kisilere cok ucuza ev satildig
iddia edlllrken Mchye konu’r sahiplerini sorguya cekiyor

kuyruguw

FORUM Ankara Outlet, “Kriz Varéa(ar- det
Var” kampanyas! cercevesinde, héfsabah
alisveris merkezine gelen ilk 100 kisiye 50
TL hediye ceki dagitmaya basladi. Agus-
tos'un sonuna kadar sirecek uygulamanin
ilk ?(ununde 100 'n!ﬂye degil, siraya giren

herkese ek veri

STANBUL’DA, bir insaat firma-

siin TOKI ile birlikte yaptig

Atakiv Konaklan mercek altina
alindi. Maliye, degerleri 450 bin-1
milyon euro arasmda degisen 950 ko-
nutun sahibine tebligat gonderdi,

NEREDEN BULDUNUZ?

MALIYE, ev sahiplerinden deme
dekontlarn istiyor ve “Kaca aldmz?
Kredi kullandiniz m? Bu parayi ne-
reden buldunuz? Elden ddeme yap-
tiniz mu?" sorularini yoneltivor.

MUTEAHHIDI SIKAYET

KONAK sakinleri de miiteahhidi
TOKI'ye sikayet etti: “I1k 100 ev, ba-
zi kisilere 150-200 bin euroya satil-
di. Boylece miiteahhit TO-
Kl'ye verecegi pay azaltn.”
HAZAL ATES'IN HABERI 20'DE

Hoca bire
10 aldi

ATAKOY'DE 5yl
6nce & bin metre-

karelik arazi alan
miiezzin Karabi-
yik, sonunda rezi-
dans insaat igin izin
aldh, Arazinin dege-

s rm_lyondm 50

L'ye {.‘l.kll

Karabiyk milyon
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Photograph 26: HOA'’s poster on community members’liegitimate practices

ATAKOY KONAKLARI

B

YORUMSUZ

Photographs 27 and 28: October 29 iAtakdy Konaklari
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APPENDIX E

ADVERTISEMENTS



Advertisement 1: Developers turn into financiersGul Construction

GUl gibi
mortgage!

Acikcasi biz ‘mortgage’l bekleyemedik. Ne yaptik ettik, keyfinizce yasarken dilediginiz gibi 6deyebileceginiz,
5 seneye kadar vadeli, 6zel bir ddeme tablosu olusturduk. 25 yildir Istanbul’un gehresini degistiren bir firma
olarak bize de bu yakigirdi. Simdi dikkatiniz dagiimadan asagidaki projelere ve ddeme tablolarina bir géz atin...

Siz en iyisi gelin, bi'kahvernizi icin, sizler igin neler yaptigimizi kendi gdzlerinizle gdrlin, hak ettiginiz yasama kavusun.

Vista Residenza 1 / Beyk

ent Vista Residenza 3 / Beykent

Mimarisi, manzarasi ve konforuyla yepyeni bir yasam tarz sunan Vista Residenza'da 8 biokta toplam 48 Vista Residenza 3, @
186 Iks daire sizleri bekliyor. Modern kent yasaminin tim ihtiyaglanni kargilamanin b0l bir atmosfer. Vista Residenza 3, doyumsuz manzarasiyla sizi uyanmak
rahatii@s Vista Residenza'da... istemeyeceginiz bir riyaya davet ediyor...

Costa Residenza / Albatros Villa Mare / Glizelce

10 bin metrekare alan Gzerine konumianan Costa Residenza'daki 7 blokta 3 farkli tipte Giizeloe sahilinde denize sifir, 300 metrelik tzel bir kumsalda konurnlanan Villa Mare,
74 daire bulunuyor. Arazinin dogal yapisina uygun olarek tasarlanan Costa Residenza'da 2 farkh tipte ‘Town House' tarzinda 58 dubleks daireden olusan gok &zel bir proje.
her dairede gbz kamagtiran bir deniz manzaras: sizi bekliyor.., Ugsuz bucaksiz Marmara Denizi, martilar ve yakamoz hayatinizin merkezi olacak...

Evinizi ve 6deme seklini segin;

Bilkiin Prok
formalitesiz, masrafsiz, en kolay yoldan, 200 /eslim]
yepyeni bir yasamin kapilarini agin...

Satiy Ofisleri.

1-15 Ay | 15-30 Ay  30-45 Ay  45-60 Ay Vista Residenza 1 : 0212 871 09 59 -

%30 Pesin %30 Pesin %30 Pesin %30 Pesin Vista Residenza 3 : 0212 871 09 59 GUL INSAAT
= > -~ # . Costa Residenza : 0212 880 49 19
%0 FB‘I? %0 Faiz  %0.75 Faiz %1.20 Faiz Vills. Mars CP12 858 3703

%5 Indirim Merkez Ofis : 02126730319

Kampanyamiz 31 Ekim'e kadar gegerlidir. www.gulinsaat.com.tr 25 yidr bayatnzda
e o
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Advertisement 2: Financial Products -Garanti Bank

UZMANINDAN
SINIRSIZ GESITTE
MORTGAGE

{NCE SABIT, SONRA DEGISKEN FAIZLI
MORTGAGE

“Faig

9t Garanti
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Advertisement 3: Natural Environment —Agaoglu My Country,

Construction

LUDWIA WDSDA

75 - €5 E0 Z79 9120 | 4ywedrnjboebe mmm

‘ZNJoANYag ‘ZNUNSIN|O BpEING BDUQ jeE
“jiuedek 1q16 Siwiees gg Jayunb ¢ 1ex 336 ok
1J1q EPUIUBWEZ | "eunak §1 apauns esry uepjoAojo eJuoS “idaY Znaey
119 14199 ey Lajaiazeb ueunyo iBap uajpzab z0b adapes ‘meayey 1ig unzn yededewnele
IUEpUNUOS )8y ‘epuiwielio iy IBIpIpUsUal UILISa3yeq Zeay aa 1ebe anfaw aaiajzng

esieyld ejoh |pwig e

“§iWIeY 3215 UBWEWIE) JIA3Y NE ‘ZIUISJIIgapa WEADP auisawaliaxas yeqes diuezn alajwid
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m.N:\:m:: Aijrqudvh

m? A HOQUS BHOpIovS |

vy 01ups

N::mxﬁﬁ darad-
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Advertisement 4: The newistanbul — Mesa Cengelkdy, Mesa Construction

sy o "t

Sarkilarda sgylenen

~ son Istanbul...

E Sahil kafeleri, tarihi cinar,
4 ¢inarin golgesinde kediler,
il Cinaralt: Kahvesi, cay bahceleri,
demli cay kokusu,
kiigiik vitrinli dilkkanlars,
her dem taze balik satan balikgilar,
tarihi ekmek firini, manavlan,
her manavda meshur Cengelksy bademleri,
sirik domatesleri, temiz havasi,
stmsicak sakinleri ve meshur borekgisi
ile Cengelkéy ve

Cengelkéy'de MESA...

i MESA; daha énce gerceklestirdigi Cengelkay Evleri'ndensonra,
| yine tzel bir proje ile Cengelksy'de.
Istanbul’un merkezinde, neredeyse tamam yesile aynlmus, 100.000 melik bir alanda
kurulan bu proje, Cengelksy'iin sicakligin: yansitan iiger katli 46 bloktan oluguyor.
6 farkl tipteki bloklarda, 80 m? ile 290 m’ arasinda degisen 298 adet daire bulunuyor.
fstanbul'un giizelliklerini sakladig Gengelkdy'de, fstanbul'dan vazgecmek istemeyenlere,
simdiki zamanda, ge¢mis zamanlanin giizelliklerini yasatiyor.

Tanm ve Sty Ofisferi Olagam Plors
Istankul Balgs Midirgo /
seantud Son Offsi el Wl K, Belorbe Cad. Absliah Ada M e 73,
8T8 Kgoncs ISTAMBUL
(216) 460 28 67-68-69

-
Sarmye k.
Vi S ot o 08 G/ TANRR i - ’ “""'\. T
(216)460 2970 J .1.-..-.1!! 4
Ankara Morket \' i [y - Sp i A
MESA Placa, Kory Sitesi, Bamar Cadl N 2
DEE10 Cayos | ANKARA.
312)291 5082

‘www.cengelkoydemasa com
WWW.mesa.com.lr
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Advertisement 5: Earthquake —InCity, Dundar Construction

Waw.Incity.com. v

istanbuifopartments//iofts

FEEARRERD

AELRER U EEREE

5 pwwetin e T

PRI s AR i,

LIBC Armarikan
Deprem Sartnamesine
uygun insa. edilen
jproje, Incity.

@ Dindar |I'I$EET | Diorho detayl bigs ve gl igin; 0716315 &
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Advertising 6: Sociability —Lagin, SINPAS Construction

Dubaide
ne isin var Ayse?

Ayrica Lagiin Club Otel, Zen Club ve Binicilik
Kuliibii'niin VIP korforuyls gehirli olmanin tiim

Lagiin'de... Ustelik bisyle bir yagam Kozyatagi'na
sadece 10 dakikalik mesafede. ..

Sehirde yagayp dilediginde gl manzaral
havueunda viizmek, at binerek glinbin steesini
atmatksa istein, Lagiin senin igin en dogru yer.
Gill kenarinda egin ve gocuklarinla yiiryiy
il in, avantajls i
atlayip kolwyca tyatroya, davetlere, gocuklarmn
okl gisterisine gidebilecegin masal gibi bir yer burasi.

$imdi cekear soruyoruz: “Ne igin var Dubai'de Avse?™

Mutlulugu uzaklarda aramayin, gelin siz de gilleri, adalan, iskeleleriyle Si 'in




Advertisement 7: Children’s Socialization -dealistkent Hektag Construction

i S Tt i
IQ_& TOK Igtiraki Emlak Konut GYO A.$. Kaynak Geligtirme Uygulamalan Kapsaminda Yapimaktadir. 5‘-‘..—:“..'.‘:“5.9.!‘?_1

- o - ,
idéalist kentte bulunan b:.n. szel topLam %ln 45 [bn
=

g okul, gocuklariniz igin yitritme

mesafesinde. Cocuklarimiz [stanbul

trafiginde bogulmadan, okullarina Eglgtlg!gg
imkanianyla

yesillikler iginde yiriyerek gidecekler.
ralan zamawlarinda ise doya doya
gocukluklarin Yasama sanst bulaeaklar.

Gocuklarin gocukluklarne doya doya yasamast igin.

apartmanlar ' — villalar

i | | iﬁpg £ 330 Dondm Arazi Kapal ve Agik Yiizme Havuzlan
: ) IDEALINIZDEKI 5 - 250 Dtiniim Yesil Alan | Yirdyds ve Kosu Parkurlan
ISTANBUL'DA YASAMAYA DAVETLISINIZ! [T Bl Vapay Gokl
Villa tipl evieri ve az katl apartmantaryla arazi Gzerinde dikey dedil, yatay olarak yayilan Idealist Kent, Vade (Ry) | Pesinat | FaizOranlan 06 Ap1tale. Gocuk Parkian
sadece bir ev degil, ideal bir yasam alami sunuyor size. |dealist Kent'te her gey, kent sakinlerinin saglii 12 % 35 045 Biri Ozel, Toplam Ug Okul Agtk ve Kapal Otoparklar
ve huzurly bir yasam sirdirebilmesi, cocukdann ise glvenli atanlarda oynayabilmesi igin tasarlandi 0 | %3 085 Kreg pa 3 &
Haydi dyleyse. .. Ideal Istanbu'a hog geldiniz. T = Anigverig Merkezi Heltphiych
60 % 25 1.20 Sosyal Tesisler Safjlik Tesisi
Spor Kompleksi Dini Tesis
Agill Ev Sistemi Kiima Altyapisi
€@ L HEKTASINSAAT ~ © o2i¢ s cors ideAali
www.idealistkent.com
5 SIRKETLER GRUBU Satig Ofisi
E: hir Mahallesi Al Caddesi 4.
W Haysfisriniz) g odiyorie:” Gekmekdy Umiamye | el 1 o2 Istanbul'da ideal olan ne varsa...
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Advertisement 8: Theming —-Bosphorus City Istanbul, SINPA Construction
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Advertisement 9: Occupational distinction —Arkeon Evleri, Yapi Konut

oriim, benim bir dahi oldug
her firsatta buralarda yagamal ] ni neden yurtd
yliyor. Hayat standard: yii §ini anlayamamigtim. Sonra
cede oyunlar oynadig, _ : beyin gogi Arkeon Evleri'ne
ctigh ve gbletiyle hayrani olacagim

Evleri'nde yagamay
yiiksek lisans mezunu

verenlerin %75’i lisans,
‘gogii icin sizi de bekleriz.

Arkeon’da hayat goktan baglads. Ustelik ilk 8grencileriyle birlikte Irmak Arkeon Anackulu da hizmete agild:.
Ankastre uriinlerle déseli sinirh sayidaki villalanimizla tanisarak
siz de yeni bir hayata baslayabilirsiniz.

Seba o, rﬂwnln$mrg¢m
'E' Arkeon Evleri‘ne 8zel konut kredisiyle.
%40 pesinatile | y1 % 0,86
36 ay vadeli 6demelerde | ygp %0
dovizde SIFIR FAIZ! [EURO %0
30 Mart 2007"ye kadar. | CHF %0
ko |
EV TELEFONUMUZ CEP TELEFONUMUZ : ( el bz
=i lkonut 0216 677 10 00 E 05334848584 MoUn, 10001800 seeted rasnds Hiametiiadeyie
Yopi Konut, bir Yap Merkezi kurulugudur, Arayin, yani gvinizia tanigtralim. www.fabtek.com.tr
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Advertisement 10: Brands linked to global cities -Avangarden, SINPA
Construction

Amsterdam
Istanbul’a
geliyor!

Bilirsiniz; tarihte géz kamaghran tim medeniyetier
su kenanna kurulmustur. Bu gergekten ilham alan
Sinpas; suyla bitinlesen ve arhk birer marka olan
| Marenegro, Sealybiia, Aqua City, lstanbul Palace
gibl pek gok “Yeni Istanbul” projelerine bir yenisini
daha ekliyor: Avangarden.

| Tm zarifligi ve cekiclliglyle Cekmekdy'liin hemen

girisinde yer alan Avangarden'in avangart
. Ozelliklerini gelin beraber kesfedelim.

B

Avangarden’da yasam kalitesini artirmanin
temel kurall, sagikl ve konforlu yasamak.
Bu nedenle Sinpas bu projede, A Club,
Adrendlin Carnpus, Techno-Comfort ve
London Eye‘in sundugu olanakian;
Amsterdam Yalilan, Paris Residence ve
Londra Tower'n olagantstt mimarislyle biregtityor
ve size avangart bir kent konsepti sunuyor.
Tabil ki, en iviyle mutiu olabilenler igin.

lo]

yakindan bakalim.

AN S
A AVANG, RDEN




Advertisement 11: TV Series inPelican Hill, KKG Construction

AYRICALIKLI YASAM
ISTEYENLERIN

BULUSTUGU
TEK ADRES

Bugiine kadar birgok diziye ev sahipligi yapan
Pelican Hill, seyrettiginiz giizellikleri yasayabilmeniz

icin size firsatlar yaratiyor.

_ceXPoXRes
195,000 1vden bagiayan

FIYATLARLA

%20 Pegin 48 Ay Sifir Faiz ile ° g /‘@J q
EV SAHIBI OLMANIN KEYFINI YASAYIN (sz M ! z

30 Nisan 2009 tarihli goriiniislerdir.

Pelican Hill Residence, TEM'e P ,  Pafican Hill Resigence, Verona,  Residencaiene ait fek noktatan .. N ".,
gun Siena, Mesuina Coruna, Lenida,  girig-lagin salanchs, son o

el Tk Almante, Sevila, Vitiria, dersce gveni kapal devre

il Valenca, Granada ve Capn Kamera sistemi ie 24 saat
Ve zamanena trafige degil dolu bir yagam. olmak (izare toplam 11 bloktan,  izienen ve glveniik
hayatin gcelfiderine, Depreme diyanskli fors hack  Spor yan 1000 den

igin  sishewi, radya jes 9 i .
mmmmmm kalp sisteni uypulamalanle  yasam sizi bekiiyor nayamm ultra b 686
fssutsiiz altyapt ireden oluguyor

Ornek dairelerimizi gdrmeniz igin
sahg ofisimize bekliyoruz!
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Advertisement 12: “How to make the right home seld®on in ten questions” —Eltes

Ginesi, Agaazlu Construction

'Dru Ev’ seciii
nasil yaparsiniz?

Satin alacaginiz evin ddeme kosullarinin
nasil olmasini istersiniz?

al Parami biriktirip pesin satin almak isterim.

b) Finansal sikintim yok. Jdeme kosullari benim
icin cok da dnemli degil.

¢] Diisiik pesinat, diisik faiz, optimum vade
olanaklariyla prosediirsiiz, kefilsiz esnek ddeme
kosullarini tercih ederim,

Satin aldidiniz eve ne kadar siirede
tasinmayi hedeflersiniz?

al Ev bana teslim e n yeter. Ne zaman
taginacagim onemli degi

bl Firmanin taahhiit ettigi ev teslim stiresini
beklerim.

] Aninda anahtar: testim almayi ve hic vakit
kaybetmeden tasinmay isterim. Ciinki kirada

yasadigim icin bosu bosuna kira ye di

Satis sonrasi destek, ev aiminda
seciminizi etkiler mi?

a) Etkilemez,

b) Bu sektérde béyle bir hizmet oldugundan
haberdar degilim.

Sizin icin evinizin teknolojik altyapisi ne
kadar dnemli?
a) Ev evdir sonucta. Ne kadar teknolojik olabilir ki?
b Teknolojiden pek anlamam, disi giizel olsun yeter,
¢l Yakin gelecegin teknolojisi olan IP TV, VOIP, 100
megabit internet erisim hizi ve fiberoptik altyapt

) Evimde y b sonra ¢l
olasi
olmam ve bu sorunlarin kisa siirede cozilecegini
bilmem, ev secimimi dnemli Blclide etkiler.

Yasadiginiz sitenin genis sosyal, kiiltlirel
ve sportif imkanlara sahip olmasi sizin icin
ne kadar snemli?

a) Pek Bnemli degil.

b) Benim icin 6nemli olan evimin rahatlig.

¢] Giivenli bir sitede, kendim gibi insanlarla beraber

¥ daha birgok yenilik ile
tanigmak isterim.

Ulasim kolaylidi sizin igin ne kadar dnemli?

a) Gnemli degil, Istanbul'un trafigi bitmez.

Ib) Umutsuzum. Ama en azindan evime arabamla
rahatca ulasabilmek isterim.

) Omriimiiziin yarisi trafikte geciyor. Bu yiizden
evime, giniimiiziin en kolay ve hizli ulasim yolu
olan metroyla ulasmak isterim.

Yasadiginiz evin tapu kaydi olmamasi sizin
igin bir sorun teskil eder mi?
a) Cok sorun degil. Nasil olsa keskoca apartmani

etmek istemem.

Evinizi satin alacaginiz firma sizin icin
gnemli mi?

a) Onemli degil. Nasil olsa hepsi ayni seyleri
soyliyor.

b) Isimlere dikkat ederim. Ama bu nceligim
degildir.

¢) Benim igin gok dnemli. Yagayacagim eviinsa eden
firmanin gegmisini ve sundugu imkanlari
kesintikle bilmeliyim. ismi giiven vermeyen bir
firmayla asla alisveris yapmam.

a'lar cogunluktaysa:

cimini yapmay
5 anlarda hizla
an, ulasim kol

ve iliskiteri
benim igin anemli. Ayrica gliniimiizde cocuk oyun
alani, spor tesisleri, sinema, buz pisti gibi sosyal
imkénlarin bulunmasi gerektigini dasiniyorum.

Nasil bir semtte ev almayi diistinirsi ?
a) Semt benim icin énemli degil. Evin ici dnemli.
b) Kesmekesine ragmen Liks bir semtte oturmay!
tercih ederim.
¢] Hizla gelisen ve cok degerleneceginden emin
oldugum, yatirima uygun bir semtte ev almay!
disunirim,

bler cogunluktaysa:

y

b) Olsa iyi olur. Olmazsa da cok dert etmem.

¢) Tapu kaydi, insaat ruhsati ve diger herhangi bir
resmi evragi eksik olan hicbir evi, hicbir sartta
satin almam.

Yasadiginiz evin cevresinde alisveris
merkezi bulunmali mi?
al Ev secimimi etkilemez.
gum semtteki esnaftan alisveris
ilirim, bana yeter.
¢] Yasadi§im evin yakininda tiim ihtiyaclarimi
karsilayacak nitelikli alisveris merkezleri
kesinlikle bulunmali.

c'ler cogunluktaysa:

» % 10 pesinat
P 1.624 YTL'den baslayan taksitler
» 60 aya varan vade secenedi, istelik kefilsiz

| » Hemen tasinma firsati

%0 | %045 | %08

By kampanya stsklarls sinurlidir.
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APPENDIX F

ABBREVIATIONS

ANAP: Motherland Party

CHP: the Republican People’s Party

DYP: True Path Party

FP: Virtue Party

GYODER: Real Estate Investment Companies

HOA: Homeowners Association

JDP: Justice and Development PaAK Party in Turkish)
KIPTAS: Housing Association of Metropolitan City Municipg
MHA: Mass Housing Association

MHF: Mass Housing Fund

MHP: Nationalist Movement Party

REIT: Real Estate Investment Trust

RP: Welfare Party

SHP: Social Democratic Populist Party
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