THE EVALUATION OF CRITERIA FOR LOCATION SELECTION OF
SHOPPING CENTERS THROUGH ANALYTIC HIERARCHY PROCESS: THE
CASE OF ANKARA

A THESIS SUBMITTED TO
THE GRADUATE SCHOOL OF NATURAL AND APPLIED SCIENCES
OF
MIDDLE EAST TECHNICAL UNIVERSITY

BY

ALI BURAK ASLAN

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS
FOR
THE DEGREE OF MASTER OF SCIENCE
IN
DEPARTMENT OF CITY PLANNING

JANUARY 2017






Approval of the thesis:

THE EVALUATION OF CRITERIA FOR LOCATION SELECTION OF
SHOPPING CENTERS THROUGH ANALYTIC HIERARCHY PROCESS:

THE CASE OF ANKARA

submitted by Ali Burak ASLAN in partial fulfillment of the requirements for the
degree of Master of Science in City Planning Department, Middle East

Technical University by,

Prof. Dr. Giilbin DURAL UNVER
Dean, Graduate School of Natural and Applied Sciences

Prof. Dr. Cagatay KESKINOK
Head of Department, City and Regional Planning

Prof. Dr. Serap KAYASU
Supervisor, City and Regional Planning Dept., METU

Examining Committee Members:

Prof. Dr. Adnan BARLAS
City and Regional Planning Dept., METU

Prof. Dr. Serap KAYASU
City and Regional Planning Dept., METU

Assoc. Prof. Dr. Emine YETISKUL SENBIL
City and Regional Planning Dept., METU

Assist. Prof. Dr. O. Burcu OZDEMIR SARI
City and Regional Planning Dept., METU

Assist. Prof. Dr. Suna S. YASAR OZDEMIR
City and Regional Planning Dept., Cankaya University

Date: 16.01.2017



I hereby declare that all information in this document has been obtained and
presented in accordance with academic rules and ethical conduct. | also declare
that, as required by these rules and conduct, | have fully cited and referenced
all material and results that are not original to this work.

Name, Last Name:

Signature:



ABSTRACT

THE EVALUATION OF CRITERIA FOR LOCATION SELECTION OF
SHOPPING CENTERS THROUGH ANALYTIC HIERARCHY PROCESS:
THE CASE OF ANKARA

ASLAN, Ali Burak
MS, Department of City Planning
Supervisor: Prof. Dr. Serap KAYASU

January 2017, 126 pages

Location selection, like in other centers, bears great importance and is one of the
most strategic decisions on construction shopping centers. Especially in recent years,
the right location selection of shopping centers whose number is increasing day by
day has gained more significance in the cities of Europe and the USA. With the
impacts of neoliberal policies taken place in Turkey since 1980s, the number of
western-style shopping centers has risen year by year. Literature review offers
different methods in the evaluation of factors that affect location selection. This
thesis brings under the scope “Analytical Hierarchy Process” in which subjective
judgment is easily used to determine the factors’ weights necessary for location
selection of shopping centers. The views of developers, investors as well as city
planners are taken with a view to specifying the factors’ weights considered to be
important in location selection. The answers of both groups to the questions help
determine the crucial factors in location selection of shopping centers. In this
context, Ankara’s Ankamall, Gordion and Kizlay Shopping Centers are compared

with regard to these factors.

This thesis focusing on shopping centers brings to light the different viewpoint
experts hold with respect to location selection, proposing that the most recently-
introduced laws and legal regulations concerning the project development of

shopping centers in Turkey are found inadequate when compared those of most



European countries and the current laws and legal regulations in Turkey must be

brought under review.

Key Words: Shopping Center, location selection, Analytical Hierarchy Process,
Ankara, legal regulations.
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ANALITIK HIYERARSI PROSESI YARDIMIYLA ALISVERIS
MERKEZLERI YER SECIMI KRITERLERININ DEGERLENDIRILMESI:
ANKARA ORNEGI

ASLAN, Ali Burak
Yiksek Lisans, Sehir Planlama Bolkimii
Tez Yoéneticisi: Prof Dr. Serap KAYASU

Ocak 2017, 126 sayfa

Kurulus yeri secimi, ¢ogu sektdr icin Onemli oldugu gibi ahgveris merkezleri
icinde en onemli stratejik kararlardan biridir. Ozellikle son zamanlarda her giin artan
saylar1 ile ahsveris merkezlerinin dogru yer secimi Amerika ve Avrupa’nmn biiyiik
kentlerinde daha fazla onem kazanmustwr. Tirkiye’de de, 1980 sonrasi yasanan neo
liberal politikalarm etkisiyle Bati tarzi ahsveris merkezlerinin sayist her gegen giin
artmaktadir. Literatiirde, yer se¢imi kararmi ektileyen faktorlerin
degerlendiriimesinde  farkh  yontemler kullanlmaktadw. Bu c¢ahsmada, aligveris
merkezi yer seciminde Onemli olan faktorlerin  agwhklarmm  belirlenmesi  igin
subjektif yarglarm kolayca kullanlabildigi “Analitik Hiyerarsi Prosesi” yOntemi
kullanibmugtir.  Ahsveris merkezi yer se¢iminde Onemli olan faktorlerin agwhklarm
belirlemek igin  degerleme uzmanlarmn  /yatrimcilarm  ve  plancilarm  goriisi
almmustr. Her iki grubun verdigi cevaplarm sonucuna gore, absveris merkez i¢in
Oonemli faktorlerin agwhklart saptanmis ve Ankara’da yer alan Ankamall, Gordion ve
Kuzlay Abgveris MerkeZlerinin bu faktorlere gore kiyaslamasi yapimuistir.

Algveris merkezleri tlizerine yapilan bu arastrmada ahsveris merkezi yer
secimine dair degerleme uzmanlar/yatrimcilar ve plancilar arasmda ki gorlis ayrihig
belirlenmis olup, Tirkiye’de yakmn zamanda vyirirlige giren yasa ve yonetmeligin
cogu Avwvupa iilkesindeki abgveris merkezlerinin gelisimini smirlayici yasalara ve
diizenlemelere gore yetersiz kaldig, kanun ve yonetmelik hikiimlerinin  gézden
gecirilmesi gerektigi ortaya ¢ikmustir.
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Anahtar Kelimeler: Ahlsveris merkez, yer secimi, analitik hiyerarsi prosesi, Ankara,

yasal diizenlemeler.

viii



This thesis is dedicated to my family, who have always loved me
Unconditionally, and to Miss Duygunur KOC, a constant source of support
during the challenges of my life and the one, who, I believe, will be the
architect of my future home.



ACKNOWLEDGEMENTS

I would like to express my sincere appreciation to many people who
supported me during the completion of this thesis process.

Firstly, 1 would like to express my special thanks to my supervisor Prof. Dr.
Serap KAYASU for her brilliant suggestions, encouragement and guidance
throughout this study. | know that without her guidance | would not have completed

this thesis.

I would also like to thank to my committee members Prof. Dr. Adnan
BARLAS, Assoc. Prof. Dr. Emine YETISKUL SENBIL, Assist. Prof Dr. O. Burcu
OZDEMIR SARI and Assist. Prof Dr. Suna S. YASAR OZDEMIR for their

valuable critics and inspiring comments.

| am particularly grateful to my family, my father Mehmet ASLAN, my
mother Emine ASLAN and not only my brother but also my best friend Berkan
ASLAN for their empathizing, supporting and encouragement throughout my life.

The most important thanks go to the woman of my lift Duygunur KOC. Her
entry into my life has been a turning point both for me and for the completion of this
thesis. Receiving her support at every stage of this study, I'd lke to extend my
sincere gratitude to my girlfriend, who, | believe, will stand by me forever as my
future wife.

| also would like to thank all of my friends from Industrial Development
Bank of Turkey, my colleagues and authorities from the Turkish Ministry of

Environment and Urban Planning.

Also, | am grateful to my friend Cevat UCUNCUOGLU supporting me not

only in this thesis process but also in my difficult times.



TABLE OF CONTENTS

ABSTRACT . . e e %
O vii
ACKNOWLEDGEMENTS. ... ettt e e e X
TABLE OF CONTENTS. ... ottt Xi
LIST OF TABLES. ... ottt e e Xiv
LIST OF FIGURES. ... .ot XV
LIST OF GRAPHS . ... e Xvii
CHAPTERS
1. INTRODUCTION ..ottt ste e naenaeneas 1
2. DIFFERENT APPROACHES TO SHOPPING CENTER LOCATION
SELECTION ..ottt sttt ettt e st e naeeraeneene e e s 5
2.1. Shopping Centers: Definition and Historical Background ...............c.ccoo....... 5
2.2.  Conventional Trade Area MOdelS ........ccccviiiiieiiniiiie e 7
2.2.1.  Central P1ace ThEOIY ......cciiiiiiee et 7
2.2.2.  Law of Retail Gravitation..........ccoveviiereeiiiie e 9
2.2.3.  ANAIDGMOEIS ... 11
2.2.4.  Spatial Interaction MOdelS .........ccocoveiiiiiiii e 13
2.2.5.  Other MOGEIS......coviiieiee e 16
2.3. RegreSSioN MOEIS ......cceeveiieiiee e 18
2.4.  Geographic INformation SYSTeM........cccviiiiiiierieie e 19
2.5.  Analytical Hierarchy ProCESS .......c.cocviiieiiiiiiiieii e 21
2.6.  Summary and Main Findings ........ccccooeiiiiiiieiiecee e 25

3. THEFACTORS OF LOCATION SELECTION FOR SHOPPING CENTERS 27

3.1, DemographiC STrUCTUIE.........coviiiiiiecieeee e 30
3.2, TranSPOAtION....ccui it 31
3.2. 1. ACCESSIDIIIEY ..o 32

Xi



3.2.2.  Proximity to main transportation COrridor...........cccveververesveeseesieennenn, 32

3.2.3.  Compatibility to traffic flow, ease of entering and exit the shopping

(012] 01 36
3.2.4.  Proximity to bus stops and railway Stops..........ccceevvriniiiinininenn, 37

3.3, Competitive ENVIFONMENT .......oiviiiiiiieecee et 38
B4, VISIDIITY oo e 42
3.5.  Zoning and Property status and land charaCteristics ...........ccccecervnrnrennne 43
3.5.1.  Zoning and Property StatusS .........ccccevvereiiieiieeseese e 43
3.5.2.  INFraStrUCTUIE ...o.ooeiiiii e 44
3.5.3. Theshape and size of the land .............cccoeoeiieii e, 46
3.5.4.  Geographical Barriers and Topography ........cccceeerevirieienenineneennn, 48

3.6, ECONOMIC FACIOIS ...t 49
3.6.1.  REIES i 49
30,2, COSES .ttt 51

4. METHODOLOGY ..ottt 53
A1, CONEXE oot 53
4.2, G0als and ODJECTIVES .......ceiiiiiiieieie e 54
4.3, Case Study SEIECTION .......ociiiie e 54
4.4, Method Of ANAIYSIS ...cveiiececece e 55
5. CASE STUDY ..ttt ettt 57
5.1. The Development Process of Shopping Centers in Turkey...........ccccuveuvenee. 57
5.2.  The Development Process of Shopping Centers in Ankara .............c.c........ 60
5.3, Kizilay Shopping Center .......ccceiiuiiiiiieiiiie it 62
5.4.  Gordion ShopPING CENMEN .....c..eviiiiiiieiieieie e 64
5.5.  Ankamall Shopping CeNter .........cccovveiieeiiiie e 66
5.6. Results Of the reSEarCh ..o 67
6. CONCLUSION ...t sre e e 75
6.1.  Summaryand Main FINAINGS .......ccccoriririiiiieiese e 75
6.2. Future of the shopping centers in Turkey and Recommendations .............. 78
REFERENGCES ... .. 81
APPENDICES.......coovvooeieeeoieseessesseessesssse s sssssess s essss s ess s 91

Xii



APPENDIX A: QUESLIONNAIIE FOIM ...ccviiiiiiiiic e 91
APPENDIX B: Legal Framework in Different European Countries ..................... 95

APPENDIX C: Location Selection and Planning Processes of Shopping Centers in
ANKEATE ..o s 97

APPENDIX D: Law concerning the Regulation of Retail Trade (Law no. 6585).99
APPENDIX E: Regulation concerning Shopping Centers ...........c.c.coevrvevrveuerennn. 115

Xiii



LIST OF TABLES

TABLES

Table 1: IMPOrtance SCAlE .........ccoviiiiiieee s 23
Table 2: Random Index Values for n items being compared. ..........cccccvevevveiieenenn, 24
Table 3: Shopping center location selection approach...........cccoccvevvvveieiivcieseennn, 26
Table 4: Important factors in shopping center location selection .............ccccceveneee. 30
Table 5: Information about K1zilay Shopping Center .........cccoovviiiiiiiiiniinicieennn, 62
Table 6: Information about Gordion Shopping Center ...........ccoccvevevieeve e e, 64
Table 7: Information about Ankamall Shopping Center .........ccoovveieiiiiiciiniene 66
Table 8: Weights of important factors in shopping center location selection............ 68
Table 9: Factors affecting shopping center location selection according to city
planners and weights of alternative Shopping CENErS .........ccooiviiiriiiiiieneseeieeee 72
Table 10: Factors affecting shopping center location selection in the views of
investors/real estate appraisers and weights of alternative shopping centers............. 72

Xiv



LIST OF FIGURES

FIGURES

Figure 1: Retail trading areas defined by probability contours. ...........c.ccccoevvenenen. 15
Figure 2: Three-level Analytical Hierarchy Model.............ccocoiiiiiiiiiee, 22
Figure 3: Shopping centers located on Ankara (Eskisehir highway) (Google Earth
IMAGE 2016) ...ttt et a bt e e nre e ra e reenneareas 33
Figure 4: Shopping centers located on Ankara (Istanbul highway) (Google Earth
IMAGE 2016) ...tttk b ettt 33
Figure 5: Shopping centers located on the Izmir Ring Road ............cccccoveviviiiiiininnns 34
Figure 6: Shopping centers located along the Istanbul Ring Roads............ccccccevennen. 35
Figure 7: Entrance and exits of Ankamall Shopping Center, Ankara.............cc......... 37
Figure 8: Satellite image of Cevahir Shopping Center, Istanbul (Google Earth image
2006). .. ettt bbb bbbttt bbb e neeneas 38
Figure 9: Satellite image of Kentpark and Cepa Shopping Centers, Ankara (Google
Earth image 2016) .....eoieeieeieeie ettt nreas 39
Figure 10: Via/Life Outlet Center, ANKAIa ..........ccovevveiieeieeieiee e se e 41
Figure 11: Satellite image of Via/Life Outlet Center, Ankara (Google Earth image
70 ) TSRS SRPRPRSSIN 41
Figure 12: Satellite image of 365 Shopping Center, Ankara (Google Earth image
2006). .. ettt bbb bbbttt b bt e eneas 42
Figure 13:365 Shopping Center, Ankara (Yandex image 2016).........c.ccccevvrvreennnn. 43
Figure 14: Kizilay Building, Ankara (1954) ..o 44
Figure 15: Kizilay Building, AnKara.........ccccocvviiiiiiiiiniiiee e 44
Figure 16: Satellite image of Kizlay Shopping Center, Ankara (Google Earth image
70 ) TSRS SRPRPRSSRN 45
Figure 17: Kizilay Shopping Center, AnKara...........ccoovveiiiiiiiiiiciiiiicseen 45
Figure 18: Satellite image of Atlantis Shopping Center, Ankara (Google Earth image
70 ) TSSO 46
Figure 19: Project view of Atlantis City Shopping Center, Ankara..............c.ccccuv..e. 46
Figure 20: Atlantis City Shopping Center, ANKara..........ccocveveiveieiiie e 47
Figure 21: Interior view of Kizilay Shopping Center ..........cccoevviieeriiiincniec e 48
Figure 22: Panora Shopping Center, ANKAra .........ccoceieeiieiienienie e 50
Figure 23: Satellite image of Panora Shopping Center, Ankara (Google Earth image
P40 ) PP P PP UP PR PRPRPRORPN 51
Figure 24: Average gross leaseble area per 1,000 people .......ccoveveiiniiiniiienene, 60

XV



Figure 25: Satellite image of Kizilay Shopping Center, Ankara (Google Earth image

70 ) TSSO 63
Figure 26: Satellite image of Gordion Shopping Center, Ankara (Google Earth image
70 ) TSRS PRPRPRRPN 65
Figure 27: Satellite image of Ankamall Shopping Center, Ankara (Google Earth

IMAGE 2016) ...ttt bbbt b bbbttt 67
Figure 28: Shopping centers weights and hierarchical structure of shopping centers70
Figure 29: The weights of shopping centers according to city planners view ........... 71
Figure 30: The weights of shopping centers in the views of investors/real estate

18] 0] U1 PRSP 71

XVi



LIST OF GRAPHS

GRAPHS

Graph 1: Number of shopping centers in TUKEY.........ccoooeiiiiiiniinie e 58
Graph 2: Number of shopping centers by investor type.........cccccvvveveeceiiesie e 59
Graph 3: Increase in total gross leasable area (nm?) of shopping centers by opening
e L (AN G L ) PSPPSR 61
Graph 4: The weights of shopping centers according to city planners ...................... 73
Graph 5: The weights of shopping centers according to investors/real estate

T 0] 0] U1 SRR 73

XVii



XViii



CHAPTER 1

INTRODUCTION

Today, shopping centers have become a dynamic, controversial and
contemporary topic. Shopping centers are among significant places of modern life.
They are the most attractive places where people spend time for shopping, relaxing,
entertaining and so on. Shopping centers respond to both shopping needs and
necessities the modern era brings into the lives of people. In the modern era in which
time is crucial, easy and quick access to those necessities through shopping centers
has gained significance. Shopping centers, at this very point, provide so-called
necessities like clothing, market, sporting, garden, book stores, health care and
entertainment. They roof many types of products and offer various activities like
cinemas, spaces for eating and drinking and parking lots. That is why those centers
are preferred for the fulfillment of needs. Moreover, shopping centers are also the
places where people socialize. Naturally, the types, sizes as well as the numbers of

shopping centers vary and increase day by day.

The shopping centers hit the peak in number in the developed countries;
therefore, it has become harder to find free space and location for constructing
shopping centers. As a consequence, the decisions on location selection have gained
significance and the problem with location finding has emerged. This problem also
exists for many sectors related to retailing, banking as well as the making of stores,
dealers, warehouse et cetera. A healthy decision must be taken to solve this problem
that influences the activities of many sectors. From the times of ancient civilizations
to the modern day, selecting the best place for a shopping center has become highly
importance to sell products easily. Thus, shopping centers have been built in city
centers. At the mid of the twentieth century, car use boosted and people showed a
preference to live outside the city center. As a result, shopping centers began to
appear along the main arteries reaching the outsides of city centers.

1



The first modern shopping center called Country Club Plaza was constructed at
the city center of Kansas City in 1922. Following 1950s, as traffic congestions
occurred due to a boom in car use, shopping centers started to be built in suburban
areas. These areas had a lot of free space, and competition for space was limited.
During 1970s, USA moved to top in terms of shopping center number, which in

return caused hardship in finding more space for new ones.

Today, the same goes for European countries and Turkey. The automobile
ownership has increased in 1970s in Turkey. Concordantly, decentralization began
especially in metropolitian cities in Turkey and shopping centers began to locate
close to these new residential areas and main arterial roads. That is; in consequence
of the rise in car ownership, number of shopping centers located out of the cities
increased. A similar tendency occurred in Ankara. Today, most of the shopping
centers in Ankara are located on the Istanbul Road, Eskisehir Road and Konya Road.
Nowadays, free space and location for shopping centers have turned into a problem
for those countries and Ankara, too. What is more, deciding on where to build
shopping centers has become another debate because it could bring either profit or
loss. Before focusing on a project of shopping center construction, a detailed pre-
evaluation has to be made. Containing many variables, this evaluation process is
highly related to already existing urban shopping center and their system, population,
public services, transportation and so on. After the decision on the location selection
is made, trade area models come into view. Today, most entrepreneurs, investors and

retailers benefit from these models.

This study focuses on the factors bearing importance in the location selection of
shopping centers. The factors are developed as syntheses based on literature review.
Adopting the prominent approaches in this field, this thesis aims to show the
different viewpoints of planners and investors/real estate appraisers about shopping
center development and to demonstrate the factors that are influential in location
selection. It has become clear that a planned approach is required for a decision to
make for a shopping center project. The cases under the scope of this thesis come up
with some differences. The law called “Law concerning the Regulation of Retail
Trade” (Law no. 6585) and its regulation called ‘“Regulation Concerning Shopping

Centers” in Turkey are partly similar to the regulations applied in some developed

2



European countries. Even though it may be considered positive development, there
are lots of deficiencies and points to improve when compared to the regulations in
European countries. Hence, this thesis concludes that the legal framework in Turkey

shall change in the shortest possible time.
This thesis is formulated over three questions:

a) What are the important factors in the location selection of shopping

centers?
b) What is the hierarchical structure in levels of importance of these factors?

c) Does the importance of these factors suggest the same for planners and

investors/real estate appraisers?

In order to produce answers to these questions, the study first reviews literature
on approaches of shopping center location selection given in Chapter 2. The analysis
of every model is followed by the Analytic Hierarchy Process, one of the multi-
criteria decision making models chosen as the most appropriate model for this study.
Chapter 3 centers on the factors that underline the selection of the shopping center
location and the analysis offering six important criteria from the literature review

made for shopping center location selection.

Chapter 4 covers analysis of the methodology applied to the cases of Ankamall,
Gordion and Kwzlay Shopping Centers in Ankara. These three cases are studied
within the same criteria. The opinions of two different expert groups are compared.
The analysis consists of qualitative research. Chapter 5 discusses the interviews held
with experts of institutions and organizations. Firstly, it presents the development
process of shopping centers in Turkey, particularly in Ankara. Secondly, the features
of these three cases (Kulay, Gordion and Ankamall shopping centers) are explained
in detail. The comparison between these centers is made with regard to the criteria of
location selection used by city planners, investors/real estate appraisers. The last
chapter presents the main findings of the research that include the results of the
analysis as well as offers general conclusions regarding legal frameworks and policy

recommendations.






CHAPTER 2

DIFFERENT APPROACHES TO SHOPPING CENTER LOCATION
SELECTION

The number of shopping centers has multiplied in number in the developed
countries, causing a barrier to finding suitable location. Taking decisions about the
location selections of shopping centers has gained vital roles, giving way to

development of many trade area models.

This chapter consists of approaches in relation to location selection. The first part
of this chapter gives place to the definition of shopping center and its historical
background. In the second, third, fourth and fifth part, approaches for shopping
center location selection such as conventional trade area models, regression models,
geographic information system and analytical hierarchy process are introduced,
respectively. The last part comprises the summary and main findings of the literature

review in short.

2.1.  Shopping Centers: Definition and Historical Background

There are various definitions of a shopping center. In 1947, Urban Land Institute
defined shopping centers as “trade areas that are planned, developed and operated in
one hand, having their own car parks”. According to International Council of
Shopping Centers (ICSC), a shopping center is a group of retail and other
commercial establishments that is planned, developed, owned and managed as a
single property, typically with on-site parking provided. A shopping center is defined
by the Australian Shopping Center Industry (2015) as follows: “a major integrated

retail center under single management with at least 1.000 n? of lettable retail
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floorspace”. A shopping center is a a spatial arrangement in which consumption is
organized on the basis of new consumption associations, facilitated by the concrete
realization of the effects of the capital on space and time (Tekel, 2009). Shopping
centers are now “consumption cathedrals" where not only consumption products but
also social and cultural activities are consumed (Vural ve Yicel, 2006). That is,
shopping center complexes consist of one or more buildings that include a group of

retail shops, parking areas, restaurants, and other businesses.

As decisions about the location selection gain importance for shopping centers,
many trade area models, most of which are being used by entrepreneurs, investors
and retailers, were proposed for a location selection. The said models analyze the
relationship between shopping center attributes and their trade area characteristics.
Many scientists are of the same opinion that Reilly’s retail gravity models analyzed
for the first time this type of relationship in 1931. He investigated the attraction of
whole city and its trade area attributes. His contemporaries, Christaller and Losch
formulated Central Place Theory in the 1930s. This theory is the first model to have
accounted for the spatial behavior of consumers and retailers. Then, some other
models were derived from the basic assumptions and principles of these models.
Huff's spatial interaction model in 1963 and Applebaum’s analog model in 1966
provided two earlier examples. Some other researchers used regression analysis in
order to analyze systems of shopping centers. Regression analysis is comprised of
two parts. These are trade area demand which concerns population, income, age,
education of consumers, ethnicity and also other variables, and trade area supply
which is related to retailer size, competition level, distance to consumers and other
supply variables. Geographic Information System became very popular along with
technological developments in the 1990s. This system still helps researchers produce
site  selection studies. Conventional trade area models and other models like
regression models and Geographic Information System used for location selection of
shopping center are difficult to apply in modern cities and metropolitan areas.
Instead, multi-criteria  decision making methods are used. Analytic Hierarchy
Process, which is one of the multi-criteria decision making models developed by
Thomas L. Saaty in 1980s and widely used across the globe since the turn of the new

millennium, is employed in this study.



2.2. Conventional Trade Area Models

2.2.1. Central Place Theory

Walter Christaller who is a geographer and August Losch who is an economist
established Central Place Theory in the 1930s. They developed patterns for the size
and location of cities. Central Place Theory shows that different-sized cities serve
different functions in the shape of a hexagon. Many researchers assume that this
theory is the first model which accounts for the spatial behavior of consumers and
retailers. According to Christaller’s model, consumers visit the nearest shopping
center for a single purpose. He clarifies the trade area of a store in order to make use
of the combination of two terms. First one is the range, which is the maximum
distance a keen consumer should travel to buy a good. The second one is the
threshold, which is the minimum demand for a store to be economically viable. Both
determine the number and locations of stores (Christaller, 1966). The Central Place
Theory accepts that consumer travels to the nearest center to purchase only one good.
Tirk (2012) explains this theory with the combination of range, which is the
maximum distance people are willing to travel to reach good and services, and
thresholds, which is the minimum number of people required to support the service,
generate hexagonal market areas. On the other hand, Craig (1984) mentions that
market refers to uniform transport system, uniform plane and consumer preferences
and incomes with uniform goods and services. However, this is different in reality
because of non-uniform consumer preferences and incomes, different market
segments and types of retail sites and competition between firms. People may not
prefer to go to the nearest center and diversify their shopping trends. Therefore, the
location of stores, the size of stores and the market area patterns are directly or

indirectly influenced.

Furthermore, Ozuduru (2006) claims that there is a two factors effect of the
market size. The first one is the population density of the market area. The other one
is the type of the good sold in the retail outlet. The hierarchy of places is determined

by the size of the market. Large cities have a greater deal of goods and services at the



center whereas small towns offer limited types of goods and services at the center.
For this reason, these market-related factors affect the hexagonal market sizes.
Specialized goods can always be found in large cities which are far away from each

other.

There is a great interest in this hexagonal model and the way it is reflected in
daily life. Centers are generally classified into an array of services according to the
central place theory, which is followed by the research area to investigate for
hierarchical pattern (Christaller, 1933). Onalan (2003) proposes two assumptions for
city planners using the above-mentioned theory. His first assumption is that some
people will continue to go to the shops to meet their daily needs. His second
assumption is that people always need central shopping center for other reasons.
According to the researches carried out until recently, city planners who put the
central place theory to use not only steer shopping habits but also predict new

shopping habits, which would pave the way for new researches.

The changes in the retail method and transportation have eliminated the need for
the concentration of centers in one place. The shopping centers, located in some
metropolitan areas, are easily accessible thanks to a good transportation network and
serve the same trading area. People visit all these shopping centers at the same time
(Berry, 1967). Onalan (2003) considers that if distance does not protect shopping
centers from competition, centers should go through a transformation of
specialization. Furniture shops in Tottenham Court Road are good examples in this

regard.

Christaller determines the main principles of theory with August Losch.
Although both arrive at a consensus over the distribution of one good only, they
disagree on the distribution of multiple goods. Berry (1967) claims that Christaller’s
views are applicable in the low density area but Losch’s studies are more appropriate
for high density area. Christaller considers the center first and then structures his
hierarchy from high to low; however, Losch’s model starts to structure starting from
low density goods (Onalan, 2003).

Central place theory makes a good first of describing the location of trade and

service activities; however, it finds no room for application in the modern world



since central place theory assumes no physical barriers, even distribution of
population or resources and uniform transportation system. On top of that, there
aren’t much large flat lands in today’s world. Concerning these facts, the theory

cannot be put to practice today.

2.2.2. Law of Retail Gravitation

Law of retail gravitation model is developed by William J. Reilly in 1931. His
model is based on the Newtonian gravitation model, and he assigned a degree of
gravitational pull to each area based on the population of the city. According to his

model;

“Under normal conditions two cities draw retail trade from a smaller,
intermediate city or town in direct proportion to some power of the population of
these two larger cities and in an inverse proportion to some power of the distance of
each of the cites from the smaller, intermediate city. In any particular case, the
exponents used in connection with population or distance are dependent upon the
particular combination of retail circumstances involved in that case. Typically,
however, two cities draw trade from a smaller, intermediate city or town
approximately indirect proportion to the first power of the population of these two
larger cities and in an inverse proportion to the square of the distance of each of the

larger cities from the smaller intermediate city” (Reilly, J. W., 1931).

The model calculates the breaking point between two places where people will be
drawn to one or another among two competing commercial centers. Central Place
Theory lacks empirical evidence. Although people have better shopping
opportunities at farther locations, they are likely to bypass the closest alternative.
Reilly accounts that people are willing to travel farther when better prices, better
quality goods and better store images are convenient. For this reason, Reilly’s Law of
Retail Gravitation Model has two simple rules. First rule is that when other factors
are constant, a larger city draws more people from farther locations than a smaller
city does. Second rule is that a city draws more trade from towns than from more

distant ones. In other words, Ozuduru (2006) considers that city’s gravity force is
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related to the size of the city and its distance to the people. Vouk et. al (2009) explain
that if two cities are of equal size, the breaking point will be exactly halfway between

two cities. In his model, Reilly uses “city” instead of shopping centers and stores.

Reilly’s model is the first one to formulate the relationship between a city center
and its surrounding area. The Law of Retail Gravitation depends on time and
distance which impact people’s decisions. Ozuduru (2006) mentions the breaking
point between two cities as “the point up to which one city dominates retail trade,
and beyond which the other city dominates it”. The city locations depend on

population and distance to other cities.

Reilly’s model is stated as;

R(4) P(4) DB
(B P®) D))

where:

R(A) = the proportion of the retail business from an intermediate town attracted
by city A,

R(B) = the proportion of the retail business from an intermediate town attracted
by city B,

P(A) = population of city A,

P(B) = population of city B,

D(A) = the distance from the intermediate town to city A,

D(B) = the distance from the intermediate town to city B, (1931).

Reilly uses Newtonian gravitational principles and explains how urbanized areas
attract so many customers from smaller rural communities. Segetlija (2006) makes it
clear that if there are two different cities, the breaking point will approach to the

smaller city. The formula calculating the breaking point between city A and B is:
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where:

Db = breaking point between city A and city B, in miles from B,
Dab = distance separating city A from city B,

Pb = population of city B,

Pa = population of city A, (Reilly, 1931).

The Law of Retail Gravitation uses limited amount of data only, such as
demographic characteristics, population and competitive information. Although the
law takes a crucial role in trade area analysis due to providing easy calculation and
being less costly, some scientists such as Huff, Ghosh, Lusch and Dunne, Berman
and Evans argue that Reilly’s model is restricted in the extent of use. Ozuduru (2006)
voices three criticisms about the Law of Retail Gravitation. His first criticism is that
this law takes into account the size of a city only so as to specify the population
appealed to its retail market. That is, product assortments and the number of store
facilities are not regarded in this model. His second criticism is that actual distance
may not be perceived the same way. Reilly’s model disregards the alternative roads,
traffic congestion and the network of streets between two cities. Most people prefer
the travel time rather than the distance gone. His third criticism is that the Law of
Retail Gravitation does not take into account some factors such as consumer
preferences, political factors and geographical features like mountains, rivers and so
on; thus, the degree of the model’s reliability may reduce (Ozuduru, 2006). Last but
not least, when the number of traditional stores decrease, shopping choices will be
affected by the non-traditional stores which offer various opportunities. Despite these
arguments, the Law of Retail Gravitation continues to be a promoter for today’s

spatial interaction models (Brubaker, 2004).

2.2.3. Analog Models

Applebaum developed the analog model in 1966. It is the initial systematic retail
forecasting system founded on empirical data (Ghosh and Mc Lafferty, 1987). Later

on, many researchers combined Applebaum’s model with regression analysis for
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forecasting future sales. Yet, in his analog model, regression analysis is not used.
Wang (2006) mentions that Applebaum analysed sample customers in the analogous
stores according to their geographic origins, shopping habits and demographic
characteristics, determining later the levels of market penetration such as consumer

shopping habits and population. In doing so, future sales of a store can be predicted.

According to Applebaum, trade area zones can be divided into three. These are
primary, secondary and tertiary trade areas. Thrall (2002) offers an understanding of
these trade areas. The primary trade area is the geographic core from which a real
estate project obtains the most of its business. According to customer spotting, the
core trade area accounted for approximately 60 — 70 percent of the shopping
customers. The secondary trade area holds the second highest percentage of the
shopping customers, which is approximately 60 — 70 percent. The tertiary trade area
has the lowest percentage. It is less than 15 percent of real estate customers.
Occasional customers, unaccounted customers and out-of-city customers are

involved in the tertiary trade area.

Applebaum, then, determines the levels of market penetration such as consumer
shopping habits, household income, average household size and population within
the trade area. He collects and evaluates these data and then processes them onto the
customer spotting map. Applebaum computes market shares for each subdivision of
the trade area. This is called MSi. Ozuduru (2006) claims that “MSi defines the
intensity of market penetration of the store in each subdivision, and is formulated as:

MSi= Si
Pi
where Si is the store’s sales per capita and Pi is the store’s per capita sales

potential.

As the next step, the potential sales of an already existing or a new store are
forecasted. The quantified market share is used to calculate the market penetration
share. Afterwards, the market areas are compared by using analogs. Ozuduru (2006)
considers that through the use of the analogs, the sale potentials of shopping center
can be predicted just before the launch of building the center. Finally, subjective

judgment is required for the use of analogs.
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Applebaum’s analog model is the simplest and most famous trading analysis
model in literature (Berman and Evans, 2004). It is the first model used to obtain
empirical data. Ozuduru (2006) claims that the analog model has two assumptions.
First one is that population is not distributed homogeneously. Second assumption is
that some market conditions may not be calculated in a trade area; therefore,
subjective judgment is required. Shopping trade area, the total sales potential of an
area and the market penetration important for stores to achieve their goals can easily
be found out by the use of analog model (Jones and Mock, 1984). Applebaum’s
analog model is used by many shopping center investors and retailers today.
According to Thrall, the analog model has some strengths: Firstly, many variables
can be integrated into this evaluation. Moreover, sites to be deveopled can be

analyzed and compared in order to for those to make investments (2002).

The analog model is easy to implement and has some strengths, but it has some
weak sides. According to Ozuduru (2006), the major disadvantage of Applebaum’s
analog model is that the model can only be used to figure the trade areas of existing
stores which should be similar in demographics characteristics of customers, level of
competition, customer shopping habits and store characteristics within the trade area.
The other disadvantage of the analog model is that it is too difficult to determine the
local factors which affect the market. Developing shopping center locations may not
match any markets in the analog base. They may have different attributes such as

greater competitiveness (Ghosh and Mc Lafferty, 1987).

2.2.4. Spatial Interaction Models

Huff introduced spatial interaction model in 1963. This model focuses on the
analysis of customers’ shopping behaviour. It deals with the probabilty of a
customer’s visiting a specific shopping center location. Huff assumes that the utility
of the retail outlet is a function of the size of the store and travel times from the
consumers’ residence (Brubaker, 2004). Huff thinks that the success of the shopping

trip is related to the numbers of center’s items and consumer’s expectation. Another
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opinion of Huff is that consumers can spend the time for traveling differently
considering the type of merchandise (1964).

In mathematical form, Huff's model is stated as:

S, g
J n .
PiJ = _ " ]
T}, =1 1t
1] ij
where:

Pij= probability of a consumer at origin i traveling to a particular shopping center
Js
Sj = size of a shopping center j (square footage of selling space devoted to a

particular class of goods),
Tij= travel time from consumer’s location i to shopping center j,

A = parameter to be estimated empirically and reflecting the effect of travel time

on various types of shopping trips.

Ozuduru (2006) states that ‘“Huff defines the retail trade area of a particular
shopping center through a series of zonal probability contours radiating away from

the shopping centers”.
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Figure 1: Retail trading areas defined by probability contours.
Source: Huff, D. (1964)

Huff introduced a new perspective in retail location work. He uses a
multiplicative utility function with two variables. These are travel time and selling

space (Wee and Pearce, 1985).

Consumer  shopping behavior is better clarified probabilistically than
deterministically. Trade areas are more complex and continuous than the hexagonal
markets of Central Place Theory. Ozuduru (2006) takes into account that Huff
combines these two attributes into his formulation first. According to Gautschi
(1981), the Law of Retaill Gravitation Model is deterministic while Spatial
Interaction Model is probabilistic. Another advantage of Huff's model is the effects
of competition on the behavior of the consumer. In addition, many researchers

benefits from Huff’s principles to establish their own theories with regard to location
selection of new shopping centers.

Despite the advantage of Huff's model, there are weak sides of this model. There
are many variables such as tenant mix, store image, quality, and price and so on; yet,

size in Huff's model is only used as a measurement to find out the attractiveness of a
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store (Eppli and Benjamin, 1994). Lastly, Huff assumes the fact that the same set of
shopping alternatives is applicable to all people who raise doubt for an already

existing store.

2.2.5. Other Models

There are many other models developed for trade area analysis that forecast retail
sales and propose site selection. Two of them are the space sales ratio and proximal
area models discussed by Mc Lafferty and Ghosh in 1987. They deal with the
household income, consumer expenditures, and business or population growth of
each city. According to Ozuduru (2006), by space sales ratio model it is considered
that a store’s share of retail sales in an area is proportional to store’s share of the total

selling space. The space sales ratio model is stated as;

MS, S,
> MS, YS,

where MSi is the market share of a store and Si is the size of this store.

This model relies on subjective judgment since the trade areas vary from one city
to another. Hence, the space sales ratio model suits more to small or middle size

towns than it does to big cities or metropolitan areas.

The second model is the proximal area model, whose principles resemble the
Central Place Theory in that people prefer the nearest store to do shopping. It
analyzes the characteristics of the population residing within the proximal area and
the population’s shopping habits with a view to forecasting sales. The proximal area
model can be used to identify sites for new shopping centers and to forecast sales of
stores at new locations. According to Mc Lafferty and Ghosh (1987), the proximal
area model is the best one for forecasting sales of stores if accessibility to shopping

centers is regarded as a determinant in shopping center choice.

Ghosh (1984) deals with the inconstancy of parameter estimates. He assumes that

the reason why parameter occurs depends on two factors. These are the socio-
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economic characteristics of the consumer and the spatial characteristics of
competition. Ghosh (1984) claims that the effects of environmental variables vary
depending on socioeconomic characteristics of the trade area. He concentrates on the

inconstancy of parameter in order to explain store performance.

Another famous method is the gravity model of Lakshmanan and Hansen, which
is also known as the market potential model. It was first used in a shopping center
planning in Baltimore, the biggest city of Maryland of the USA. It predicted the
effect of future shopping center developments on patterns of shopping expenditure
(R. W. Thomas and R. J. Huggett, 1980). Lakshmanan and Hansen’s gravity model is
used for creating alternative strategies to select suitable location in 1965. The model
deals with sales only at the shopping center. Though differing from other models,
Huff's model was used by Lakshmanan and Hansen to determine store patronage.
Lakshmanan and Hansen (1965) claim that they extended Huff's model by allowing
for the size of a shopping center to vary in significance. The simplicity of the model
proposed Lakshmanan and Hansen has been followed by more complicated

mathematical spatial interaction models to be tested with much difficulty.

It is formulated as:

Sy =E—F%—
> (=)
Iy

Collecting data is challenging in this model. For instance, it is really difficult to
collect data from shopping tours. Onalan (2003) argues that calibration is usually a
long and difficult operation because adopting an analytical solution is not possible.
Generally, independent data is not to be found that easily. That is to say, the
application of Lakshmanan and Hansen’s gravity model is very demanding.

More models related to trade area analysis come out of the above-mentioned
ones. One is the Lewisham Model which is similar to Lakshmanan and Hansen’s
gravity model, Harris’ model, Lowry’s model and so on. All evaluate potential
demands instead of real ones. These models set up a substructure for design,
planning and investment.
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2.3. Regression Models

Conventional trade area models have a number of deficiencies. First one is that
they demand long researching process in order to obtain what detailed date is
necessary. They also entail private data on consumer, which is hard to attain. In
addition, these models require subjective judgment, which causes the reliability to
diminish. Ghosh and Mc Lafferty (1987) refer to the disposition to overlook many
important factors. For this reason, Ozuduru (2006) claims that more distinct and

practical methods like regression models are required to make deeper analysis.

Ghosh and Mc Lafferty (1987) mention that regression models provide
researchers with analysis of the relationship between spatial factors and retail
performance. Regression models use point of sale (POS) data like the analog model.
Generally, they are used for forecasting retail sales. Brubaker (2004) mentions
regression models which use multiple statistical analyses in order to abstract the
variables that appear to be most important. A regression model equation is expressed

as,
Y =b0+blxl +b2x2 + ... + bnxn

where Y is a dependent variable and represents store sales or profitability per
household, b0 , b1, b2, bn are the regression coefficients, and X is an explanatory or
independent variable such as household income, level of competition, level of
education, demographic characteristics and so on. Independent and dependent

variables vary among scientists.

Thanks to regression models, sales are roughly predicted at any proposed
location. That is to say, regression models offer a forecast of a new shopping center

sales and its effect on the existing trade area.

Ghosh and Mc Lafferty (1987) explain that regression models have two
drawbacks. These are mulicollinearity and heterogeneity of sample stores.
Regression models usually use a great number of independent variables which are
highly correlated. This causes unreliable estimates and some problems of
interpretation. That is, two variables come up with the same explanation. Ghosh and

Mc Lafferty (1987) claim that this problem can be solved by decreasing the number
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of variables. Another drawback is the heterogeneity of sample stores. Outlets and
shopping centers do not possess same trade area dynamics, SO the same regression
model cannot be used for both. Even outlets and shopping centers become divided
among themselves into some groups because each outlet and each shopping center

show different attributes.

Thrall (2002) claims that regression models are essential for real estate market
analysis since they provide scope for some identifiable site and situation
characteristics to be successfully isolated and quantified. Nevertheless, the basic
assumptions are necessary. First assumption is that the project location, the level of
competition and shopping store characteristics will make an effect on project
achievement. Second one is that analysis can measure and isolate the characteristics
hypothesized to be significant (Ghosh and Mc Lafferty, 1987; Jones and Mock,
1984).

According to Thrall (2002), the next step after the internalization of regression
analysis is the Geographical Information System (GIS). That is, regression analysis
conceptualizes the problem and develops the procedures in order to solve the
problem successfully. The procedure is more efficient, accurate and accessible to
analysts thanks to the results of GIS mapping.

2.4.  Geographic Information System

Technological advancements make it easier for retailers and investors to adopt an
approach towatds location selection. Today, Geographic Information System ensures
an easy use and is more affordable. Geographic Information System is used to
analyze, manage, and present all types of spatial or geographical data. Today, it starts
to be widely used by many organizations and institutions. Planning sector also
benefits from geographic information system. The term of geographic information
system is first used on Roger F. Tomlinson’s paper named “A Geographic
Information System for Regional Planning” published in 1968. New approaches to
assess the potential for shopping center location come to light with technological

developments the 1990s. However, along with the use of GIS system, they did not
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gain much popularity until the 1990s. Today, Geographic Information System
especially gains importance for new directions in shopping center location (Vouk et.
al, 2009). Today, however, GIS is used for planning types such as land use planning,
transportation planning and so on. Moreover, it is used to analyze retail and
demographic information. With the help of Geographic Information System, the
number of studies on site selection for shopping centers is increasing day by day. For
example, Ummadi, P ve Bowling, C. D. used Geographic Information System in
Michigan in order to find suitable location for shopping center in 2005 (Bayer,
2005).

According to Mishra (2009), Geographic Information System is a technological
model for organizing the site location of the shopping center. Spatial analysis is the
most essential applications here. Different data analysis can be integrated for an
anlaysis of location selection through Geographic Information System. GIS
integrates spatial and geographical data layer by layer. Before using GIS, the factors
of location selection of shopping center should be determined first. Location
selection depends on many factors such as population, transportation networks,
accessibility, existing shopping centers, competition, demographic characteristics,
and land use and so on. After the determination of the factors, criteria will be
integrated into a GIS model to find suitable locations for shopping centers
(Mohamad et. al, 2015). Afterwards, these criteria present points to allocate suitable
values on utility. Another step is to exclude unsuitable area such as agricultural area,
natural formations like mountains, rivers and so on. Then, the unsuitable areas and
suitable areas are overlapped to determine the most suitable location for new
shopping centers. Besides having a lot of advantages, Geographic Information
System has some disadvantages. For example, data is the most important element in
reaching the correct result in the GIS process. That is, data collection becomes
crucial. Bayar (2005) considers that the biggest problem with GIS is that it cannot
reach reliable data easily. Land use information, population and demographic
characteristics data et cetera are used to find an appropriate location for shopping
center. However, it is not always possible to reach data required for every region at

any time. Moreover, the data obtained is sometimes unreliable.
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To sum up, new location selection for shopping center is a multifaceted issue
since there exist many criteria. Geographic Information System is thought to be
useful and essential analytical tools are used to study the distribution of shopping
centers. It helps determine new sites for shopping centers. However, data collection
is the most challenging factor for GIS. Data collection is not easy everywhere.

Therefore, Geographic Information System cannot correctly apply each time.

2.5.  Analytical Hierarchy Process

Conventional trade area models and other trade area models like regression
models and Geographic Information System used in location selection for shopping
center are difficult to apply to modern cities and metropolitan areas. Despite being
useful, these models become inadequate to obtain data easily. Therefore, these
models and Geographic Information System may not always function every time.
Subjectivity becomes inescapable. If there are problems related to subjectivity, multi-
criteria decision making methods are used to reach a good solution. Instead of these
models, multi-criteria decision making methods are used for location selection of
shopping centers. Generally one single criterion or objective function is not enough
to find optimal solution for problems regarding site selection, so multi-criteria
decision making methods are put to use for finding solution (Keles and Tunca;
2015). Multi-criteria decision making methods are used on a large scale in such
fields like education, planning, social studies, business, industry and even cabinet.
Bhushan and Rai (2004) explain that decision making methods consist of the

following activities;

v Analyzing the situation

v" Organizing multiple criteria

v" Evaluating multiple criteria

v' Assessing alternatives on the basis of the evaluated criteria
v Ranking the alternatives

v" Incorporating the judgments of multiple experts.
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When literature review is made, the Analytic Hierarchy Process comes to be one
of the preferred methods for site selection among the multi-criteria decision making
methods. For example, Lee and Yang (1997) and Badri (1999) used the Analytic
Hierarchy Process to look for a solution to problem of the facility and retail outlet
location selection. Ejder and Burdurlu used this process in furniture industry in 2003,
too.

In this study, Analytic Hierarchy Process, which is one of the multi-criteria
decision making models, is used. Analytic Hierarchy Process was developed by
Thomas L. Saaty in 1980s. It discusses both the objective and subjective criterion.
Analytic Hierarchy Process is especially used to solve complex problems easily via
subjective decision criteria. It benefits from quantitative and qualitative factors. Here,
qualitative factors are more important than quantitative factor. Analytic Hierarchy
Process configures a hierarchical format for the problem. Three level hierarchical

structures are shown in the figure. These are purpose, criteria and alternatives.

PURPOSE

7 2l BN .

CRITERIA\ )\
\

ALTERNATIVE

Figure 2: Three-lewel Analytical Hierarchy Model
Source: Thomas L. Saaty and Luis G. Vargas, 2001.

The Analytical Hierarchy Model includes point scoring and comparison. Reliable
hierarchical structure is of great importance to determine the best alternative.
Initially, Analytical Hierarchy Model forms the purpose. Following this step, the
criteria and sub-criteria are found out. The decision hierarchy is created afterwards.
As it proposes a binary comparison between those criteria, Saaty recommends values
from 1 to 9 to get basic analog scale involved, as shown in Table below. Decision

makers are asked to make comparisons. Unliikara and Lale (2014) claim that this
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comparison is checked with a consistency test and then the relative weight of pair

wise comparisons matrices are calculated.

Table 1: Importance Scale
Source: Thomas L. Saaty (2008), p. 125.

Importance Value Value Definitions
| Both factors are equal importance
3 Factor 1 1s more important than Factor 2
5 Factor 1 1s much more important than Factor 2
7 Factor 1 is strongly more important than Factor 2
9 Factor 1 is absolutely more important than Factor 2
24.6.8 Intermediate Values

Saaty and Vargas (2001) define the seven pillars of the Analytic Hierarchy

Process;

v’ Ratio scales

v Paired comparisons

v’ Sensitivity of the principal right eigenvector

v’ Clustering and using pivots to extend the scale from 1 -9to 1 -

v’ Synthesis to create one dimensional ratio scale for representing the
overall outcome

v/ Rank preservation and reversal

v Group decision-making

According to Bhushan and Rai (2004), the methodology of the Analytic
Hierarchy Process can be defined as such: The first step is that the problem and the
hierarchy of goal, criteria and sub-criteria and alternatives are designated. This step
is the most essential part of decision making. Figure 2 shows a Three-level
Analytical Hierarchy Process method. The purpose of the problem being analyzed
rests at the root of the hierarchy. The leaf nodes are the alternatives to be compared.
There are lots of criteria and sub-criteria in between these two levels. The second
step is data collection from experts with respect to the hierarchic structure. Experts

can rate the comparison. This is implemented for each criterion and converted into
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guantitative numbers as Table 1: Importance Scale. After this step, comparison
matrix is constituted. There are alternatives in the comparison matrix rows and
columns. The comparison matrix is converted to a priorities vector. The elements of
matrix are 1. There is a comparison vector for each criterion. Another step is the
evaluation of “n”, which is the consistency of the matrix of order. In this step
consistency ratio (CR) is evaluated. Before the evaluation of CR, the consistency

index (CI) for each matrix is calculated.

It is formulated as;

where n = number of elements of each of the matrices.

Amax = the maximum Eigen value of the judgment matrix.
After the evaluation of CI, Consistency ratio is calculated as;
CR=CI/RI

According to Saaty, the value of consistency ratio should be less than 0.1. If it is

bigger than 0.1, the answers in relation to the comparisons may be re-examined.

CR—CI<01 10%
_RI . 0

Random index (RI) is the consistency index of a randomly generated pairwise
comparison matrix. It depends on the number of elements being compared. RI is
obtained from Table 2.

Table 2: Random Index Values for n items being compared.
Source: Saaty, 1982, Decision Making for Leaders.

n 1 2 3 -4 5 6 7 8 9 10

R.I.[0.000.00]|058|090|1.12 124 |132|141]|145|1.49

The final step, where all calculations are done by Expert Choice program or

Excel, determines the best option.
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2.6. Summary and Main Findings

The above-mentioned literature provided information about the factors of
location selection for shopping centers. There are many more approaches put forward
by different authors in this chapter. Central Place Theory is assumed to be the first
model appeared in literature review. It makes a good first of describing the location
of trade and service activities. However, Central Place Theory is not applicable in
today’s world because it assumes no physical barriers, even the distribution of
population or resources and uniform transportation system. Reilly’s Law of Retail
Gravitation, Analog Models, and Spatial Interaction Models are derived from this
theory. These all are called “Conventional Trade Area Models”. These models have a
number of deficiencies. Reilly’s Law of Retail Gravitation uses limited amount of
data only and actual distance may not be the same as the distance perceived. Despite
these deficiencies, it takes on the role of promoting today’s spatial interaction
models. Other Conventional Trade Area Models have similar disadvantages;
therefore, the use of Regression Models, which are more practical and distinct, and
Geographic Information System, which is used to analyze and manage all types of
spatial or geographical data, come to the forefront. Nevertheless, these models
cannot be easily applied to modern cities and metropolitan areas. Instead of these
models, multi-criteria decision making methods are used for location selection of
shopping centers today. In this context, Analytic Hierarchy Process which is one of
the multi-criteria decision making models is chosen for this study. The following

chapter aims to illustrate the factors of location selection for shopping centers.
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CHAPTER 3

THE FACTORS OF LOCATION SELECTION FOR SHOPPING CENTERS

The problem with location selection emerges in not only retail sector but also
many other sectors like bank branch, stores, dealers, warehouse and etc. Deciding on
the location is important because it affects the activities of a whole firm (Geg, 2008).
Since the times of ancient civilizations, shopping areas have been carefully selected
to maximize the sale of products. Therefore, these areas gather in the city center. At
the mid of the twentieth century, car use increased dramatically and people started to
live far from the city center. Therefore, Geg¢ (2008) states that shopping centers

started to be located at the outsides of the city, especially along the main arteries.

In explaining the transition period of shopping centers in the USA, Vouk et. al
(2009) holds the view that firstly retail activities and shopping stores are first located
in city centers. The first modern shopping center called Country Club Plaza was
constructed at the city center of Kansas City in 1922. Following 1950s, as traffic
congestions occurred due to a boom in car use, shopping centers started to be built in
suburban areas. These areas had a lot of free space, and competition for space was
low. During 1970s, USA moved to top in terms of the number of shopping centers,
which in return caused hardship in finding more space for new ones (Vouk et. al,
2009). According to Ozuduru (2006), the success of a shopping center system
depends on its location pattern, site and trade area attributes. The system affects the
urban development process as well. Shopping centers whose location was analyzed
in depth considering demographic characteristics, visibility, and accessibility and so
on prove to be more successful than other centers. In conclusion, “this system is the

product of the socio-economic and physical structure of the city” (Ozuduru, 2006).
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This chapter looks into the factors which affect location selection for shopping
centers. After introducing factors called criteria in the AHP method, they will be
evaluated by Analytical Hierarchy Process model so as to determine the weights of
the factors.

The literature points out that there are many criteria in location selection for a
shopping center. It is difficult to bring all criteria to the attention in detail to select
suitable location for a shopping center in the city. The literature covers lots of studies
related to this topic using geographic information systems. However, it is too
difficult to put this system into practise (Tirk, 2012).

The ultimate success of a shopping center is concerned with the carefully-made
evaluation of location selection. A detailed analysis must be made by experts
considering project size and kind of a project. After obtaining the result of this
analysis, the decision as to whether the shopping center be constructed will be taken.
In addition, the decision as to what kind of a shopping center it would be must be
made (Onalan, 2003). Making a correct decision on location selection is highly
important. Therefore, experts use some methods for many investors to select the
correct location of the shopping centers. These methods are crucial to the future of

the shopping centers, employing many criteria from the literature.

First, a literature review on location selection for shopping centers is made in this
chapter. Although there are lots of researches, studies and theses produced for
shopping centers, there is limted research on location selection. Goodrich (1989)
mentions about the factors of location selection for shopping centers in his article
“Analyzing a Small Shopping Center”, which are location, accessibility and
visibility, market support and competition, leasability, physical center, demographic
characteristics and economic factors. Eppli and Shilling (1996) deal with the issue of
distance while Ordway, Bul and Eakin (1988) focus on visibility in location selection
for shopping centers. A similar situation goes for in the studies carried out in Turkey.
There are limited studies about location selection for shopping centers, one of which
comes from Timor. According to Timor (2004), accessibility, visibility, competitive
environment, demographic characteristics, physical facilities, economic factors and

future developments are important factors for location selection of shopping centers.
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Unlilkkara and Lale (2014) claim that accessibility, economic factors, demographic
characteristics, and competitive environment are crucial factors. Similarly, Onalan
(2003) and Geg (2008) agree with other researchers but defend that infrastructure is
significant, too. Tiirk (2012) mentions about the factors of location selection for
shopping centers. These are demographic characteristics, strategic location,
transportation and infrastructure. According to Urban Land Institute Workshop in
2001, demographic characteristics, competition, transportation, visibility, potential
tenant mix, the shape and size of land, topography, infrastructure, zoning status and
legal restrictions, land price and trade influence area are necessary for the success of

a shopping center.

According to the inferences made out of literature review, the factors of location
selection for shopping centers can be classified into 6 categories (Table 4). These are
demographic  structure,  transportation,  competitive  environment,  visibility,

zoning/property status and land characteristics and economic factors.
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Table 4: Important factors inshopping center location selection

Criteria Description of factors and subheadings
* Income level, * Young and old population
Demozraphic * Average population ata rate,
grap certain distance, * Educational background,
Structure o ) o o
Purchasing power, Maritial status,
* Gender, * Population projection.
* Accessibility (Easy accessby ~ * Ease of entering and
caroron foot), exiting the shopping center,
* Proximity to main * Publictransport facilities
Transportaion transportation corridor (Proximity to bus and
(Center's proximity to highways railway stops),
or main streets, *Traffic (Carand
* Compatibility to trafficflow,  pedestrians).
* Number of competitors,
Competitive * The distance between the
Environment competitors,
* Power of competitors.
* Strong or weak sight,
Visibility *Sto g'o' eaksight
Advertising purpose.
* Zoning status,
. o * The shape of land,
Zoning - Property Property status, . . hap f
* Infrastructure (electricity, The size of land,
Status and Land " . .
. L. water, sewerage and natural Geographical barriers,
Characteristics "
gas), Topography.
* Rents,
Economic Factors * Costs (Repair costs, operating
costs, land price).

3.1. Demographic Structure

The choice for location analysis and the economic potential of the area are quite
important. The economic value of the land should be calculated before the location

selection. This process must include how much people living close to earn and spend.

Erdogan (2003) claims that two factors must be considered first to evaluate the
potential for people’s shopping. First one is growth of the population and socio-
economic characteristics. Future population projection for future must be realized
with suitable methods. Second one is the high share of the national income (Erdogan,

2003). Bayar (2005) shows that 52% of the customers is above middle-income class.
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The population density, gender, ratio of young population, income level,
educational background, political view, marital status, population projection et cetera
are the foundations of a demographic analysis which are crucial to the success of a
shopping center since all set the portfolio of customers with different tastes. In this
regard, Bayar (2005) states that both the size of the population and socio economic
characteristics of customers must be taken into account. Similarly, Onalan (2003)
claims that population pattern and the number of working people must be
investigated. Income level becomes important in relation to these two factors. Ersoy
(2006) states that if the customers’ income is high, they may do more shopping. As
Timor (2004) defends, income level is one of the most important factors in selecting
location of a shopping center. In addition to income level, age is another factor
impacting investor’s decision on starting a project because young and old people
don’t share same preferences. Young people visit shopping center more frequently
than old people do. Shopping centers are visited by those aged 21-45 (Bayar, 2005).

Marital status, too, shows a similar inclination. Single people and married people
go shopping for different purposes. According to Bayar’s research carried out in
2005, % 54 of the customers is married. Gender is another factor in that women visit
shopping centers more than men do. The same research suggests that about % 57 of
the customers are women. Also, purchasing power of customers is a determinant in
making investments. Higher purchasing power specifies the suitability of a shopping

center location.

It is crucial that the shopping center establishes a harmony with its surroundings.
Therefore, detailed analysis of population demographic structure should be made

before the beginning of the construction of shopping centers (Tiirk, 2012).

3.2.  Transportation

Transportation has an impact on the success of a shopping center. When investors
develop shopping center project, they select area which is connected to other places
through  stronger transportation and analyze the transportation networks.

Accessibility, proximity to main transportation corridor, ease of entering and exiting
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the shopping center, compatibility of traffic flow and proximity to bus or railway

stops are analyzed.

3.2.1. Accessibility

By accessibility, easy arrival at a location is meant. In this context, accessibility
to shopping center is the ease provided for people to reach a shopping center from
different parts of a city (Tiirk, 2012). Over the last decades, many city centers are not
easily reachable due to heavy traffic. From time to time, consumers opt for the
farthest shopping center instead of nearest one since it takes less time for them to
reach the farthest center. Geg (2008) states that easy access to those centers by a
private car is more important than a shopping center’s being located at suburbs or
outside the city center. Similarly, it is one of the most important conditions for a
shopping center (Onalan, 2003). Accessibility can have an impact on the success of
the center. Ersoy (2006) agrees and states that if it becomes easier to reach a
shopping center, trade area will grow stronger in effectiveness. Unlikkara and Lale
(2014) believe that the accessibility outweighs the other subheadings.

Foot traffic is of greater importance to most retailers. A shopping center has to be
reachable by walking in order to receive as many customers as possible any time
during the day. Although Kiwzlay Shopping Center has disadvantages like design
criteria, it is easily reachable by walking or through public transportation; which is
why it is full of customers at every hour each day. Therefore, many investors monitor
the traffic in a site potential for location selection at different times during a day and

weekdays to ensure that the volume of pedestrian traffic meets their needs.

3.2.2. Proximity to main transportation corridor

Most shopping centers are located along the main transportation corridor because
it consists of the main transit, resulting in an easy accessibility. For instance,

Eskisehir highway, Istanbul highway and Konya highway are important arteries in
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Ankara. Lots of shopping centers in Ankara are located by side of these roads.
Armada, Cepa, Kentpark, Gordion and Mesa Koru Shopping Centers are located
close to Eskisehir highway whose sides abound with state buildings, universities,

private offices and residences. Next Level Shopping Center is located at the

crossroads of Eskisehir and Konya highways.

Figure 3: Shopping centers located on Ankara (Eskisehir highway) (Google Earth image 2016)

There are many other shopping centers located on Istanbul highway. These are
Ankamall- the biggest shopping center in Ankara-, Acity, Gimart, Park Vera and
Carrefour shopping centers. Besides these, there are various outlet stores and

construction markets located on Istanbul highway.

Figure 4: Shopping centers located on Ankara (istanbul highway) (Google Earth image 2016)
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Tirk (2012) claims that ring roads have been used more effectively in Turkey in
the recent years. In parallel with this positive development, ring roads are also put to
use for trade area developments especially in istanbul, Ankara and Izmir. When the
location of shopping centers in Izmir is analyzed, it is found out that most of them

are constructed along Izmir Ring Road.

AUSVERIY r
MERKEZLERI {

Figure 5: Shopping centers located on the Izmir Ring Road
Source: Mehmet Tiirk, (2012), page 78.

A similar situation exists in Istanbul. Istanbul has two ring roads, E5 Ring Road
and TEM Ring Road, which have 18 and 6 shopping centers on both sides,

respectively. These shopping centers are shown the figure 6.
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Apart from all these, if shopping centers are constructed in close proximity to
main transportation corridor, lorries which carry goods can easily reach shopping
center. This is an advantage for outlet stores. According to Onalan (2003), another
advantage of a shopping center located close to the main transportation corridor is

easy accessibility and time saving.

3.2.3. Compatibility to traffic flow, ease of entering and exit the shopping
center

Despite the advantage of a shopping center’s having been built along a highway
or ring road, problem arises in any way. Traffic flow and the shopping center should
shre the same direction. Compatibility of traffic flow is regarded as an essential
factor for placement of shopping center. Moreover, entering and exiting the shopping
center that are located along a highway or ring road sometimes become difficult.
This is particularly important for customers who have their own cars. Geg¢ (2008)
argues that entrances and exits for vehicles have to be determined prior to location
selection. Plus, a shopping center should also have multiple entrances and exits,
highlighting the importance of traffic flow. Ankamall Shopping Center is a good
example. It is located on both Konya and istanbul highways. It is easily accessible
but entering to and exiting from the shopping center is not too easy. Despite having
enough entrances, the Ankamall Shopping Center does not have enough exit. More
importantly, it becomes difficult for customers who want to go to Yenimahalle or
Iskitler due to the location of Ankamall’s exit (Tiirk, 2012). This disrupts the

direction of traffic flow, too.
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Figure 7: Entrance and exits of Ankamall Shopping Center, Ankara
Source: Mehmet Tiirk, (2012), page 84.

3.2.4. Proximity to bus stops and railway stops

Most customers prefer public transport to arrive at a shopping center. Geg (2008)
argues that the availability of public transport systems and transportation systems is
significant to the location selection of shopping center. Pedestrians should be
provided with easy access to shopping center through bus or metro station. A direct
transportation line to shopping centers is determinant in  winning customers.
Moreover, Ersoy (2006) points that the public transportation has to provide comfort
and safety for customers. According to Tirk (2012), if shopping center is accessible
via underground transportation, the achievement will be bigger and more customers
will be drawn to these centers. Cevahir Shopping Center is a good example. It has
many powerful public transport facilities. Sishane — Taksim — Darligsafaka metro line
passes beneath Cevahir Shopping Center and even a metro station was opened inside.
There are also lots of various bus routes and minibus routes passing nearby. One can

reach there from Zincirlikuyu and Sogiitliigesme via metrobus.
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Figure 8: Satellite image of Cevahir Shopping Center, istanbul (Google Earth image 2016)

3.3.  Competitive Environment

Shopping center investors want to select strategic location keeping in mind
transportation facilities that are expected to be close there to address more visitors.
Shopping centers compete with each other and city centers (Tirk, 2012). A good
location and a competition environment directly affect a shopping center’s revenue

and the project’s profitability.

A certain amount of product is available in a certain trade area. Opening a new
store does not change the amount of products sold if other factors are kept constant.
The identification of the nearby competitors gains importance at this very point.
Unlilkara and Lale (2014) define the competitive environment as the number,
proximity to and power of the nearby competitors. Therefore, the potential for
retailing of an area could not be exactly identified without surveying the competitive

structure.

Onalan (2003) states that limited competition may be an advantage for shopping
centers.  Kentpark and Cepa shopping centers are good examples. Kentpark

Shopping Center is constructed close to Cepa Shopping Center. Kentpark Shopping
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Center has not negatively and dramatically influenced Cepa Shopping Center’s sales
because there is a limited competition between each other. They address to different
types of customers. Rather, customers can visit two shopping centers on the very

same day.

i " Cepa i
- Shopping Center [S58

I 5

x5

wesm Eskisehir Highway

Figure 9: Satellite image of Kentpark and Cepa Shopping Centers, Ankara (Google Earth image
2016)

Cepa and Kentpark shopping centers are considered positive with regard to
competition; however, it is not always the same way. Erkip and Ozuduru (2015)
claim that uncoordinated location selection of shopping centers has created
competition among old and new centers, sometimes resulting in closure of older
centers. In this regard, lots of examples can be shown in Istanbul. According to the
research made by Erkip and Ozuduru in 2015, about % 10 of the shopping centers

are closed over the last two decades and this figure is expected to increase.

What is important here is the power of the rivals. If the competitors have equal
power, the result might be positive. According to Timor’s research in 2004, the
strength of the rivals is the most important competitive element. Onalan (2003)
claims that when competitors do not possess equal power while constructing a new
shopping center, they shall select a non-competitive area. If the retail potential and

competition within an area are high, this area may not be found suitable for the new
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shopping center. In this context, Tirk (2012) supports that a zone with a low

population may be suitable if there is no shopping center around.

Only a certain amount of product can be sold in a specific zone. Opening a new
shopping center gives way to competition and the profit of already-existing shopping
centers may decrease if there exists inadequate marketplace. Therefore, investors

favor an area of less competition in constructing a new shopping center.

The estimations offer that the number of commercial centers will increase in
developing countries such as Turkey. The retail market will also become more
competitive in the upcoming years. A rapidly increase in the number of shopping
centers will decrease the others’ revenues; so shopping center investors generally opt
for competition-free environment. Therefore, they choose developing regions for
shopping center project development. A first-established project is generally
successful in those areas. Moreover, these areas bear lesser risk for investors than
developed regions do. Tiirk (2012) argues that some shopping centers were forced to
close down as a result of harsh competition. For example, Via/Life Outlet Center,
opened at the beginning of the 2010 in Ankara, Via/Life Outlet is located close to
Armada Shopping Center, giving rise to a competition. Despite serving for S6giit6zi,
Bestepe, Bahgelievler, Cukurambar and Balgat where middle and upper income
groups are concentrated, two years later, Via/Life Outlet Center had to to close down

because it lagged behind in the competition.
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Figure 10: Via/Life Outlet Center, Ankara
Source: avmank.blogspot.com.tr
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Figure 11: Satellite image of Via/Life Outlet Center, Ankara (Google Earth image 2016)

There are some other similar examples. Consequently, shopping center investors

should care about competition factor before a shopping center project develops.
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3.4.  Visibility

Visibility is essential both for shopping centers and all commercial real estate.
Despite being well-located, a shopping center may fail owing to zero visibility.
Investors want to construct shopping center at good and visible locations for two
reasons. The first reason is to create a strong profile for customers via visibility. The
second one is that if shopping center is visible, the front side of the shopping center
may be wused for advertising purposes providing advertising revenue and
attractiveness. Aksoy (2009) claims that sufficient signboards should be placed to
attract customers to the shopping center. 365 Shopping Center opened in Ankara in
2008 is a project that appeal to middle and upper income groups living in
neighborhoods like such as Yildiz, Birlk and Oran Sitesi.

=  bile .
365 Shopping Center )
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Figure 12: Satellite image of 365 Shopping Center, Ankara (Google Earth image 2016)

365 Shopping Center does not have any entrance leading to the main street,
Kahire Main Road. The entrance of the shopping center is accessible from the detour
road numbered 428, shown in Figure 13. Therefore, the visibility of 365 Shopping
Center is quite poor. Its accessibility from Kahire Main Road is rather difficult.
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428. Cd./Kahire Cd.

Figure 13: 365 Shopping Center, Ankara (Yandex image 2016)

Good visibility enhances the visibility of a shopping center. However, crossover
roads, sharp road bends, hills and dense vegetation hinder the visibility of shopping
center. Before launching a shopping center project, investor should pay attention to

these points. High visibility earns success and value to the shopping center.

3.5.  Zoning and Property status and land characteristics

This factor has four sub-titles. These are zoning and property status,
infrastructure, the shape and size of the land and lastly geographical barriers and
topography.

3.5.1. Zoning and Property Status

Ersoy (2006) puts forward that the most important issue in the selection of the
land is zoning status. Changing the zoning status is a very expensive and time-
consuming process. And it could generally result in failure. That is, the zoning and
property restrictions hinder or retard the shopping center project. Many projects are
delayed or canceled because of legal restrictions. These restrictions are zoning status,

floor area ratio, road elevation, protected area, and joint-owned property and so on.
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Aforementioned Kizlay Shopping Center is a good example. The completion of this
project took 32 years for that reason. Thus, the zoning and property status is vital for

developing shopping center project.

Figure 14: Kizilay Building, Ankara (1954)
Source: www.mimdap.org

Figure 15: Kizilay Building, Ankara
Source: www.mimdap.org

3.5.2. Infrastructure

Another important criterion in location selection is infrastructure. If the area on
which the shopping center will be built has well-built infrastructure, the realization of
the shopping center project gets quicker and easier. Such areas provide better options
for carrying out shopping center projects. Otherwise, the capital cost will boom. The
area close to sources of utilities like water, sewage, gas and electricity are highly
preferential for developers since that would reduce the project costs. Infrastrucutre is

also a criterion that directly affects the shopping center development projects.
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Problems with technical infrastructure would take years to solve. Kulay Shopping
Center in Ankara is a good example in this regard. The completion of this project

took 32 years due to the reasons mentioned above.
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Figure 16: Satellite image of Kizilay Shopping Center, Ankara (Google Earth image 2016)

Figure 17: Kizilay Shopping Center, Ankara
Source: www.mimdap.org
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3.5.3. The shape and size of the land

One piece of smooth land is more appropriate for constructing shopping center
because building a shopping center on divided pieces of land is highly difficult. That
is, the land where a shopping center will be built is not to be divided by any highway
or street. Today, there are few examples of successful shopping centers seated on
divided plots (Ersoy, 2006). Atlantis Shopping Center in Ankara is a good example.
It covers a land area of 51.392 m? and a total construction area of 132.626 n?,
housing 800 residences in 8 blocks. This shopping center project was built on two
separate parcels. These parcels are connected with a pedestrian bridge- a good but

expensive option.

Figure 19: Project view of Atlantis City Shopping Center, Ankara
Source: www.2reyonetim.com
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Figure 20: Atlantis City Shopping Center, Ankara
Source: www.2reyonetim.com

Ersoy (2006), on the other hand, argues that the land size may be standardized for
shopping center construction; however, it is difficult to standardize how deep the
foundation of the shopping center must be. Shopping centers require today a more
considerable ground depth for parking and traffic flow solutions.

A land with geometric form is a prerequisite for creating an effective site plan
(Aksoy, 2009). Ersoy (2006) agrees with him and states that if the land does not have
a geometric form; it still needs enough frontage to become visible from the

highways.

Parking area is more important for trade areas because many customers use their
own cars to go to the shopping center. Therefore, the developer of the shopping
center has to select a plot big enough for both parking area and the shopping center
itself. Moreover, the plot reserved for the shopping center must expand horizontally.
Otherwise, more floors must be added to the center, which would result in an unwell-
designed structure. It would be difficult for visitors to go around and shop in multi-
storey centers. Kuzlay Shopping Center, opened at the end of the 2011, is an
example for multi-storey centers. It has got eight floors and plus two basement
floors. Kuzlay Shopping Center occupies 20.000 m? ground area and holds 120
shops. It possesses 300-car capacity. It is difficult to visit and do shopping there
because of the complicated and second class design featured. Moreover, the area

reserved for car parking is inadequate.
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Figure 21: Interior view of Kizilay Shopping Center

3.5.4. Geographical Barriers and Topography

Another important subheading is the land topography and geographical barriers.
Topography is an important factor directly influencing the making of plans,
designing and constructing of shopping centers. Flat terrain or slightly inclined
terrain is the ideal topography for shopping centers. Slopes extending towards the
street are also preferred for building shopping centers. Aksoy (2009) states that steep

slope terrain is not preferable to constructing a shopping center. Building shopping
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centers on vertical slopes is far more expensive considering the design and

construction.

Setting up drainage systems complicates the underground constructions. Aksoy
(2009) proposes that the slope be lower than 3%. Besides this problem, the barriers
stemming from geographical features impact the project development of a shopping
center. For example, hills, forests or rivers may obstruct building the shopping
center. Before launching a shopping center project, barriers from geographical

features must be taken into account.

3.6. Economic Factors

According to the research conducted by Unlikkara and Lale’s in 2014, the second
most important factor for location selection of shopping center are related with the
economy. They particularly argue that the rent and rental income per m? and terms
regarding rental period are sub-factors more essential than the others, taking into
account the construction cost, too. Timor (2004) classifies economic factors into two

such sub-titles as rents and costs, which benefit this research.

3.6.1. Rents

The rent is one of the most important criteria affecting the revenue of the
shopping center. Especially if the location of the main stores like hypermarket and
entertainment in the shopping center are not determined beforehand but rented, the
construction of the shopping center has to start. Timor says that the rental expenses
per n?, rental period and terms of rent contract are important subheadings. The rental
income per n? especially has significance for developers. Even if a shopping center
is constructed at the right location, sufficient income like rental one is one of the
most important factors for maintaining the existence of the shopping center (Timor,

2004). When developers try to find suitable location for shopping center selection,
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they should estimate the size of the stores to be located in the shopping center and

the minimum rental rates.

According to Geg¢ (2008), consumer expectations and attitudes should be
considered for the success of the shopping center development. Tenant mix of
shopping centers should be specified acoording to the expectations of residents. Store
managers take a decision on the investment to be made if condition requires. For
example, Panora Shopping Center was constructed in Oran District where people
with highest incomes in Ankara reside. It covers 86.000 n? rentable area and roofs
194 stores. Panora Shopping Center serves for those with the highest income in
neighborhoods of Ankara such as Yildiz, Birlk, Sancak, Oran and Incek.

Figure 22: Panora Shopping Center, Ankara
Source: www.anlasana.com

Brands should be offered by the shopping center considering the developer’s
expectations as well as the demographic structure of the region. Hugo Boss, Beymen,
Burberry and Emporio Armani are available at Panora Shopping Center. Considering
the demographic characteristics thereabouts, these brands are intentionally chosen for

Panora Shopping Center.
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Figure 23: Satellite image of Panora Shopping Center, Ankara (Google Earth image 2016)

3.6.2. Costs

Other subheading of economic factor is costs. According to Timor (2004), costs

involve maintenance/repair costs and operating costs. His research results show that

operating costs are more important than maintenance and repair costs.

Urban Land Institute in 1999 explains the cost of shopping center as;

v

v
v
v
v

Commissions and financial fees required for authorization,
Rental costs,

Advertising and promotion expenses,

Operating costs

Maintenance costs.

Geg (2008) explains maintenance and repair costs as;

Cleaning services
Improvement costs
Refurbishment costs such as combination of stores

Enlarging the size of building such as parking area.
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All affect the decision of developers before the construction of shopping center.
Cost analysis is more important than the other factors when it comes to the success of

a shopping center.

In addition, the land price occupies a huge part of the costs and should be
minimized. As the cost of land increases, the investor expects that the material return
of the project will also increase. Therefore, the land price is not mentioned among

the factors of location selection for shopping center.
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CHAPTER 4

METHODOLOGY

4.1. Context

As described in the previous chapters, the number of shopping center has been
rapidly increasing over years. Today, this increasing trend makes the location
selection of shopping center more essential and challenging than before. There is a
rapid increase in the global development of shopping center investments. Therefore,
many trade area analyses are conducted to find suitable location for shopping center.
Analytical Hierarchy Process, which is one of the multi-criteria decision making
models, is used in this thesis to offer suitable location for a shopping center. Factors

which affect the location selection for shopping centers are taken into account.

The trend for shopping centers is growing particularly in Ankara because of the
constant increase in the number annually. Ankara is a city of great significance to
investments in shopping centers. There are currently 42 shopping centers and eight
more are under construction. In spite of the fact that Ankara does not have as many
shopping centers as Istanbul does, they are similar to Ankara is the average
expressed as m?/1000 people. The total gross leasable area per 1,000 people is 278
n? in Ankara. This figure is above many Europe metropolitan cities. Therefore, the
analysis is dependent upon a comparison regarding how differently planners and
investors/real estate appraisers think about shopping centers in Ankara and the

criteria of shopping center location selection.

Three different shopping centers which are Ankamall, Gordion and Kizlay

Shopping Centers in Ankara are studied. The chosen shopping centers are evaluated
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by the use of the AHP method based on the factors explained in the previous

chapters.

4.2.  Goals and Objectives

The objectives of this study can be categorized as:

1- Comparing the factors that are important in the location selection of shopping
center and finding out the general factor weights for shopping center location
selection from the perspectives of planners and investors/real estate
appraisers.

2- Comparing three different shopping centers which are Ankamall, Gordion
and Kulay Shopping Centers in Ankara in line with the location selection

criteria from the perspectives of planners and investors/real estate appraisers.

This thesis shows how planners and investors/real estate appraisers think
differently when it comes to shopping center development. A plan must be made to

make a decision about developing shopping center project.

The first question of the questionnaire aims to find out the general factor weights
for shopping center location selection. Last question is about the evaluation of each
shopping center, which is Ankamall, Gordion and Kizlay Shopping Centers, made

for the same problem with regard to the relevant factor.

This study shows how to evaluate different alternatives based on criterias
determined in a city with the AHP method. Later, the points of view were determined
between two different groups by interpreting the questioannaire results. It is tried to
determine what kind of measures can be taken without increasing the number of
shopping centers in our cities, whether it can be restricted by the legal framework
and whether the laws and regulations coming into force in the near future are
sufficient compared to the legal frameworks as in European countries with the survey

results and recomendations have been made in the conclusion section.
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4.3. Case Study Selection

Ankara Metropolitan City is chosen for the case study for several reasons. Firstly,
Ankara is the capital city and has the second largest population in Turkey. It has
more than four million inhabitants. Secondly, the researcher of this study who has
lots of information about Ankara has been living in Ankara since birth. Thirdly,
obtaining necessary information about shopping centers of Ankara is easier. Last but

not least, the researcher studied and still works in Ankara as a real estate appraiser.

4.4.  Method of Analysis

In the previous chapter, the factors of location selection for shopping centers are
explained with given examples. These factors are demographic structure,
transportation or accessibility, competitive environment, visibility, zoning and
property status and land characteristics and lastly economic factors. They will be

examined separately in the case of Ankara.

Data collection is made through field work. Moreover, books, journals, thesis, e-
thesis and web sites are used. Questionnaires formed for the shopping center
investors/real estate appraisers and planners are another tool used for data collection.

The questionnaire form is presented in Appendix A.

The questionnaire was carried out in November-December, 2016. In this study,
in-depth interview technique and questionnaire form are used for qualitative research
methods. The research consists of two succeedding parts. The questions comparing
the factors that are viewed as important in the selection of shopping center location
are placed in the first part. The second part encompasses the questions to compare
the case shopping centers which are Ankamall, Gordion and Kizlay Shopping
Centers. They are in Akkoprii of Yenimahalle, in the city center (Kiuzlay Square) of
Ankara and further outside of the city center, in Umitkdy area, on the west corridor
of Ankara, respectively. Two separate groups give contribution to this research. First

group is made up of planners. Second group involves investors and real estate
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appraisers. The questionnaires included a face to face search and in depth interviews
of 25 planners and 10 investors/real estate appraisers. Initally, 35 experts are
interviewed in order for the determination of the weight of the factors considered to
be important in the selection of a shopping center location. After determining the
general factor weights in the first question of the hierarchical structure, the
evaluation of each shopping center for the same problem was made with regard to
the relevant factor. The second question on the questionnaire form aims to evaluate
the shopping centers in views of experts. Here again, the same seperate groups are
addressed with a number of questions. Three different shopping centers which are
Ankamall, Gordion and Kizlay Shopping Centers in Ankara are put under the scope
of the research to get an answer because their locations, concepts and sizes largely
differ from each other. An example of the questionnaire forms sent to the shopping

center investors/real estate appraisers and planners is attached in Appendix A.

Finally, if it is analysed at the constraints that are experienced in the working
phase; the same criteria were managed in two different groups, planners and real
estate appraisers/investors to show different points of view between them. The
criteria which has been decided after the literature review was used in order to be
used by both groups. The criteria which are not included in the two fields of
expertise were not taken into account in the thesis. Moreover, since it is necessary to
discuss the questionnaire with experts who are interested in the subject at the stage of
conducting the questionnaires, no opinion has been obtained from specialists living
in different illusions and it has not been determined whether there is any difference

between large and small cities.

It has been seen that those who see as specialists at the survey stage do not have
comprehensive information about the contents of these regulations because the legal
regulations about the shopping center in Turkey are still very new. For this reason,
no legal framework has been added to the criteria specified in the survey. In the
thesis study, the application process of the AHP method and method which can be
used as an alternative method for the location selection of a shopping center is
explained and the legal arrangements in Turkey regarding shopping centers which
can not be added as a legal framework in the survey part and tried to create a

resource for further studies.

56



CHAPTER 5

CASE STUDY

Before explaining the results of the fieldwork, the development process of
shopping center sector in Turkey and in Ankara is mentioned. Afterwards,
information about selected shopping centers which are Ankamall, Gordion and

Kizlay Shopping Centers is given.

5.1. The Development Process of Shopping Centers in Turkey

In 1980s, Turkey adopted outward-oriented development strategy with
globalization. At the end of the 1980, it shifted from manufacturing to consumption.
During this period, it boosted privatization and flexibility in regulating foreign
investments. As a result of the neo-liberal policies implemented in Turkey after
1980, shopping centers became popular in 1990s. Erkip and Ozuduru (2015)
classified three groups of shopping centers in Turkey starting from 1990 up to now.
The first group is integrated shopping centers which are small in size and located
close to city centers. The second group tends to be located in the suburbs. The last
group constitutes mixed land uses. For example, they are home to residences, offices,
shopping stores and entertainment areas. Currently, the third group shopping centers
has become a trend.

The first shopping center in Turkey was Atakoy Galeria Shopping Center opened
in Istanbul in 1988. During the next decade, two shopping centers were opened on
average each year. By the end of 1997, the number of shopping centers in Turkey
reached 11 (Alkibay et. al, 2007). In 2000, only 10 cities in Turkey had shopping
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center. The total number of shopping centers in Turkey was 35 in 2000. Afterwards,
the development of the shopping centers spread across different cities in Turkey
especially Ankara, Izmir and Bursa. This number increased and reached 361 in 15
years. Located in 58 different cities, shopping centers multiplied showing an increase
of by 900% in 2000-2015. By the end of 2016, 106 new shopping centers are being
planned to open.

Number of shopping centers in Turkey
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Graph 1: Number of shopping centers in Turkey

In parallel to this rise, foreign investments in shopping centers have also
increased after 2000. Especially, the granting of ownership rights to foreigners in
2003 affected their investments positively. In addition, the number of local investors
has increased dramatically after 2003 since shopping center investments have
become a remunerative business. Graph 2 shows the number of shopping centers by
investor type in 1988-2013. It also shows that following 2003, the number of
international and national investors rose until 2010. 2000-2015 was the most
favorable time period for the construction of shopping centers in Turkey. Despite the
global economic crises taking place between 2008 and 2010, the number of shopping

centers in Turkey continued to increase on a large scale.

58



25
20
15 -
H International
10 - National
® Local
5 ‘ -
o L 11 moan um IIII.. Il ],III . ‘
0 OO O H AN MW O NI OOO A NOO S WL ONDODDDO HONM
00 00 OO OO OO DD OO OO OO OO OO0 OO0 0O ™ «f f
DO OO OO OO O OO O OO OO OO O OO0 O O O O
o~ e~ e~ e~ N~ N N AN AN N NN NN NN NN

Graph 2: Number of shopping centers by investor type
Source: F. Erkipand B. H. Ozuduru, (2015), page 13.

By 2015, the total gross leasable shopping center area in Turkey reached
approximately 10.2 milion n?. It will probably increase to approximately 11 million
m? by the end of the 2016. In Turkey, total gross leasable area is 131m? per 1,000
people. This number is 252 m? per 1,000 people in France, 258 n? per 1,000 people
in England, 153 m? per 1,000 people in Germany (Erkip and Ozuduru, 2015).
Turkey’s average is below that of these countries. Yet, three Turkish cities -Bolu,
Ankara and Istanbul- exceeded the average of these European countries. According
to Shopping Center Investors Association, total gross leasable area is 303 n? per
1,000 people In Bolu. In Istanbul, total gross leasable area is 282 m? per 1,000
people. Last but not least, Ankara has got a total gross leasable area of 278 n? per

1,000 people.
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Figure 24: Awerage gross leaseble area per 1,000 people
Source: Shopping center investors association.

Istanbul has the highest total gross leasable area for shopping centers of Turkey.
Roughly 38% of the total gross leasable area in Turkey belongs to Istanbul.

5.2.  The Development Process of Shopping Centers in Ankara

After 1990s, car use and the population of Ankara, the capital city of Turkey,
increased; correspondingly, the number of shopping centers in Ankara increased.
Although Ankara does not have as many shopping centers as Istanbul does, Ankara
shows a similarity to Istanbul in terms of rentable area per person (m?/1000 people).
Atakule was the first modern shopping center in Ankara opened on 13 October 1989.
It was followed by Karum, Begendik, Galleria and Bilkent Ankuva Shopping Center.
By 2005, Ankara already had 9 shopping centers. This number increased three times
between the years 2005 — 2010 years and reached 30. There are 42 shopping centers
in Ankara today. There are 8 shopping centers under construction. The existing and
under construction shopping centers offer a roughly total leasable area of
1,673,000.00 m? in Ankara (Erkip and Ozuduru, 2015). The total gross leasable area
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per 1,000 people is 278 m? in Ankara. Ankara's average is above many Europe

metropolitan cities.
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Graph 3: Increase in total gross leasable area (m?) of shopping centers by opening year
(Ankara)
Source: F. Erkipand B. H. Ozuduru, (2015), page 19.

Ankamall, Gordion and Kizlay Shopping Centers are selected as a case study for
some reasons. Firstly, they have different characteristics from each other. Their
locations are also different. Although, Kizlay Shopping Center is located at city
center, Gordion Shopping Center is located in suburbs. Ankamall Shopping Center is
located at the junction of Konya and istanbul highways. Secondly, they differ in
architectural design and structure. Kiuzlay Shopping Center is multi-storey, Ankamall
and Gordion Shopping Center have got floors lesser than that of Kizlay Shopping
Center. Their customer portfolios are not identical. Concerning these differences,
Ankamall, Gordion and Kmzlay Shopping Centers are found appropriate for the case
study.

Information about Kizilay, Gordion and Ankamall Shopping Centers are

provided below.
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5.3. Kizlay Shopping Center

Information about Kizilay Shopping Center is given below.

Table 5: Information about Kizilay Shopping Center

Location: Kuzlay, Cankaya/Ankara

Investor: Giivensoy Insaat — Sementa Tekstil
— Karton Triko — Renkyol Yapi Ortak Girigim
Grubu

Developer: Kizilay Dernegi Genel
Mudiirligi

Architectural design: Affan Yatman

Management consultation: N/A

Investment value: N/A

Construction start date: 1979

Completion date: N/A

Opening date: January - 2012

Parcel Area: ~7.000 n?

Total construction area : 30.000 n?

Total rentable area: 20.000 m?

Number of floors:10 floors

Parking Capacity: 300 vehicles

Number of shops: 110

Shop Sizes: N/A

Big stores: Arcelik, Makromarket
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Figure 25: Satellite image of Kizilay Shopping Center, Ankara (Google Earth image 2016)
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5.4. Gordion Shopping Center

Information about Gordion Shopping Center is given below.

Table 6: Information about Gordion Shopping Center

Location: Cayyolu, Cankaya/Ankara

Investor: Redevco Tiirkiye

Developer: Gordion Grup Ortak Girigimi

¥ | Architectural design: Chapman Taylor

Management consultation: N/A

Investment value: 150.000.000 EURO

Construction start date: 2007

Completion date: 2009

Opening date: 17 September 2009

Parcel Area: 30.042 n?

Total construction area: 165.000 n?

Total rentable area: 50.000 m?

Number of floors: 7

Parking Capacity: 100 vehicles (parking lot) and
2.350 vehicles (parking garage)

Number of shops: 165

Shop Sizes: 4.000 n?

Big stores: Carrefour Express, Bimeks-
Electroworld, Zara, C&A, Marks&Spencer,
Cinebonus
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Figure 26: Satellite image of Gordion Shopping Center, Ankara (Google Earth image 2016)
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5.5.  Ankamall Shopping Center

Information about Ankamall Shopping Center is given below.

Table 7: Information about Ankamall Shopping Center

Location: Iskitler, Yenimahalle/Ankara

Investor: Migros Tirk T.A.S. — Yeni Gimat
* | Isyerleri Isletmesi A.S.

Developer: Garanti Koza A.S., Yap1 Merkezi
Insaat ve Sanayi A.S.

t| Architectural design: Meda Yap1 Endiistri ve
23| Ticaret Ltd. Sti, ANTS Uluslararas1 Bagimsiz
Misavirlik ve Yapi Denetim Ltd. Sti.

Management consultation: ECE Tiirkiye Proje
Yonetimi A.S.

Investment value: N/A

Construction start date: 2004 (Second Stage)

Completion date: 1999 and 2006

Opening date: 27 August 1999 and May 2006

Parcel Area: 126.000 n?

Total construction area: 149.330 n?

Total rentable area: 107.804 m?

Number of floors: 5

Parking Capacity: 1.300 vehicles (parking lot)
and 4.700 vehicles (parking garage)

Number of shops: 300

Shop Sizes: 14.400 m?

Big stores: Migros, Kogtas, AFM Sinemalari,
Tepe Home, Boyner, Bimeks, Teknosa,
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Figure 27: Satellite image of Ankamall Shopping Center, Ankara (Google Earth image 2016)

5.6. Results of the research

This study examines the factors that affect the location selection of a shopping
center and explains these factors through a conceptual model. First of all, a
comprehensive literature search has been made about the theoretical framework of
factors affecting the reasons of preference and the research questions related to this

topic have been determined.

In the study, face to face in-depth interviews with a group of 25 planners and 10
investors/real estate appraisers are held. They were asked to compare the factors to
find out the weight of the factors that are important in the selection of a shopping
center location, according to the AHP procedure. Experts have rated the comparison
between equal and extremely strong on the importance scale table (Importance value
1 to 9). An example of the questionnaire forms were provided to shopping center
investors/real estate appraisers and city planners (Appendix A). The results, then, are
evaluated by using the analytical hierarchy process method. It is given below (Table
8).
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Table 8: Weights of important factors in shopping center location selection

I'F Weigh
General Factor Weights General Factor Weights

Criteria . (Investors/real estate
(City planners survey result) .
appraisers survey result)

DemographicStructure 0,13 0,11
Transportaion 0,40 0,44
Competitive Environment 0,09 0,19
Visibility 0,04 0,09
Zoning - Property Status

and Land Characteristics 0,19 0,06
EconomicFactors 0,15 0,11

The survey analysis shows that transportation ranks to be of highest importance
for both groups. Transportation includes accessibility by car or on foot, proximity to
main transportation corridor, ease of entering and exiting the shopping center,
compatibility of trafic flow and proximity to bus stops and railway stops.
Transportation receives 0,40 points from city planners and 0,44 points from
investors/real estate appraisers. In views of city planners, zoning, property status and
land characteristics (0,19) are the second most important factor. The third factor that
city planners attach importance on location selection of shopping centers is the
economic factors (0,15), which includes rents and costs. The survey indicates
demographic structure (0,13) as the fourth most important factor. According to the
outcomes obtained from the city planners, the competitive environment (0,09) is the
fith most important factor and visibility (0,04) is the last important factor.

According to the outcomes obtained from investors/real estate appraisers,
transportation (0,44) is the most important factor. The second most important factor
is the competitive environment (0,19). According to findings obtained from
investors/real estate appraisers views, economic factors (0,11) is the third most

important factor as city planners rank. The fourth factor in which investors/real estate
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appraisers lays importance on location selection for shopping centers is the
demographic structure (0,11), which includes average population at a certain
distance, income level, gender, young population rate, educational background,
political view and marital status. The survey yielded visibility (0,09) as the fifth most
important factor. The findings obtained from this survey show that the last important
factors in the views of investors/real estate appraisers is zoning, property status and

land characteristics (0,06).

The survey analysis demonstrates that transportation is the most important factor
that is influential on the preferences of both separate groups for shopping center
location selection. Economic factors and demographic structures are equally ranked
for both groups as survey results suggest (Table 8). They rank to be the third and
fourth important factors, respectively. The most important difference between the
two groups emerges in the zoning, property status/land characteristics and the
competitive environment. The zoning, property status/land characteristics is the
second most important factor for city planners while it is the least important factor
for investors/real estate appraisers. A similar situation comes to sight with regard to
the competitive environment. Despite being the least important factor for city
planners, competitive environment is the second most significant one for the other
group. These illustrate their different views on the shopping center. Factors that are
more likely to generate income such as competition and economic factors are
important among investors/real estate appraisers whereas city planners think that it is
zoning, property status and land characteristics related to planning that requires more

attention.

After the answers to the first question are analyzed, an evaluation about shopping
centers based on the criteria of the first question on shopping centers (Ankamall,
Gordion and Kizilay Shopping Centers) is made by using the AHP method. The
important factors of the location selection of shopping centers and the hierarchical

structure of alternative shopping centers are as follows (Figure 28).
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Goal: Shopping Center Location Selection

Zoning-Property
Visibility Status and Land
Characteristics

Economic
Factors

Demographic
Structure

Competitive

Transportation
Environment

Ankamall Gordion Shopping Kizilay Shopping
Shopping Center Center Center

Figure 28: Shopping centers weights and hierarchical structure of shopping centers

Three different shopping centers have different rates in factors regarded to be
important in location selection. If one shopping center has the factors altogether, the
best alternative will be acquired. However, an alternative may be superior with one
or more factors, but weak among other factors. This problem can be solved by using
the AHP.

In the analysis of these 3 different shopping centers, first, relevant centers are
examined according to each factor. For this purpose, experts were asked the second
question on the questionnaire form. Analytical hiyerarchy process was used for the

evaluation of these experts’ opinion.

After finding out the general factor weights at the first stage of the hierarchical
structure, the evaluation of each shopping center about the same problem was made
for the relevant factor. Importance ratings are found for each group given each factor

in the figure (Figure 29 and Figure 30).
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Goal: Shopping Center Location Selection

Demographic
Structure

Transportation

Competitive
Environment

Visibility

Zoning-Property
Status and Land
Characteristics

Economic
Factors
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Figure 29: The weights of shopping centers according to city planners view
Goal: Shopping Center Location Selection
Demographic : ; Competitive e Zlonlﬁg-Propert)‘ Economic
S Transportation = Visibility Status and Land
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TR i |
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Figure 30: The weights of shopping centers in the views of investors/real estate appraisers

Then,

the total score (the weights of shopping centers) is calculated by

multiplying the general factor weights given in the tables (table 9 and table 10) and

the degree of importance of the shopping center in terms of the relevant factor and
taking the sum. On the tables (table 9 and table 10), total weights (total points) of the
three shopping centers are calculated by help of AHP method. The graph showing

the total scores is given below (graph 4 and graph 5).
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Table 9: Factors affecting shopping center location selection according to city planners and
weights of alternative shopping centers

Zoning-Property

L Transportation s Visibility Status and Land | Economic Factors
Structure Environment . Total Point
Characteristics
General factor weights 0.13 0.40 0.09 0.04 0.19 0.15
Ankamall 0.41 0.30 0.49 0.44 0.53 0.37 0.39
Gordion 0.37 0.09 0.29 0.22 0.24 0.39 0.22
Kizilay 0.22 0.61 0.22 0.34 0.23 0.24 0.39

Table 10: Factors affecting shopping center location selection in the views of inwestors/real
estate appraisers and weights of alternative shopping centers

Demographic Competitive Lol BRG]

S Transportation . L~ Visibility Status and Land | Economic Factors .
Structure Environment . Total Point
Characteristics
General factor weights 0.11 0.45 0.19 0.09 0.06 0.11

IAnkamall 0.59 0.33 0.58 0.44 0.53 0.63 0.46
(Gordion 0.16 0.08 0.26 0.17 0.27 0.17 0.15
|Kizilay 0.24 0.59 0.17 0.39 0.20 0.20 0.39

As understood from the survey, the results of both groups are close to each other.
As seen on the graphs (graph 4 and graph 5) below, Ankamall Shopping Center (0.39
for city planners — 0.46 for investors/real estate appraisers) has the highest score.
Kiuzlay Shopping Center has the second highest score (0.39 for two groups) and
Gordion Shopping Center has the lowest score (0.22 for city planners — 0.15 for
investors/real estate appraisers). Although Kizlay Shopping Center was the first
alternative in terms of transportation (0.61 for city planners — 0.59 for investors/real
estate appraisers), which is the most important factor, it was found as the second
alternative because it falls behind the Ankamall Shopping Center given other criteria.
Gordion Shopping Center receives low points in transportation; therefore, it is the
last alternative. Ankamall Shopping Center has the highest score in all criteria except
for transportation. As a result, it proves to be the best alternative for city planners and

investors/real estate appraisers.
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Graph 5: The weights of shopping centers according to investors/real estate appraisers
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CHAPTER 6

CONCLUSION

6.1. Summary and Main Findings

This thesis intends to highlight the factors of location selection for shopping
centers. Shopping centers are significant places of modern life and their number is
increasing day by day. They respond not only to shopping needs but also to many
modern necessities such as entertaining, relaxing, and sporting and so on. The
number of shopping centers reached the peak point in the developed countries;
therefore it became harder to find suitable location. This leads to decisions of
location selection which gain importance as location problem emerges. In order to
solve this problem, many trade area theories have emerged and started to be used for
location selection decisions. Central Place Theory is assumed to be the first model in
literature, followed by Reilly’s Law of Retail Gravitation, Analog Models, and
Spatial Interaction Models which all are derived from Central Place Theory. These
models together are called “Conventional Trade Area Models”, which have a number
of deficiencies; so Regression Models, which are more practical and distinct, and
Geographic Information System, which is used to analyze and manage all types of
spatial or geographical data, are put to use. However, these models cannot be easily
applied to modern cities and metropolitan areas. Instead of these models, multi-
criteria decision making methods are used for location selection of shopping centers
today. In this context, Analytic Hierarchy Process which is one of the multi-criteria
decision making models is used in this thesis. Determining factors, which affect

location selection for shopping centers, are evaluated through Analytic Hierarchy
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Process in order to determine the weights of the factors. For this, Ankara
Metropolitan Area is chosen as the study case. Ankamall, Gordion and Kizlay
Shopping Centers are selected. A comparison between those centers is made with
regard to location selection criteria proposed by city planners, investors/real estate
appraisers. The aim of this thesis is to show the difference between the views of

planners and investors/real estate appraisers on shopping center development.

The survey analysis shows that transportation is the most important and
influential factor of the preferences for shopping center location selection for both
groups. The most important difference between the two groups appears to be in
zoning, property status/land characteristics and the competitive environment.
Whereas factors that are more likely to generate income such as competition and
economic factors are important for investors/real estate appraisers, city planners
bring zoning, property status and land characteristics related to planning into the
forefront. This different perspective may lead to problems in the big cities. Shopping
centers that are not subject to any legal restrictions in our country trigger the
worsening of this problem. In many Europe countries, there are legal restrictions on
shopping center locations before a final decision to construct shopping center is
taken. The legal framework of different European countries can be seen in Appendix
B.

A similar draft law was introduced in Turkey and added on the agenda. The
Turkish Ministry of Customs and Trade (The former Turkish Ministry of Industry
and Trade) proposed draft law related to this issue at different time intervals
(24.2.2006 and 8.10.2013,) and offered to the appreciation of the Prime Ministry,
entitltd with “Shopping centers, big stores and chain stores draft of a law” on
31.01.08 (Kompil and Celik, 2009). The law, then, was redrafted several times; and
consequently, "Law concerning the Regulation of Retail Trade" (Law no. 6585) took
effect after its publication of the Official Gazette dated 29.1.2015 and numbered
29251. It can be seen in Appendix D. Following this development, the "Regulation
concerning Shopping Centers” set forth by The Turkish Ministry of Customs and
Trade was published in the Official Gazette on 26.2.2016 with the number of 29636
and entered into force. It is presented in Appendix E. The law and its regulation are

partly similar to the regulations applied in some developed European countries.
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Although it may be considered positive that the shopping centers are scattered
randomly and the negative effects of those centers do not grow irreversible, there are
lots of deficiencies and points to improve when compared to the regulations in
European countries. For example, there is not any clear description and limitations
related to planning and planning criteria in the Turkish law. There are no provisions
as to which areas are available for shopping centers and how these areas will be
selected. Another problematic side of the Regulation on Shopping Centers is that in
Paragraph 5 of Article 5, "When a building license is given for a shopping center
project, the opinion of the higher professional organizations shall be taken and these
organizations shall be informed within fifteen working days.” The Turkish Union of
Chambers and Exchange Commodities and the Confederation of Turkish Tradesmen
and Craftsmen only are stated as the higher professional organizations in Law no.
6585. Other related public institutions and trade associations as well as planners and
transportation experts do not become involved. Higher professional organizations
should express their written opinions within fifteen working days. It is not possible to
make the necessary examinations within this period and prepare a qualified report. If
their written opinions do not reach within 15 working days, they are considered
positive (Regulation on Shopping Centers, Article 5, Paragraph 5). Moreover, an
expression like “These opinions are advisory” is added to the same paragraph. That
is, there is no obligation to issue building licenses considering these views. Another
problem is that the content and standards of written opinion is not specified in the

said law and regulation.

As seen both in the outcome of the survey and interviews held with investors/real
estate appraisers, these experts do not consider the zoning status factor. That is
because they think they can change the conditions of construction and there are no
legal restrictions ahead. But, the zoning status is one of the most important factors
for city planners. This requires legal restrictions during location selection process as
such in the case of European countries. The location choices of the shopping centers
in Ankara prove what the experts defend. Erkip and Ozuduru (2015) classify
shopping center development in Ankara in line with planning decisions, planning

changes, urban re-development projects and privatization resolutions. Most are
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developed with planning changes or revisions. Appendix C shows that location

selection and planning processes of shopping centers in Ankara.

To sum up, interviews and surveys made under this thesis reveal that shopping
center investors should make some analyses surrounding transportation facilities,
population density, average income, rent level and so on before selecting shopping
center location. This has to be subject to planning criteria. In addition, the standards
in the shopping centers location selection should be clearly defined with the changes
to be made in the ensued law. Restrictions on the random opening of shopping
centers should be laid. The opening of shopping centers must be brought under the

supervision by the state as such in developed European countries.

6.2.  Future of the shopping centers in Turkey and Recommendations

The development and expansion of shopping centers have become a controversial
issue throughout the world. Although average gross leaseble area per 1,000 people in
Turkey is below that of European countries, three cities which are Ankara, Istanbul
and Bolu in Turkey are above that of the European countries. Nevertheless, the
problem in relation to the future of shopping centers, whose number keeps
increasing, still exists. As observed in other survey studies, investors/real estate
appraisers select a location for shopping centers by considering only economic
factors. However, the responses of the planners emphasize that the public benefit is
important and the criteria shall be taken into hands with all the characteristics of the
city and the region in mind. For this reason, it becomes highly necessary for these
shopping centers, which began imprisoning the cities, to be irreversibly subjected to
a law. The regulations in European countries must be implemented in Turkey as well.
Following the "Law concerning the Regulation of Retail Trade" (Law no. 6585),
"Regulation on Shopping Centers" dated 26.2.2016 and numbered 29636 set forth by
The Turkish Ministry of Customs and Trade was published in the Official Gazette
and entered into force. Although, the law and its regulation are partly similar to the
regulations applied in some developed European countries; there are lots of

deficiencies and points for improvement in Turkey case.
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It is clear that there are disagreements between investors/real estate appraisers

and planners, as shown in the survey results. The same criteria in the questionnaire

have different meanings for both groups. That is why planners, too, need these legal

restrictions in order to be able to take part in shopping center location selection. In

this context, some general recommendations from this study are as follows:

v

The "Law on the Regulation of Retail Trade" (Law no. 6585) and the
"Regulation on Shopping Centers” should be brought under review like the

laws and regulations in European countries (Appendix B).

The law shall provide commercial sector definitions and standards for the size
and location selection in line with development plans. Shopping centers may
be classified and included into some part of development plans. Provisions as
to which areas are suitable for shopping centers can be made and the

procedures as to the selection of location can be put forward.

The law must also establish rules for feasibility anlayses of location selection.
Criteria for evaluation should be placed in these studies. For example,
population density, traffic density, public utility, compatibility with the built

environment could be involved in feasibility anlayses.

A commission of city planners, mayors, traffic experts, tradesmen, consumer
representatives et cetera should be set up. This report of this commission
should be made obligatory to open new shopping centers. Local

administrations and other local stakeholders should collaborate in this process.

Before selecting the location of shopping center, investors must produce a
report which shall include various market analyses of transportation facilities,

population density, average income, rent level and so on.

Traditional retailers located especially at city center should be provided with
protection through regulations. In this context, constructing shopping centers

at city centers may be forbidden or discouraged.

Today, there are many shopping centers located close to each other, a situation

that must be restricted; and a certain distance limit should be set.
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The standards of the location selection of shopping centers should be clearly

defined along with the changes to be made in the ensued law.

Turkish Union of Chamber of Commerce and Exchange Commodities and the
Confederation of Turkish Tradesmen and Craftsmen are the sole higher
professional organizations according to the 6585 Law. This must be changed
through the participation of other relevant public organizations and trade

associations as well as planners and transportation experts.

According to the Paragraph 5 of Article 5 in the Regulation on Shopping
Centers, higher professional organizations shall send their opinions in writing
within fifteen working days. This time period is not enough to make necessary
examinations and prepare a qualified report. Therefore, this period should be
extended.

According to the Paragraph 5 of Article 5 in the Regulation on Shopping
Centers, their written opinions are advisory. There is no obligation to issue
building licenses based on these views. This must be made mandatory in order

to get building license.
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Ad — Soyad:

APPENDICES

APPENDIX A
Questionnaire Form

Meslegi — Mezun oldugu bolim:

Tarih:

1. Asagida verien her bir soruda iki kriter yer almaktadwr. Bu kriterlerin

ahgveris merkezi yer se¢iminde Oncelik derecesine gore degerlendirmeniz

beklenmektedir. (Kriterlere ait agiklamalar anket formunun ekinde yer

almaktadr.) Her bir soruda size gore hangi kriter digerine gore Onemli ise o

kriterinin  yanindaki bosluga X koyunuz ve Onem derecesine 1-9 arasmda

puan veriniz.

Esit derecede dnemli IEE———) Kesinlkle daha onemli

1234567829

Tablo: Karsilastirmada Kullamlan Onem Dereceleri Tablosu

Esit derecede 6nemli Her iki faktorayni 6neme sahiptir.
1
. . Tecrlibe ve yargilara gore bir faktor
Orta derecede 6nemli Y L . .
3 digerine gore birazdaha 6nemlidir.
Bir faktordigerinden kuvvetledaha
Kuvvetli derecede 6nemli onemlidir.
5
Bir faktordigerine gore yiiksek derecede
Cok kuvvetliderecede 6nemli g. .g y )
7 kuvvetle tercih edilmektedir.
Mutlak derecede snemli Faktdrlerdﬂen biri. d.iéerinden cok yliksek
9 derecede 6nemlidir.
Ara degerleri temsil etmektedir iki faktdr arasindaki tercihte kiiciik farklar
2,4,6,8 & oldugundakullanilir.
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Tablo: Anket Formunun EKki

Faktorer Faktorlerin aciklamasi ve altbashklar
* Ortalama gelir, * Yas,
Demografik * Belirli uzaklhktaki ortalama niifus, * Egitim diizeyi,
Ozellikler * Alm - giicil, * Medeni durum,
* Cinsiyet, * Nufiis projeksiyonu.
* Erigilebilirlik (aragla ve yaya * Duraklara yakmlik,
olarak), * Arag trafigiinin akisi ile
Erisilebilirlik * Otoyol ve anacaddelere yakmhk,  uyumlu olma,
* Algveris merkezine girs ¢ikis * Trafik says1 (arag ve
kolayhgi, yaya trafigi).
* Rakiplerin saysi,
Rekabet Ortanm | * Rakiplerin birbirine uzakhg,
* Rakiplerin giicil.
* Agik gorlis alanma sahip olma,
Goriis Alam * Tabelalarin ¢esitli yonlerden

goriilebilir olmast.

Imar - Miilkiyet
Durumu ve Arazi

* Imar ve miilkiyet durumu,
* Altyapr (elektrik, su, kanalizasyon
ve dogalgaz)

* Arazinin biyikligd,
* Cografik engeller,

oo .
Ozellikleri * Arazinin sekli Topografya.
* Bolgedeki kira diizeyi (nm? basma
. kiralar)
Ekonomik "N AT
Faktérer Maliyetler (bakmm-onarim

giderleri, isletme giderleri, arsa
maliyeti).
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a | Demografik Ozellikler Ulasim ve Erisilebilirlik Onem Derecesi (Puan) _
b | Demografik Ozellikler Rekabet Ortami Onem Derecesi (Puan) _
¢ | Demografik Ozellikler Goris Alani Onem Derecesi (Puan) _

d

Demografik Ozellikler

imar- Miilkiyet Durumu ve
Arazi Ozellikleri

Onem Derecesi (Puan) _

Q

Demografik Ozellikler

Ulasim ve Erisilebilirlik

Ekonomik Faktorler

Rekabet Ortami

Onem Derecesi (Puan) _

Onem Derecesi (Puan) _

Ulasim ve Erisilebilirlik

Gorus Alani

Onem Derecesi (Puan) _

Ulasim ve Erisilebilirlik

imar- Miilkiyet Durumu ve
Arazi Ozellikleri

Onem Derecesi (Puan) _

d

Ulasim ve Erisilebilirlik

Ekonomik Faktorler

Onem Derecesi (Puan) _

Gorus Alani

imar- Miilkiyet Durumu ve
Arazi Ozellikleri

a | Rekabet Ortami Goris Alani Onem Derecesi (Puan) _

b | Rekabet Ortami Imar.-'|§/|ulk.|yet_Durumuve Onem Derecesi (Puan) _
Arazi Ozellikleri

¢ [ Rekabet Ortami Ekonomik Faktorler Onem Derecesi (Puan) _

Onem Derecesi (Puan) _

b

Goris Alani

imar- Miilkiyet Durumu
ve Arazi Ozellikleri

Ekonomik Faktorler

Ekonomik Faktorler

Onem Derecesi (Puan) _

Onem Derecesi (Puan) _
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2. Yukarida belirtilen kriterler ve ekte yer alan kriterlere ait agiklamalara gore

Ankamall, Kwzlay AVM ve Gordion

yaparak, bu

degerlendirmeniz beklenmektedir.

aligveris  merkezlerini

Her

algveris merkezilerinin  kiyaslamasmi
ustteki  Oncelk derecesine  gore

bir soruda size gore hangi ahgveris

merkezi digerine gére Onemli ise o algveris merkezinin yanmndaki bosluga X

koyunuz ve 6nem derecesine 1-9 arasmda puan veriniz.

Ankamall

a | Ankamall Gordion Onem Derecesi(Puan)
b | Ankamall Kizilay AVM Onem Derecesi(Puan)
¢ | Gordion Kizilay AVM Onem Derecesi(Puan)

Gordion

Onem Derecesi (Puan)

b | Ankamall

Kuzlay AVM

Onem Derecesi (Puan) _

Gordion

o

Kuzilay AVM

Onem Derecesi (Puan)

a | Ankamall Gordion Onem Derecesi (Puan) _
b | Ankamall Kizilay AVM Onem Derecesi(Puan)
c | Gordion Kizilay AVM Onem Derecesi (Puan)

a | Ankamall Gordion Onem Derecesi(Puan)
b | Ankamall Kzilay AVM Onem Derecesi(Puan)
¢ | Gordion Kuzilay AVM Onem Derecesi(Puan) _

a | Ankamall Gordion Onem Derecesi (Puan)
b | Ankamall Kizilay AVM Onem Derecesi (Puan) _
c | Gordion Kizlay AVM Onem Derecesi(Puan)

a | Ankamalll Gordion Onem Derecesi(Puan)
b | Ankamall Kizilay AVM Onem Derecesi(Puan)
c | Gordion Kizilay AVM Onem Derecesi(Puan)

94



APPENDIX B

Legal Framework in Different European Countries

Country

Legal Framework

Belgium

The commercial settlment criteria laid down in Belgium are the
legal basis of working methods, the Commercial Settlement Act of
1975, amended on 9 September 1976. The Royal Decree of 31 August
1964 also brings an order concerning commercial activities. According
to these laws, the shopping centers are licensed after the evaluation of
the competitive environment, economy, employment and contributions

to the development of cities (Ersoy, 2006).

Moreover, Belgium is the country where a permission with regard
to shopping center construction outside of the city center is hardest to

receive. (Tuncer, 2007).

France

The Royer Law was enacted in 27.12.1973. It was later amended
and updated by the law of 05.07.1996. According to his law, the
commission report is made necessary to open shopping center or
hypermarket. There are mayors, traffic experts, tradesmen and
consumer  representatives in  this commission. Establishment of
commercial enterprises with an excess area of 300 m? is subject to

permission.

Germany

According to Trade Regulations 11.3. Clause in Germany, the
opening of hypermarkets and shopping centers in the city center is
prohibited.

England

Tuncer (2007) says that the government has introduced some
obstacles to invest in shopping centers outside the city, and investors
need to convince government officials by holding talks to the local

governments in order to construct shopping centers in England today.

Norway

Norway announced in 1999 that a construction of any trading center
that would cover over 3000 n? was not allowed for 5 years (Kompil
and Celik, 2009).
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Italy

According to the Law enacted in Italy (1971), the foundations of
over 400 m? shopping centers were subject to private permission. After
the introduction of Bersani Law in 1998, this situation changed and
middle-sized centers ranging between 150 m?- 1500 n? (for big cities, it
is 250 n? - 2500 n?) started to be subjected to the earlier regulation and
centers of 1500 n? and over became subjected to regional authorities’
regulations.

Others

The countries where receiving permission for the construction of
shopping centers in city centers is the hardest are the Netherlands and
Switzerland. Moreover, Belgium and Switzerland are the countries
where permission with regard to shopping center construction outside

of the city center is hardest to receive. (Tuncer, 2007).

Spain, Denmark, Portugal, Greece, Austria and Ireland have similar

regulations related to shopping centers.
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APPENDIX C
Location Selection and Planning Processes of Shopping Centers in Ankara

Mame of shopping centre Zoming acconding to develo proemnt Plan Urban Privatization
plan changes transformation
projects

Urhan Partial
cm ployment/ plans/plan
sErvice anea ey isions

65 X

Acity Outlet X

Akcenter X

Ankamall X X
Ankurva X X
Anse X

Antares X

Arasta AVM X
Arncadium

Amnada 1-2 X
Atakule

Atlantis AVM
Bastim Podium AVM
Beysupark AVM
Bilkent Center
Camrefour

Cepa

Etipark Ouwtlet X
Forum Ankam

FTZ

Galleria

Gimsa AVM X
Gordion X X
Goksu Park AVM X

K arum 4

K C Giaksu X

Eent Park X X

Kizilay AWM X

Mahall X X

Maksimum X

Malltepe Park 4 4
Mesa Plaza X X
M e i X

Mina Sera X

Mext Level X X

ODC Centre X

Orpiti e
Panora 4 4
Park Vem
Ustumndekocity
Taums AVM
Tepe Prime
Vialife

]

]

o

Moo

E

E

Source: F. Erkip and B. H. Ozuduru, (2015), page 21 (updated and modified wersion of Varol
and Ozuduru (2010)

A plan change may involve land use changes; however it does not include a
change in the main principles of a development plan. On the contrary, a plan revision
must be made in parallel to a plan’s main principles like land use and development
rights. Today, urban transformation process has become a new trend, especially after
the 1999 Marmara earthquake. It covers not only shopping center but also office
buildings, residences and other facilities (Erkip and Ozuduru, 2015).
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APPENDIX D
Law Concemning the Regulation of Retail Trade (Law no. 6585)

29 Ocak 2015

PERSEMBE Resmi Gazete Sayi : 29251

KANUN
PERAKENDE TICARETIN DUZENLENMESI HAKKINDA KANUN

Kanun No. 6585 Kabul Tarihi: 14/1/2015

BIRINCI BOLUM
Amac¢, Kapsam ve Tammlar
Amac¢

MADDE 1- (1) Bu Kanunun amaci, perakende isletmelerin acihis ve faaliyete
gecis islemlerinin -~ kolaylagtiriimasi,  perakende ticaretin - serbest piyasa ortammnda
etkin ve siirdiiriilebilir rekabet sartlarma gbre yapimasi, tiketicmin  korunmasi,
perakende isletmelerin  dengeli bir sekilde biiyiime ve gelismesinin  saglanmasi ve
perakende isletmelerin faaliyetleri ile bunlarm birbirleri, tiretici ve tedarikgilerle

iliskilerinin diizenlenmesidir.
Kapsam

MADDE 2-(1) Bu Kanun; perakende isletmelerin acihs, faaliyet ve
denetimlerne iliskin usul ve esaslar ile bu Kanunun uygulanmasnda Bakanlik,

yetkii idare ve diger kamu kurum ve kuruluslarmm gorev, yetki ve
sorumluluklarmi kapsar.

(2) Hizmet scktorinde faaliyet gosteren isletmelerden agiis ve/veya faaliyete
gegis stireci ile faaliyetleri 6zel ~ kanunlarla diizenlenenler bu Kanun

kapsamu digindadr.
Tammlar
MADDE 3 - (1) Bu Kanunun uygulanmasinda;

a)Alsveris merkezi: Bir yapiveya alan bitiinligii olan, i¢inde biiyllkk magaza
ve/veya beslenme, giyinme, eglenme, dinlenme, kiiltiirel ve benzeri ihtiyaclarm bir

kismnn veya tamammm karsilandigi diger isyerleri bulunan, merkezbir yOnetime
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ve ortak kullamm alanlartile yonetmelikle belirlenen diger niteliklere sahip
isletmeyi,
b)Bakanlk: Giimrik ve Ticaret Bakanlhgin,

C)Bayi isletme: Sozlesmeye dayaholarak bir isletmenin mal ve hizmetlerinin
satisma araciik eden ve kendi admna bagimmsiz c¢alisan isletmeyi,

¢)Bliyik magaza: Hangi ad altnda olursa olsun, tiketim mallarmm kismen veya
tamamen perakende satismmn yapildig, en az dort yiliz metrekare satis alanma sahip
isletmeyi,

d)Esnaf ve sanatkar isletmesi: 7/6/2005 tarihli ve 5362 sayili Esnaf ve

Sanatkarlar Meslek KuruluglariKanununun 3 tincii maddesinin - birinci  fikrasmm  (a)

bendinde tammlanan esnaf ve sanatkarlarca igletilen isletmeyi,
e)Hizhi tiketim mah: Gida, igecek, temizlik ve kisisel bakmm trtinlerini,

HMagaza markal tirtin: Biiytik magaza veya Zincir magazanin,
bagkalarma iirettirerek kendi ad veya markasiyla isyerinde sattigive bunlarm fiyat,
ambalaj veya tamtim iizerinde kontrole sahip oldugu {iriin,

g)Meslek kurulusu: Esnaf ve sanatkarlar odalaribirligi ile ticaret ve sanayi
odasmi, ticaret ve sanayi odalarmm ayr1 kuruldugu yerlerde ticaret odasmu,

8)Ozel vyetkili isletme: Sozlesmeye dayaholarak bir isletmenin, yonetim ve
organizasyon ile dagtim veya pazarlama teknolojileri  gibi  konularda  bilgi  ve
destegini almak suretiyle bu isletmenin mal veya hizmetinin satisiiizerindeki mtiyaz
hakkm bedel, bolge ve siire gibi belirli sartlar ve smrlamalar dahilinde kullanan

bagmsiz ticari igletmeyi,

h)Perakende bilgi sistemi (PERBIS): Perakende isletmelerin acihs ve faaliyeti ile
kapamiginda gerekli bagsvuru ve diger islemlerin tek merkeze yapimasmive bu

merkezden sonuglandirilmasmi saglayan elektronik bilgi sistemini,

nPerakende isletme: Alsveris merkezi, biiylk magaza, zincir magaza, bayi
isletme, 6zel yetkili isletme, perakende ticaretle ugrasan difer ticari isletmeler ile

esnaf ve sanatkar isletmelerini,

i)Perakende ticaret: Mal ve hizmetlerin perakende isletmelerce satisi ve
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pazarlanmasiyla ilgili faaliyetler biitliniini,

j)Satis alan;.  Miinhasran  biro  amagh kullanllan  isyerleri ile  konaklama,
depolama, tiretim tesis ve alanlariile ortak kullanm alanlart hari¢ olmak iizere;
aligveris merkezlerinde isyerlerinin  toplam alanlarmi, biiyilk magaza ve zncir
magazalarda ise dogrudan satis yapilan ve araci saticilara kiralanan alanlari,

K)Ust meslek kurulusu: Tiirkiye Odalar ve Borsalar Birligi ile Tirkiye Esnaf ve

SanatkarlariK onfederasyonunu,

DYetkili idare: Isyeri acma ve cahlsma ruhsatmvermeye yetkili belediye veya

il 6zel idareleri ile diger idareleri,

m)Zincir magaza: Benzer cesitlilikteki tiiketim mallarmn hangi ad altmda olursa
olsun kismen veya tamamen perakende satismn yapildig, aym gercek veya tiizel
kisi sahipliginde bir merkeze bagholarak faaliyet gosteren; iclerinden en az biri
bliyllk magaza niteligini tasiyan en az bes subeye sahip isletmeyi veya her biri dort

yliz metrekarenin altmda satig alanma sahip en az on subesi bulunan isletmeysi,
ifade eder.
IKINCI BOLUM
Perakende Bilgi Sistemi, isyeri Acma ve Cahsma Ruhsati Verilmesi
Perakende bilgi sistemi

MADDE 4 — (1) Perakende isletmelerin acihs ve faaliyeti ile kapamsmda gerekli
basvuru ve diger islemlerin yapimasi, ilgii kurum ve kuruluslara iletilmesi,
degerlendirimesi,  sonuclandmrimasive  bu  isletmelere  yonelk veri tabanmnmn
olusturulmasiile bilgi paylasmmmn saglanmasiamaciyla Bakanlk biinyesinde kisa
ad1 PERBIS olan perakende bilgi sistemi kurulur.

(2) PERBIS, Bakanlkga ilgili kurum ve kuruluslarm erisimine agihr ve bu kurum
ve kuruluglar nezdinde kurulan elektronkk kayit sistemleriyle ¢evrimici  olarak
birbirine baglanir.

(3) PERBIS’in kurulum, isletim ve diger giderleri ile PERBIS’e bilgi ve belge
aktarmmma 1iliskin giderler, Bakanhgmn talebiiizerine Tiirkiye Odalar ve Borsalar
Birliginin  biitgesinden  karsilanr. PERBIS in isletim  giderleri ile diger giderleri igin
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anllan Birligin biitcesine her yil 6denek konulur. Bu ddenegin miktari, yillk biitcenin
yizde birni gecemez. Birligin  biitcesinden  karsilanacak  meblagn  yeterh
olmamasi hilinde s6z konusu giderler, Bakanlk biitgesine konulan 6denekten
karsilanr.

(4) PERBIS’te yer alacak ve erisime acilacak bilgler ile bu maddenin

uygulanmasina iligkin diger usul ve esaslar yonetmelikle belirlenir.
Isyeri acma ve calisma ruhsati verilmesi

MADDE 5 - (1) Isyeri agma ve cabsma ruhsati PERBIS iizerinden verilir. isyeri
agma ve gabsma ruhsatibasvurusu, dogrudan veya PERBIS iizerinden yetkili idareye
yapilir. Dogrudan yapilan basvurular, yetkili idare tarafindan PERBIS’e islenir.

(2) Yetkili idare tarafindan yapilanon degerlendirme sonucu uygun bulunan
basvurular;  basvuru  tarthinden itibaren en  geg li¢ i glinii icinde,  perakende
isletmenin aciig ve faaliyete gecisinde gerekli kayt ve benzeri islemleri yapmakla
gorevli ve yetkili kurum ve kuruluslara PERBIS iizerinden iletilir. Bu iletimle
birlikte, ilgili kurum ve kuruluglara da gerekli bagvuru yapilmis sayilr.

(3) Ilgii kurum ve kuruluslar tarafindan, mevzuati gercevesinde  gerekli
degerlendirmeler yapilir ve yonetmelikle belirlenen esaslara uygun olarak perakende
isletmenin acilis ve faaliyete gecisi icin gerekli olan  bilgi ve
belgelerPERBIS e islenerek yetkili idareye iletilir.

(4) Mevzuatta ongoriilen sartlari tasiyan — perakende  isletmelere, yetkili idare
tarafindan PERBIS iizerinden isyeri agma ve cabsma ruhsati diizenlenir.

(5) Bagvurusu uygun bulunmayanlara, sonu¢ en gec otuz giin i¢cinde gerekgeli
olarak teblig edilir.

(6) Ruhsat degisikligine iliskin islemler de PERBIS iizerinden gergeklestirilir.

(7) Biyiksehirlerde, aligveris merkezlerine  yapiruhsat,  yapikullanma  izin
belgesi ve igyeri agma ve ¢alisma ruhsati vermeye biiyliksehir belediyeleri yetkilidir.
Ahlgveris merkezi  projesi  igin  yapiruhsati verilirken, ist meslek  kuruluglarmmn

gorlisti almr. Bu kuruluglar goriiglerini on bes is giinii iginde bildirir.

(8) Ugiincii fikrada dngprillen esaslar e bu maddenin uygulanmasma iliskin
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diger usul ve esaslar iisleri Bakanhmin griisii alnarak hazrlanan  ydnetmelikle

belirlenir.
UCUNCU BOLUM
flke ve Kurallar
Prim ve bedel talebi

MADDE 6 - (1) Biyik magaza ve zincr magazalar ile bayi isletme ve 6zel
yetkili isletmeler; iiretici veya tedarikciden magaza aciisive tadilat, ciro agid
banka ve kredi kartikatiim bedeli ve benzeri adlar altnda iiriin talebini dogrudan
etkilemeyen herhangi bir prim veya bedel talep edemez.

(2) Birinci fikrada saylan perakende isletmeler, satisa konu liriiniin talebini
dogrudan etkileyen reklam, anons veya raf tahsisi gibi hizmetlerden dolayi {iretici
veya tedarik¢iden, sozlesmede tiirii ve oram belirtimedikce prim ya da bedel
talebinde bulunamaz. Bu halde, prim veya bedel talebnin sozlesme siiresiyle
smirl olmasive prim ya da bedel talebine konu olan iiriiniin s6zlesme siiresince rafta

satisa sunulmas1 zorunludur.
Odeme siiresi

MADDE 7 — (1) Ureticiler veya tedarikciler ile perakende isletmeler arasmdaki
alm  satim  islemlerinden  kaynakh 6demelerin,  sdzlesmede Ongbriilen  tarihte
yapiimasi esastrr.  Ancak, liretim tarihinden itibaren otuz giin icinde bozulabilen

hizl tiketim  mallarma  iliskin 6demelerin ~ siiresi; alacakh iiretici veya tedarik¢inin
kiiciik isletme, bor¢lunun ise biiylik dlcekli isletme oldugu hallerde teslim tarihinden
itibaren otuz giinlii gegemez.

(2) Bu maddede diizenlenmeyen hususlarda 13/1/2011 tarihli ve 6102 sayih Tiirk
Ticaret Kanununun 1530 uncu maddesi hiikiimleri uygulanir.

Magaza markah iiriin

MADDE 8- (1) Yurt igindeiiretien ve hizhtiketim mahniteligi tastyan
magaza markal liriinlerin izerinde ve/veya ambalajinda, perakendecinin ad, unvan
veya markasmmn yanisira lireticinin ad, unvan ya da markasma da uygun ve kolay

okunabilir bir sekilde yer verilir.
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(2) Bu maddenin uygulanmasma ilisgkin usul ve esaslar yonetmelikle diizenlenir.
Kampanyah satis ve alisveris festivali

MADDE  9-(1) Perakende  isletmeler, 7/11/2013 tarinli  ve 6502
sayll Tiketicmin Korunmasi Hakkinda Kanun ve ilgli diger kanunlarda dngoriilen
usul ve esaslara uymak kaydiyla indirimli veya promosyonlu
satis kampanyalaridiizenleyebilir. Ancak kampanyann siiresi; isyeri acihsy, devri,
kapanig, adres veya faaliyet konusu degisikliginde iicay, 6102 sayih Kanun
hikkiimlerine gbre tasfiye durumunda ise alt1ayi gecemez. Perakende isletmeler
baslangic ve bitigsiiresi belli olmayan indirimler yapamaz.

(2) Mahalliidareler ve kamu kurumu niteligindeki meslek kuruluglariile bunlarm
ortagi oldugu sirketler ve diger tiizel kisiler; birlikte veya bagimsiz olarak, perakende
isletmelerin  katihmiyla, yilm belli donemlerinde, ilge, i, bdlge veya iilke diizeyinde
aligveris festivali  diizenleyebilir. Kamu kurumu niteligindeki meslek  kuruluslarmmn
bu festivaller i¢in ayracaklari 6denek miktari, biitcelernin yiizde besini gecemez.
Algveris festivalinin -~ baslangic ve  bitis tarinleri ile  festivalin - programi ve uygulama
alani onceden Bakanhga bildirilir.

(3) Bu maddenin uygulanmasina iliskin usul ve esaslar yonetmelikle diizenlenir.
Siirekli indirimli satis
MADDE 10— (1) Siirekli ndirimh satig; seri sonu, sezon sonu, ihrag fazlasi,

kusurlu ve benzeri mallarm, perakende isletmelerce, indirimli fiyattan veya mallarm
fabrika ¢ikis fiyati lizerinden yil boyunca satimasidir.

(2) Sirekli indirimli satig yapan perakende isletmelerin 6n cephesinde ve magaza
iclerinde, kolaylkla goriilebilir ve okunabilir sekilde bu satis tiiriinii gosterir  ya
da cagristrr iarelere yer verilir. Bu ibarelerin ahsveris merkezlerince kullanmu,
icerisinde yer alan perakende isletmelerin tamammm birinci fikra kapsammnda
faaliyet goOstermesine; aligverismerkezi icinde bulunanlar da dahil diger perakende
isletmelerce kullanmu ise satisa sunulan mallarm en az yiizde yetmisinin aym fikrada
belirtilen niteliklere sahip olmasina baghdir.

(3) Sirekli indirimli satisa konu mallar ve ahsveris merkezi yOnetimlerinin bu
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madde kapsammdaki yiikiimlilikleri ille bu maddenin uygulanmasma iligkin diger
hususlar yonetmelikle belirlenir.

Ortak kullammm alanlan

MADDE 11— (1) Ahgveris merkezlerinde, satig alanmm en az binde besine
tekabill eden alanm sosyal ve kiiltiirel etkinlklerin diizenlenmesi amaciyla
ayriimasi zorunludur. Bakanhk, bu orambir katma kadar artrmaya veya yarisma

kadar azaltmaya yetkilidir.

(2) Algveris merkezlerinde, acil tibbi miidahale {initesi, ibadet yeri, bebek bakmm
odasi, ¢ocuk oyun alani gibi ortak kullanim alanlar1 oOlusturulur.

(3) Ablgveris merkezlerinde yer alan ortak kullamm alanlari, engelliler ile
yash ve cocuklarmn ihtiyaglar1 dikkate almarak olusturulur.

(4) Ortak kullanim alanlariile bunlarin niteliklerine, bu alanlara iliskin ortak
giderlere ve bu giderlere katiima, giderlere katilanlarm bilgilendiriimesine ve bu
maddenin uygulanmasina iliskin diger hususlar yonetmelikle belirlenir.

Yer ve raf tahsisi

MADDE 12— (1) Ahgveris merkezlerinde, esnaf ve sanatkar isletmecilerine
rayi¢ bedel tizerinden kiraya verilmek lizere, toplam satis alannm en az ylizde besi
oraninda yer ayrilr. Bu yerler; esnaf ve sanatkar isletmecilerinden yeteri kadar talep
olmamasiveya bosalan yerlerin duyuru tarthinden itbaren yirmi gin i¢inde
doldurulamamas1 halinde, diger talep sahiplerine de kiralanabilir.

(2) Absveris merkezlerinde; geleneksel, kiiltiirel veya sanatsal degeri olan
kaybolmaya yiiz tutmus meslekleri icra edenlere kiraya verilmek iizere, toplam
satis alanmm en az binde liciiorannda yer ayrir. Bu yerlerin kira bedel,
rayi¢ bedelinin dortte birinden fazla olamaz. S6z konusu meslekler, ilgili tist meslek
kurulusunun goriisii almarak Bakanlkca belirlenir ve ilan edilir.

(3) Hizh tiiketim mallarmmn satismmn yapildigi biiylik magaza ve zincir magazalar
le bayi isletme ve 6zel yetkili isletmelerde satig alanlarmm en az yiizde birine
tekabiil edecek sekilde raf alan, magazann bulundugu ilde tiretimesi kaydiyla
cografi isaretli olarak tescil edilen veya cografi isaretli olarak tescil edimemis olsa
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bile meslek kuruluglarmm uygun  gOrisii almarak  ticaret i midiirliiklerince
belirlenen hizh tikketim mali niteligi tastyan yoresel tirtinlerin satisma
ayrilir. Yoresel tirtinlerle  doldurulamayan raf alanlar, diger {irlinlerin  satis1 amaciyla
kullanilabilir.

(4) Bu maddenin uygulanmasma iligkin usul ve esaslar yonetmelikle diizenlenir.
Cahsma saatleri

MADDE 13— (1) Meslege, mevsime ve turizme 6zgii sartlar ve benzeri hususlar
gozetilerek perakende isletmelerin bir kismmmn veya tamammmn cahsma saatleri,
meslek  kuruluglarmm — miisterek  teklifi tizerine  yetkili idarenin  gOriisii almmak
suretiyle vali tarafindan belirlenebilir. Esnaf ve sanatkdr isletmelerinin ¢aligma
saatlerinin  belirlenmesinde, meslek kurulusunca ilgili esnaf ve sanatkdr odasmmn
gortisti alnir.

(2) Ust meslek kuruluglarmmn miisterek ~teklifi izerine, faaliyet kollarma gore
perakende isletmelerin galisma saatlermin bolge veya iikke diizeyinde belirlenmesine

Bakanhk yetkilidir.
DORDUNCU BOLUM
Tedarik ve Dagitim Kooperatifleri ile Perakendeciler Konseyi
Tedarik ve dagitim kooperatifleri

MADDE 14 — (1) Esnaf ve sanatkar isletmelerince satisa sunulan mallarm etkin
bir sekilde piyasadan temini amaciyla esnaf ve sanatkarlarm tiyesi oldugu tedark ve
dagitim kooperatifleri  kurulabilir. Bu kooperatiflerm  kurulusu ve ana sozlesme
degisikligi Bakanlk iznine tabidir.

(2) Kooperatif ortaklarmn en az iki yil kesintisiz olarak 5362 sayih Kanuna tabi
odalara  kayith olmasi sarttr.  Bakanlk; bu  kooperatiflerin  ortaklik sartlarm,
kurulusunda aranacak asgari sermaye miktarmive ortak sayismibelirlemeye, 6rnek
ana sOzlesmelerini  diizenlemeye, giivenli, agik ve istikrarl bir sekilde faaliyet
gostermelerine iliskin diizenlemeler yapmaya yetkilidir.

(3) 5362 sayih Kanuna tabi esnaf ve sanatkarlar meslek kuruluslarmmn ydnetim

ve denetim kuruluiiyeleri gorev  yaptiklari sirece, bu madde kapsaminda
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kurulmus olan kooperatiflerin yonetim ve denetim kurullarinda gérev alamazlar.
Perakendeciler Konseyi

MADDE 15-(1) Perakende ticaretin bu Kanunun amacma uygun olarak
yapilmasmm  saglanmasi hususunda karsiikh bilgi  ve  goriis ahsverisinde bulunmak,
sektore yonelk politka olusturulmasma katki saglamak, sorunlaritespit —etmek,
almacak Onlemleri belirlemek ve ilgili kurum ve kuruluglar arasmda isbirligini
saglamak iizere Bakanhigm koordinatorkigiinde Perakendeciler Konseyi olusturulur.
Yida en az bir kez toplanacak Konseyin sekretarya hizmetleri Bakanlk I¢ Ticaret
Genel Midiirliigii tarafindan yiiriitiilir.

(2) Perakendeciler Konseynin kurulusu ve cahismasma iliskin - giderler ile
harcrah giderleri ve sarr harcamalar Bakanlhk biitcesine konulan 6denekten
karsilanr.

(3) Perakendeciler Konseymin olusumu, calisma usul ve esaslariile diger
hususlar yonetmelikle belirlenir.

BESINCi BOLUM
Gorev, Yetki, Denetim ve Ceza
Gorev ve yetkiler
MADDE 16 — (1) Bakanli;

a) Perakende sektorinin ve perakende isletmeleriniilke genelinde dengeli

bir sekilde yayilmasi, biiylimesi ve gelismesine yonelik g¢alsmalar yapmaya,

b) Tasmmaz ve ikinci el motorlu kara tasitialm satmugibi ticari faaliyetleri
yiriitenlere ~ yonelk mesleki davranig kurallarm belirlemeye  ve  bu  faaliyetlerin
yiiriitiilmesine iliskin diizenlemeler yapmaya,

c) Istatistiki bilgileri derlemeye, diizenlemeye ve yaymlamaya,

¢) Bu Kanunun uygulanmasiyla ilgili olarak olusan tereddiitleri gidermeye,
ikincil diizenlemeler yapmaya ve her tiirlii idari tedbiri almaya,

gorevli ve yetkilidir.
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(2) Bakanlar Kurulu;

a)Bakanhgm tist meslek kuruluglarmm gorislerini de alarak
olusturacag teklifi iizerine, faaliyet konusu ve kollarma gore perakende isletmelerin
acilig ve faaliyete gecisinde, isletme sayisive bunlarm birbirlerine yakmhg, ulasm
imkanlari, isletmelerin cevreye, altyapiya ve trafife getirecegi yiikler ile can ve mal
glivenligi riski gibi ekonomik, sosyal, demografik ve cevresel faktorler agismdan
gozetilecek kriterleri belirleyerek, PERBIS  isyeri agma ve cahlsma  ruhsationay
stirecine dahil edimek iizere belirledigi kriterleri Bakanh@a iletmeye ve bu hususlara

iligkin usul ve esaslartydnetmelikle diizenlemeye,

b) Icisleri Bakanhgmmn teklifi ve Bakanhgn uygun
goriisil iizerine, 14/6/1989 tarihli ve 3572 sayihIsyeri Agma ve Cabsma Ruhsatlarma
Dar Kanun Hikminde Kararnamenin Degistirilerek Kabuline Dair Kanunda
belirtilen diger miiesseseler ile bu Kanunun 2 nci maddesinin ikinci fikrasmdaki
isletmelerin acilis ve faaliyeti ile kapanis islemlerinin PERBIS iizerinden
gerceklestiriimesine  yonelikk konularda karar vermeye ve bu hususlara iliskin usul ve

esaslarryonetmelikle diizenlemeye,

c)Bu Kanun kapsamma giren hizmet sektoriindeki isletmeleri faaliyet konusu,
bulundugu yerlesim yeri veya kollaribazinda, Bakanlgm teklifi iizerine kapsam
dismda tutmaya,

yetkilidir.

(3) Ust meslek kuruluslary, ikinci fikranm (a) bendine gore verecekleri gdriislerini
otuz giin i¢cinde Bakanhga bildirir.

Denetim

MADDE 17-(1) Bakanlk, bu Kanunun uygulanmasi uygulamada ¢ikan
sorunlar Ve sikayetlerle ilgili olarak perakende isletmeler nezdinde denetim yapmaya
yetkilidir.

(2) Yetkili idareler, yetki alanlartyla smirholmak kaydiyla, dogrudan veya
Bakanhign talebitizerine, bu Kanun hikiimleri ger¢evesinde perakende isletmeler

nezdinde 6n  inceleme mahiyetinde olmak {izere gerekli  denetim  ve
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uygulamalar1 yapmak ve onlemleri almakla gorevli ve yetkilidir.
(3) Bumaddenin uygulanmasma iliskin usul ve esaslar yonetmelikle belirlenir.
Ceza hiikiimleri

MADDE 18 —(1) Diger kanunlara gore daha agr bir cezay gerektirmedigi

takdirde, bu Kanunun;

a)6 ncimaddesine aykiri hareket edenlere, her bir magaza ya da subesindeki her

bir aykmrilik i¢in haksiz olarak alman prim ve bedel tutarinda,

b)8 inci maddesinin birinci fikrasma aykiri hareket eden bilyilkk magaza ve zncir
magazalara, her bir magaza ya da subesindeki her bir liriin grubu i¢in on bin Tiirk
lirasi,

€)9 uncu maddesinin birinci fikrastile 10 uncu maddesinin ikinci fikrasma

aykm hareket edenlere bes bin Tirk lirasi,

¢)I1 inci maddesinin birinci fikrasma aykiri hareket edenlere, ayrimasigereken
alandan ayrilmayan her bir metrekare i¢in yrmi bin Tirk liras, aykmrihgm otuz
glinden az olmamak lizere Bakanlik¢ca verilen siire i¢inde giderilmemesi halinde bu
tutarm 1ki kati,

d)11 inci maddesinin ikinci fikrasma aykimri hareket edenlere, her bir aykirilk i¢in
eli bin Tirk liras;, aykriligm otuz giinden az olmamak iizere Bakanlkca verilen
stire icinde giderilmemesi halinde bu tutarm iki kati,

e)12 ncimaddesinin  birinci  ve  ikinci  fikralarma  aykmi hareket  eden
aligveris merkezlerine, ayrilmasi gereken yerden ayriimayan her bir metrekare icin
metrekare bagma diisen rayic kira bedeli tutarmda, aykmihigm otuz ginden az
olmamak iizere Bakanlik¢a verilen siire iginde giderilmemesi halinde bu tutarm iki
kat,

)12 nci maddesinin tigiincii fikrasma aykiri hareket edenlere, her bir magazasiya
dasubesi icin yirmi bin Tirk liras, aykmilign otuz ginden az olmamak iizere
Bakanlkca verilen siire icinde giderilmemesi halinde bu tutarm iki kati,

g)13 iincii maddesine gdre Dbelirlenen calisma  saatlerine  aykimrt hareket edenlere
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bin Tiirk lirasy,

g)16 ncimaddesinin =~ birinci  fikrasmm  (b)  bendine  istinaden  belirlenen
davranig kurallarma ve yapilan diizenlemelere aykiri hareket edenlere {ic bin  Tiirk
lirass,

h)Bu Kanungercevesinde Bakanlk¢a alman tedbirlere ve yapilan ikincil
diizenlemelere uymayanlara ve denetime yetkili olanlarca istenilen defter, belge ve
diger kayitlar ile bunlara iligkin bilgileri vermeyenlere veya eksik verenlere ya da

denetim elemanlarinin gorevlerini yapmalarmmi engelleyenlere iki bin Tiirk lirast,

idari para cezasi verilir.

(2) Birinci fikranm (c), (&) ve (h) bentlerinde ongoriilen cezalar; fiilin biiyiik
magaza, zincir magaza, bayi isletme ve 6zel yetkili isletme tarafindan islenmesi
halinde bes kati, aligveris merkez tarafindan islenmesi halinde ise on katmuygulanir.

(3) Birinci fikrann (g) bendinde 6ngorillen ceza; filin biiyikk magaza, zncir
magaza, bayi isletme ve 6zel yetkili isletme tarafindan islenmesi halinde yirmi kati,
aligveris merkez tarafindan iglenmesi halinde ise el kati uygulanir.

(4) Birinci fikrann (h) bendinde Ongdriilen idari para cezalarmi Bakanhk, diger
idari para cezalarmiise dogrudan veya Bakanhgn talebiiizerine yetkili idareler
uygulamaya  yetkilidir. Idari para cezasiuygulama yetkisi Bakanlkta i¢Ticaret Genel
Miidiirligiine devredilebilir.

(5) Bu maddenin birinci fkrasmn (a), (b), (c), (g), (& ve (h) bentlerinde
belirtilen idari para cezalarmmn verilmesini gerektirir filin  bir takvim yih icinde

tekrar1 halinde, her bir tekrar i¢in iki kat1 idari para cezas1 uygulanir.
(6) Bu Kanuna gore verilen idari para cezalari, teblig tarininden itibaren bir ay
icinde Odenir.
ALTINCI BOLUM
Cesitli Hiikiimler

MADDE 19 -5/6/1986 tarihli ve 3308 sayii MeslekiEgitim Kanununun 30
uncu maddesinin ikinci fikrasmda yer alan “acacaklardan, meslek odalariise isyeri

sahibi olarak tiye kaydi yaptracaklardan, ustalik belgesi istemek
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zorundadrr.” ibaresi “agiiginda, esnaf ve sanatkarlar ile tacirlerin kendilerinden veya
isyerinde her bir meslek dalndacahstirdiklarien az birer ¢alisanndan ustalk belgesi

ya da en az o6n lisans diplomasi istemek zorundadir.” seklinde degistirilmistir.

MADDE 20 - 18/5/2004 tarihli ve 5174 sayih Tirkiye Odalar ve Borsalar Birligi

ile Odalar ve Borsalar Kanununun 102 nci maddesi asagidaki sekilde degistirilmistir.

“MADDE 102- Odaya kayit sirasinda, ticaret siciline
kayith olanlardan 5/6/1986 tarihli ve 3308 sayilt Mesleki Egitim

Kanununda ongoriilen ustalik belgesi veya muadili belgeler istenmez.”

MADDE 21 -7/6/2005 tarihli ve 5362 sayih Esnaf ve Sanatkarlar Meslek
Kuruluglart Kanununun 68  inci maddesinin =~ birinci  fikrasmm  son  cilimlesi

asagidaki sekilde degistirilmistir.

“Sicil ve oda tarafindan, esnaf ve sanatkarlardan kayt swrasmda 5/6/1986 tarihli
ve 3308 sayih MeslekiEgitim Kanununda 6ngoriilen ustalk belgesi veya muadili

belgeler istenmez.”

MADDE 22 - 3/6/2011 tarihli ve 640 sayih Gimrik ve Ticaret Bakanhgmm
Teskilat ve Gorevleri Hakkinda Kanun Hiikmiinde Kararnamenin 9 uncu maddesinin
birinci fikrasmmn (b) bendinde yer alan“, Merkezi Sicill Kayit Sistemini kurmak,
isletmek ve bu sistemin diger kurum ve kuruluslar nezdinde tutulan kayit
sistemleriyle baglanmasma iliskin ¢ahgmalar yiiriitmek™ ibaresi madde
metninden ¢ikarilmig, (f) bendi asagidaki sekilde degistirimis, aym maddeye (1)
bendinden sonra gelmek tizere asagidaki bentler eklenmis ve diger bentler buna goére

teselsiil ettirilmistir.

“f) Elektronik ticarete yonelik diizenlemeler yapmak, bu konuda mevzuatla
verilen gorevleri yerine getirmek, elektronik ticaretin gelisimine iliskin ¢aligmalar

yapmak ve gerekli tedbirleri almak.”

“g) [lgili Kanun kapsaminda, esnaf ve sanatkdr isletmelerinin ticari faaliyetlerini
lgilendiren  hususlarda  ilgili Genel Mudirlikle isbirligi iginde hareket etmek
suretiyle perakende ticarete yonelikk diizenlemeler yapmak, perakende ticarete iliskin
mevzuatla ~ verilen  gorevleri  yerme  getirmek,  perakende  sektoriiniin

saglkl bir sekilde biyiimesi ve gelismesine yonelik cahismalar yapmak ve gerekli
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tedbirleri almak.

g) Sergl, panayr ve tamtim giinleri gbi organizasyonlarm diizenlenmesine izin
vermek ve bu organizasyonlarm  diizenlenmesi ile  faaliyetlerme  yOnelik

diizenlemeler yapmak.
h) Yurt i¢i fuarlara iliskin diizenlemeler yapmak.

1) Merkezi Sicil Kayit Sistemmi, Hal Kayt Sistemini ve Perakende Bilgi
Sistemini kurmak, isletmek, bu sistemlerin diger kamu kurum ve kuruluglari ile kamu
kurumu  niteligindeki  meslek  kuruluglari nezdinde  tutulan  kayt  sistemleriyle
baglanmasma iligkin galismalar yapmak ve gerektiginde bu sistemleri s6z konusu
kurum ve kuruluslarm erisimine agmak ve bu sistemlerce tiretilen istatistiki bilgileri

derlemek ve yaymlamak.”

MADDE 23-640 saylhiKanun Hikminde Kararnamenin 12 nci maddesinin
birinci fikrasmm (b) bendine “bilgi sistemi  olusturmak” ibaresinden  sonra
gelmek tizere* ve bu sistemce tiretilen istatistiki bilgileri derlemek ve
yayimlamak™ ibaresi ile aym fikraya (c) bendinden sonra gelmek iizere asagidaki
bent eklenmis ve diger bentler buna gore teselsiil ettirilmistir.

“c) Perakende ticarete iliskin mevzuat cercevesinde esnaf ve sanatkar
isletmelermin ticari faaliyetine yonelikgaligmalar ve diizenlemeler yapmak ve gerekli

tedbirleri almak.”

MADDE 24 —640 sayih Kanun Hikkmiinde Kararnameye asagidaki ek madde

eklenmistir.

“EK  MADDE 1-(1) Ekh listede yer alan kadrolar ihdas
edilerek 13/12/1983 tarihli ve 190 sayih Genel Kadro ve Usulii Hakkinda Kanun
Hikkmiinde Kararnamenin eki (I) sayih cetvelin Glimriik ve Ticaret Bakanhgma ait
bolimiine eklenmistir.

(2) 190 sayhKanun Hikmiinde Kararnamenin ek 7 ncimaddesi ve merkezi
yonetim biitce kanunlarkkapsammnda yapilacak atamalar digmda, merkezi yonetim
biitce kanunlarmda yer alan kisitlamalara tabi olmakswzin, toplam 3000 adedi
ge¢gmemek lizere Bakanlk tarafindan belirlenecek bos kadrolara atama yapilabilir.”
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Uygulanmayacak hiikiimler

MADDE 25— (1) 2/1/1924 tarihli ve 394 sayih Hafta Tatili Hakkinda Kanun
hikkiimleri perakende isletmeler hakkinda uygulanmaz.

Gegcis hiikiimleri

GECICi MADDE 1-(1) PERBIS kuruluincaya kadar, perakende isletmelerin
acilis ve faaliyete gecis islemleri ilgili mevzuatina gore yiirtitiiliir.

(2) Isyeri agma ve gabsma ruhsati verimesi siirecinde yer alan yetkili idareler ve
ilgili diger kurum ve kuruluslar; Bakanhgm koordinasyonunda, teknik ve personel
altyapilariile gerekli diger hususlart PERBIS kuruluncaya kadar tamamlayarak bilgi
sistemlerini PERBIS’le uyumlu hale getirir.

(3) Perakende isletmelere ait gerekli biitiin bilgiler, kurulmasmndan itbaren en
geg bir yil icinde Bakanhgn koordinasyonunda yetkili idare
tarafindan PERBIS e aktariir. Bakanhk, bu siireyi birer yih gegmemek iizere en
fazla iki defa uzatmaya yetkilidir.

(4) Bu Kanunun vyirirkige girdigi tarih itibaryla yapiruhsati alnis olmakla
birlikte igyeri agma Ve ¢alisma ruhsati almamis olan ahlgveris merkezleri hakkinda 5

inci maddenin yedinci fikras1 hitkkmii uygulanmaz.

(5) Bu Kanunun yiriirlige grdigi tarihten once perakende isletmelerin
almis oldugu isyeri agma ve ¢ahsma ruhsatlar1 gegerliligini korur.

(6) Siirekli indirimli satis yapan perakende isletmeler, bu Kanunun yiiriirkige
girdigi tarihten itbaren iki yil icinde durumlarmi 10 uncu maddeye uygun hale
getirir.

(7) Bu Kanunun yiiriirlige girdigi tarihten 6nce isyeri acma ve ¢alisma
ruhsatt almig olan  aligverismerkezlerinde, 11 inci maddede Ongdriillen ortak kullanim
alanlary, Kanunun yiirlirliige girdigi tarihten itibaren bir yil icinde olusturulur.

(8) Bu Kanunun vyirirlige girdigi tarihten itibaren, ahsveris merkezlerinde
bosalan satis alanlar1 12 ncimaddenin  birinci  fikrasmda  belirtilen orana ulasilana

kadar esnaf ve sanatkar isletmecilerine oncelik verilmek suretiyle kiralanir.

(9) Bu Kanunun vyiriirlige girdigi tarihten itibaren, ahsveris merkezlerinde
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bosalan satis alanlar1 12 ncimaddenin  ikinci  fikrasmda belirtilen orana  ulasilana
kadar gelencksel, Kkiiltirel ve sanatsal degeri olan kaybolmaya yiiz tutmus meslekleri

icra edenlere kiralanrr.

(10) 12 nci maddenin Gigiincii fikrasmda,  hizh tiketim ~ mallarmn ~ satisnn
yapidig biiyiik magaza ve zncir magazalarda yoresel liriinler i¢cin 6ngoriilen raf
tahsisi, bu Kanunun yiirtirliige grdigi tarihten itibaren bir yil i¢inde yapilir.

(11) Bu maddenin altnci, yedinci, sekizinci, dokuzuncu ve onuncu fikralarma
aykmi hareket edenlere, bu Kanunun 18 inci maddesinde ilgili aykiriik
icin Ongorillen  cezalar, aymmaddede belirtilen usul ve esaslar ¢ergevesinde

uygulanir.

(12) Bu Kanunda ongoriilen yonetmelikler Bakanlk tarafindan dokuz ay iginde
yliriirliige konulur.

Yiiriidiik
MADDE 26 — (1) Bu Kanun yaymu tarihinde yiiriirliige girer.
Yiiriitme

MADDE 27 — (1) Bu Kanun hiikiimlerini Bakanlar Kurulu yiiriitiir.
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APPENDIX E

Regulation Concerning Shopping Centers

26 Subat 2016 CUMA Resmi Gazete Sayi : 29636
YONETMELIK
Glimriik ve Ticaret Bakanhgindan:
ALISVERIS MERKEZLERiI HAKKINDA YONETMELIK

BIRINCi BOLUM
Amac¢, Kapsam, Dayanak ve Tammlar

Amac¢ ve kapsam

MADDE 1 —(1) Bu Yonetmeligin amaci, ahgveris merkezlerinin nitelikleri ile

acilg, faaliyet ve denetimlerine iliskin usul ve esaslar1 diizenlemektir.

(2) Bu Yonetmelk, ahsveris merkezlerine iliskin ike ve kurallar ile aligveris
merkezi malki ile yonetimnm, yetkii idarelerm ve diger ilgli kurum ve
kuruluglarin ahsveris merkezlerine iliskin gorev ve sorumluluklarmi kapsar.

Dayanak

MADDE 2 —(1) Bu Yonetmelik, 14/1/2015 tarihi ve 6585 saylh Perakende
Ticaretin Diizenlenmesi Hakkmda Kanunun 3 iinciti, 5 inci, 10 uncu, 11 inci, 12 nci,

16 nc1 ve 17 nci maddelerine dayanilarak hazrlanmigtir.
Tammlar
MADDE 3 — (1) Bu Yonetmeligin uygulanmasinda;

a) Abgveris merkezii 4 {ncii maddede belirtilen niteliklere sahip perakende
isletmeyi,

b) Abgveris merkezi malki: Abgveris merkezinin miikiyetine sahip gergek
ve/veya tiizel kisiyi,

c) Ablgveris merkezi yoOnetimi: Alsveris merkezinin maliki tarafindan aligveris

merkezinin yonetimi konusunda yetkilendirilen ger¢ek veya tiizel kisilerden olusan

birimi,
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¢) Bakanhk: Gilimrik ve Ticaret Bakanhgini,

d) Biiyik magaza: Hangi ad altnda olursa olsun, tiiketim mallarmm kismen veya
tamamen perakende satismin yapildig, en az dort yiiz metrekare satis alanma sahip

isletmeyi,

e) Esnaf ve sanatkdr igletmesi: 7/6/2005 tarihli ve 5362 sayili Esnaf ve
Sanatkarlar Meslek Kuruluslar1 Kanununun 3 {incli maddesmnin birinci fikrasmmn (a)

bendinde tamimlanan esnaf ve sanatkarlarca igletilen isletmeyi,
f) Kanun: Perakende Ticaretin Diizenlenmesi Hakkmnda Kanunu,

g) Perakende isletme: Absveris merkez, biiyllk magaza, zincir magaza, bayi
isletme, ozel yetkili isletme, perakende ticaretle ugrasan difer ticari isletmeler il

esnaf ve sanatkar isletmelerini,

g) Satis alan: Miinhasran biiro amach kullamlan igyerleri ile konaklama,
depolama, iiretim tesisleri/alanlart ve ortak kullanim alanlar1 haric olmak {izere

ahgveris merkezlerinde igyerlerinin toplam alanni,

h) Ust meslek kurulusu: Tiirkiye Odalar ve Borsalar Birligi ile Tiirkiye Esnaf ve
Sanatkarlar1 Konfederasyonunu,

1) Yetkili idare: Isyeri agma ve cahsma ruhsatmi vermeye yetkili belediye veya il

Ozel idareleri ile diger idareleri,

ifade eder.

IKINCI BOLUM
Ahsveris Merkezinin Nitelikleri ve Ruhsatlandirma Siireci
Alsveris merkezinin nitelikleri
MADDE 4 — (1) Algveris merkezinin;
a) Bir yapiya veya alan biitiinliigli i¢inde yapilar topluluguna,
b) En az bes bin metrekare satis alanma,

¢) Iginde en az biri bilyik magaza niteligini tagmak sartryla beslenme, giyinme,

eglenme, dinlenme, Kkiiltlirel ve benzeri ihtiyaglarm bir kismmmn veya tamammnmn
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karsilandi®i en az on igyerme ya da biiylk magaza nitelifi tastyan isyeri bulunmasa
dahi beslenme, giymme, eglenme, dinlenme, kiiltirel ve benzeri ihtiyaglarm bir

kismmin veya tamaminin karsilandig1 en az otuz isyerine,
¢) Bu Yonetmelikte belirtilen ortak kullanim alanlarma,
d) Merkez bir yonetime,
sahip olmas1 gerekir.
Alsveris merkezinin projelendirilmesi ve ruhsatlandirnlmasi

MADDE 5 — (1) Yap1 ruhsati bagvurusunda, 4 tiincii maddenin birinci fikrasmm
(a), (b) ve (c) bentlerindeki nitelikleri tasiyan projeler ahsveris merkez projesi kabul
edilir. Bu projede algveris merkezi ile birlikte baska yapilarm bulunmasi projenin
niteligini degistirmez.

(2) Algveris merkezi projelerinde bu YOnetmelikte belirtilen ortak kullanim
alanlarma yer verilir.

(3) Ablgsveris merkezine yapi ruhsaty, yapi kullanma izin belgesi ve isyeri agma ve
caligma ruhsatmn verme, degistrme ve yenieme yetkisi biliyliksehir olan yerlerde
biiyiiksehir belediyesine; diger yerlerde belediye smirlar1 ve miicavir alanlar i¢inde
ilgili belediyelere, belediye smirlar1 ve miicavir alanlar disinda ise i 6zel idarelerine
aittir.

(4) Absveris merkezi projesi i¢cin yap1 ruhsati verilirken, basvuru tarihinden
itibaren ig is giinli iginde st meslek kuruluslarmin yazihi gorisleri talep edilir.

(5) Ust meslek kuruluslar, talep yazsmn kendilerine ulastigi tarihten itibaren on
bes i gini icinde gorlslerini yazih olarak gonderir. Bu goriisler tavsiye
niteligindedir. Goriis yazilarmda; yapr ruhsatim vermeye yetkili idarenin smirlart
icindeki algveris merkezi sayisy, bunlarm birbirine ve yerlesim yerlerine olan
mesafesi, ulasgim imkanlar, ahgveris merkezinin cevreye, altyaptya ve trafife
getirecegi yikler ile yaratacagi can ve mal giivenligi riski gibi ekonomik, sosyal,
cevresel ve demografik unsurlara yer verilir. Siiresi iginde gorlis verilmemesi halinde
gorlistin olumlu oldugu kabul edilir.

(6) Biiyilksehir belediyesi tarafindan algveris merkezi projesi i¢in yapi ruhsati
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verilirken 1ilgili i¢e belediyesinden de goriis alnabilir. Bu durumda, doérdiincii ve

besinci fikralardaki usul ve esaslar uygulanir.

(7) 4 inci maddenin birinci fikrasmda belirtilen niteliklere sahip olan aligveris
merkezine yap1 kullanma izn belgesi verilir. Kanunun uygulamasmda bu belge isyeri

acma ve ¢alisma ruhsati yerine gecer.

UcUNCU BOLUM
Ortak Kullamm Alanlarna fliskin Ilke ve Kurallar
Ortak kullamm alanlan

MADDE 6 —(1) Absveris merkezinde kullanm ticretsiz olacak sekilde; sosyal
ve kiiltiirel etkinlk alani, acil tbbi miidahale tnitesi, ibadet yeri, bebek bakim odasy,
cocuk oyun alam ve dinlenme alanlar1 ile ortaklasa kullanma, korunma veya
faydalanma i¢cin zorunlu olan diger alanlar olusturulur. Ahgveris merkezi otoparkmmn
misteriler ve algveris merkezi i¢indeki perakendeciler haricinde kullanmim
smrrlandrmak amaciyla abgveris merkezi yonetimi tarafindan, siireli kullanma bagh

licretlendirme yapilabilir.

(2) Ortak kullanm alanlari, engelliler ile yash ve cocuklarm ihtiyaclar1 dikkate
almarak olusturulur.

(3)Ortak kullanm alanlarmmn bu Yonetmelige ve Tirk Standardlar1 Enstitiistiniin
ilgili standartlarma uygun olarak olusturulmasmdan ahsveris merkezi maliki,
amacma uygun olarak kullamimasmdan, bu alanlarda olusabilecek kazalara karsi
gerekli glivenlk tedbirlerinin  almmasmdan ve bu alanlara  iliskin  diger
yikiimliliklerin ~ yerine  getirilmesinden  algveris merkezi maliki ile yOnetimi
miistereken sorumludur.

Sosyal ve Kkiiltiirel etkinlik alam

MADDE 7 —(1) Abgveris merkezinde sergi, sOylesi, tantim ve imza giinleri gibi
sosyal ve Kkiiltiirel etkinliklerin diizenlenmesi amaciyla satis alanmin en az binde besi
oraninda alan ayrir. Bakanhk, bu oram bir katma kadar artrmaya veya yarismna

kadar azaltmaya yetkilidir.
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(2) Sosyal ve Kkiiltirel etkinlikler, etkinlkten en az yedi giin Once algveris

merkezinin goriilebilir yerlerinde ve varsa internet sitesinde ilan edilir.
Acil tibbi miidahale iinitesi

MADDE 8 — (1) Acil tibbi durumlarda ik miidahalenin yapilabilmesi ve ihtiyag
halinde en yakmn hastaneye sevkin saglanabiimesi amaciyla, ahsveris merkezinin
kolay ulasilabilir bir yerinde en az yirmi metrekare biiylikligiinde acil tibbi miidahale
tinitesi olusturulur.

(2) Acil tbbi miidahale fiinitesinin girisinde “Acil Tibbi Miidahale Unitesi> yazsi
ve isareti yer alr. Acil tibbi miidahale iinitesnin yeri yOnlendirme levhalartyla
gosterilir.

(3) Satis alam yirmi bin metrekarenin altmda olan ahsveris merkezinde en az bir
acil tip teknisyeni veya acil tip teknikeri, yrmi bin ila eli bin metrekare olan
aligveris merkezinde en az birer acil tip teknisyeni ve acil tip teknikeri veya acil tip
teknikeri bulunamayan hallerde en az iki acil tip teknisyeni, satiy alam elli bin ila yiiz
bin metrekare olan aligveris merkezinde en az birer acil tip teknisyeni ve acil tip
teknikeri, satig alami yiiz bin metrekare ve lizerinde olan ahsveris merkezinde ise en

az birer acil tip teknisyeni ve tip doktoru bulundurulur.

(4) Acil tibbi miidahale {initesinde Saghk Bakanhg tarafindan belirlenen nitelik

ve miktarda ik yardm malzemesi ve ekipman bulundurulur.

(5) Ablgveris merkezindeki ortak kullanm alanlarmmn ve dort yiiz metrekareden
bliylkk perakende isletmelerin gOriiniir kisimlarma acil tibbi miidahale {initesiyle

iletigimi saglamak amaciyla yeterli sayida acil tibbi durum butonu yerlestirilir.

(6) Bu maddede oOngoriilen hizmetler, 6zel saghk hizmeti veren kuruluslardan
hizmet satin almmak suretiyle de verilebilir.

Bebek bakim odasi ve ¢ocuk oyun alam

MADDE 9 —(1) Abgveris merkezinde kolay ulasilabilir yerlerde, her katta on
metrekareden az olmamak lizere yeterli biiyiiklikte ve sayda, icinde lavabosu, alt
degistirme TUnitesi, emzirme koltugu ve sehpa bulunan, yeterli iklimlendirme ve
hijyen sartlarma sahip yeterli sayida bebek bakim odas1 olusturulur.
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(2) Algveris merkezinde 0-10 yas grubu cocuklarm oyun oynamasi igin yas
gruplarma  gore  ayristrimus  bicimde,  ebeveynlerin  cocuklarmmn  gbzetimini
saglayabilecegi oturma yerleri bulunan, yaralanma ve kazalara karsi gilivenlik
tedbirleri alnmisg, yeterli sayida ¢ocuk oyun alam olusturulur.

Diger ortak kullamm alanlan

MADDE 10 —(1) Satig alam yiiz bin metrekarenin altmda olan ahgveris
merkezinde en az otuz metrekare, yiiz bin metrekare ve istiinde olan ahgveris
merkezinde ise en az elli metrekare biiyiikligiinde, i¢inde lavabosu bulunan, yeterli
iklimlendirmeye ve ihtiyact karsilayacak diger niteliklere sahip, kadn ve erkekler
icin ayr ayr1 olacak sekilde, otopark haricinde olmak iizere ve ahgveris merkezinin
kolay ulasilabilir bir yerinde ibadet yeri olusturulur.

(2) Abgveris merkezinde, ihtiyact karsilayacak nitelk ve sayida dinlenme yeri
olusturulur.

(3) Algveris merkezinde yash ve engelller, kadm, erkek ve c¢ocuklar i¢in ayr
ayrt olacak sekilde, gerekli hijyen sartlarma sahip ve yeterli sayida alaturka ve
alafranga  tuvalet olusturulur.  Ebeveynlerin, ¢ocuklarmmn  tuvalet  ihtiyaglarm
karsilamalarma yardimci olmalarmi saglamak amaciyla en az bir adet bagmsiz
tuvalet olusturulur.

Ortak giderler

MADDE 11 —(1) Ortak kullanim alanlarma iliskin elektrik, su, ismma, yenileme
niteliginde olmayan bakm-onarm, giivenlk ve temizlk gibi belirli donemlerde
tekrarlanan ve algveris merkezinin aynma iligkin olmayan ortak giderler, bu
Yonetmelik ekindeki usul ve esaslara gore hesaplanarak paylastirilir.

(2) Ahgveris merkezindeki perakende isletmelerden, birinci fikradaki ortak
giderler dignda kalan pazarlama ve yoOnetim gibi ortak faydaya yonelik hizmetler
icin kathm payr talep edilebilmesi bu hususun, taraflar arasmdaki sozlesmede
belirtilmis olmasma baghdr. Taraflar arasmdaki sozlesmede aksi belirtimedikge bu
giderler de bu Yonetmelik ekindeki usul ve esaslara gore hesaplanir.

(3) Kiract olarak faaliyette bulunan perakende isletmelerden birinci ve ikinci
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fikrada belirtilen nitelikteki giderler dignda ortak gider adi altmda herhangi bir bedel

talep edilemez.

(4) Birinci ve ikinci fikra kapsammdaki giderler i¢in, bir onceki yiln kesinlesen
giderlermin yeniden degerleme orannda artriimasi suretiyle hesaplanacak muhtemel
gider tutar1 iizerinden avans talep edilebilir. Bu giderler icin avans alnmasi halinde,

avansm ait oldugu yilin sonuna kadar mahsup islemi gergeklestirilir.
(5) Ortak gider katihm paylart Tiirk Lirasi {izerinden hesaplanrr ve 6denir.

(6) Ortak gider katiim paylari perakende isletmelerden yazih olarak talep edilir
ve bu yazida giderlerin tiir ve tutarlar1 ayri ayr belirtilir.

(7) Ahgveris merkezi yonetimince her yil mart ay1 sonuna kadar, bir 6nceki yilmn
ortak giderleri ile ortak kullamm alam gelirlerine iliskin rapor hazirlanarak ahgveris
merkezindeki perakende isletmelere gonderilir. Bu raporda; bu Yonetmelik ekindeki
usul ve esaslara gore her bir perakende isletmeden tahsil ediimesi gereken ve tahsil
edilen ortak gider katihm paylarma, ortak kullanim alanlarmdan elde edilen gelirlere
ve ortak gider katlim paymndan yapilan 6demelere iliskin bilgiler ile her bir gider
tirli icin ortak gider hesaplamalarma yer verilr. Perakende isletmelerce talep
edimesi halinde, ortak kullanim alanlarmdan elde edilen gelirler ile ortak gider
katlm paylarmdan yapilan Odemelere iligkin belgelerin  birer Ornegi ahgveris

merkezi yonetimince perakende isletmelere verilir.

(8) Ortak gider katihm paylarn tahsilat amaci dismda kullanilamaz.  Ortak
kullanim alanlarindan elde edilen gelirler ortak giderlerin karsilanmasinda kullanilir.

(9) Albgveris merkezi i¢indeki perakende isletmeden, bu Yonetmelik ekindeki
usul ve esaslara gore yapilan hesaplama sonucunda tahsil edilmesi gerekenden daha
az ortak gider katiim payr tahsil edimesi durumunda, tahsil edimeyen kisim isyeri

malikince karsilanir.

(10) Kiraya verilmemis isyerlerine ait ortak gider katlim paylari bu igyerlerinin

maliklerince karsilanir.

(11) Bu maddenin uygulanmasmdan ahsveris merkezi maliki ile yOnetimi

miistereken sorumludur.
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DORDUNCU BOLUM
Yer Tahsisine Iliskin Ilke ve Kurallar
Yer tahsisi

MADDE 12 — (1) Algveris merkezinde;

a) Esnaf ve sanatkar igletmecilerine rayig bedel iizerinden kiraya verilmek iizere,

toplam satis alanmin en az yiizde besi oraninda,

b) Geleneksel, Kkiiltiirel veya sanatsal degeri olan kaybolmaya yiiz tutmus
meslekleri icra edenlere, en fazla rayic bedelinin dortte biri tutarmda kiraya verimek

iizere, toplam satiy alanmin en az binde ii¢ii oraninda,
yer tahsis edilir.

(2) Bu maddenin uygulanmasmdan ahsveris merkezi malki ile yOnetimi

miistereken sorumludur.

Rayi¢ bedel tespiti

MADDE 13 — (1) Tahsis edilen isyerlerinin rayic kira bedeli ahsveris merkezi
malikince tespit edilir.

(2) Rayic bedelin tespitinde, tahsis edilen isyerinin biylkkigli ve aligveris
merkezi i¢cindeki konumu, algveris merkezinin biyiikligi ve bulundugu yer,
potansiyel is hacmi ve ciro gibi hususlar dikkate alnir.

Tahsis edilen isyerlerinin duyurulmasi

MADDE 14 —(1) Tahsis edilen igyerlerine ilisgkin kiralama duyurusu, ilgili st
meslek kurulusuna ve tyelerine duyurulmak iizere o ilin esnaf ve sanatkarlar odalar

brrligine ahsveris merkezi yonetimince yazli olarak gonderilir.

(2) Kiralama duyurusu, ilgili esnaf ve sanatkarlar odalari biligi ve ilgili st
meslek kurulusu tarafindan yazmm kendilerine ulastigi tarihte, ahgveris merkez
tarafindan ise yaznm gonderildigi tarihte kendi nternet sitelerinde ilan edilir.

(3) Kiralama duyurusunda aligveris merkezinin adi, adresi, kiraya verilecek

isyerine ait bilgiler, rayic kira bedeli, bagvuru adresi ve son basvuru tarihi ile bagvuru
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icin gerekli belgeler belitilir.

(4) Kiralama duyurusunun ilgili tst meslek kurulusuna ulastigi tarth, duyuru
tarihi kabul edilir.

(5) Birinci ve iglincli fikrann uygulanmasmdan ahsveris merkezi yOnetimi

sorumiudur.
Basvuru

MADDE 15 —(1) Tahsis edilen igyerlerinin kiralanmasma iligkin bagvurular

yazili olarak aligveris merkezi yOnetimine yapilr.

(2) Basvuru yazisma, esnaf ve sanatkar siciline kayith olunduguna dair belge ile

kiralama duyurusunda belirtilen belgeler eklenir.

(3) Basvuru, aligveris merkezi yonetimince kayt altma alnr ve bagvurunun
yapildigm gosterir bir belge diizenlenerek bagvuru sahibine verilir. Bu belgede,

bagvurunun tarihi ile taraflarin adi, soyadi, unvani ve imzasi yer alr.

(4) Basvuru kayt ve belgeleri ile rayic bedel hesaplamalar1 ahsveris merkez

yonetimince, basvuru tarihinden itibaren bes yil siireyle saklanir.
Kiraya verme

MADDE 16 — (1) Bagvurular1 degerlendirmeye ve tahsis edilen igyerlerini kiraya
vermeye abgveris merkezi maliki yetkilidir. Bu igyerleri, usuline uygun basvuru
yapan ve kiralama sartlarmi kabul eden esnaf ve sanatkar isletmecileri ile geleneksel,
kiiltire] veya sanatsal degeri olan kaybolmaya yiiz tutmus meslekleri icra edenlere

kiralanir.

(2) Esnaf ve sanatkar isletmecilerine tahsis edilen igyerlerine yeteri kadar talep
olmamasi veya bosalan yerlerin, bu Yonetmeligin 14 tiincii maddesine gore yapilan
duyuru tarthinden itbaren yirmui giin icinde doldurulamamasi halinde, bu igyerleri
diger talep sahiplerine kiraya verilebilir.

(3) Bu maddenin uygulanmasmdan ahsveris merkezi malki ile yOnetimi

miistereken sorumludur.
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Kaybolmaya yiiz tutmus mesleklerin tespiti ve ilam

MADDE 17 — (1) Geleneksel, kiiltiirel veya sanatsal degeri olan kaybolmaya yiiz
tutmus meslekler, ilgili list meslek kurulusunun goriisii almmak suretiyle Bakanlikca

belirlenir.

(2) Birinci fikraya gore belirlenen meslekler Bakanhgm mternet sitesinde ilan
edilir ve ilgili iist meslek kurulusuna yazli olarak bildirilir.

BESINCI BOLUM
Cesitli ve Son Hiikiimler
Alsveris merkezinin siirekli indirimli satis ibaresini kullanmasi

MADDE 18 - (1) Sirekli indirimli satig tiriini gosterir ya da cagristrr
ibarelerin ahsveris merkezince kullanmm, i¢indeki perakende isletmelerin her birinin
strekli indirimli satiy yapmasma baghdr. Bu ibarelere, abgveris merkezinin 6n

cephesinde kolaylikla goriilebilir ve okunabilir bir sekilde yer verilir.

(2) Beslenme, eglenme, dinlenme, kiiltirel ve benzeri hizmetlern ve/veya hizh
tiketim mallarmm satigmi  yapan lokanta, sinema, berber, terzi ve market gibi
perakende isletmeler ile niteligi itbartyla siirekli indirimh satig  tlirtine  uygun
olmayan diger perakende isletmeler birinci fikranin uygulanmasinda dikkate almmaz.

(3) Abgveris merkezince siirekli indirimli satig tliriinii gOsterir ya da cagrigtirr
barelerin  usuliine uygun kullamimasindan ahgveris merkezi malki ve yOnetimi
miistereken sorumiudur.

Giivenlik hizmeti
MADDE 19 — (1) Algveris merkezinin otopark dahil her tirli baglanti ve
eklentileri ile giris ve cikislarmda 10/6/2004 tarihli ve 5188 sayih Ozel Giivenlik

Hizmetlerme Dair Kanun ve ilgii mevzuati g¢ercevesinde 06zel giivenlik hizmeti

saglanr.

(2) Abgveris merkezinde bebek bakim odasi ve tuvalet gbi niteligi itibariyla
kaytt altma almmasi uygun olmayan alanlar dismdaki ortak kullanm alanlart kamera
lle kayt altma alnr ve bu kaytlar en az otuz giin siireyle saklanr. Bu kayitlarm
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saklanmasindan algveris merkezi yonetimi sorumludur.
Denetim ve ceza hiikiimleri

MADDE 20 —(1) Bakanlk, bu YoOnetmeligin uygulanmasi, uygulamada ortaya
cikan sorunlar ve sikayetlerle ilgili olarak ahsveris merkezleri nezdinde denetim
yapmaya yetkilidir. Bakanlk bu yetkisini tasra teskilati araciigiyla da kullanabilir.

(2) Yetkili idareler, Bakanhgn talebi iizerme bu YOnetmelik hiikiimleri
cercevesinde, ahgveris merkezleri nezdinde ©n inceleme mahiyetinde denetim

yapmakla gorevlidir.

(3) Yetkili idareler tarafindan ikinci fikra kapsammnda yapilan denetimin
sonuglar,, denetimin sonuglandigy tarihten itibaren on bes giin icinde il miidiirligiine
bildirilir.

(4) Kanunun 18 inci maddesinin birinci fikrasmm (h) bendinde ©Sngoriilen idari
para cezalarmn Bakanhk, diger bentlerinde Ongoriilenleri ise Bakanhgmn talebi
tizerne yetkili idareler uygulamaya yetkilidir. Bakanhk idari para cezasi uygulama
yetkisini, merkezde I¢ Ticaret Genel Miidirliigiine, tasrada i miidiirkigine

devredebilir.
Gegcis hiikiimleri

GECICi MADDE 1 —(1) Kanunun yiiriirliige girdigi 29/1/2015 tarihi itibarryla
faaliyette olan aligveris merkezleri, 4 incii maddenn (¢) ve (d) bentlerindeki
nitelikleri bu Yonetmeligin yiiriirliige girdigi tarihten itibaren bir yil i¢inde saglar. Bu
fikra geregince aligveris merkezlerinde yapilacak tadilatlarm  yap1 ruhsatmmn
yenilenmesini  gerektirmesi durumunda ruhsatlandrma, ahgveriy merkezine yapi

ruhsatin1 vermis olan idare tarafindan yapihr.

(2) Perakende Bilgi Sistemi uygulamaya geginceye kadar yapi kullanma izin
belgesi verilen algveris merkezlerine iliskin gerekli bilgler, yap1 kullanma izin
belgesinin diizenlendigi tarihten itibaren on bes gin i¢inde, halhazirda faaliyette
olan ahgveris merkezlerine iliskin gerekli bilgiler ise bu Yonetmeligin yiirtirliik
tarihinden itibaren iic ay icinde yetkili idare tarafindan yazh olarak Bakanlk I¢

Ticaret Genel Miidiirliigiine bildirilir.
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(3) Bu Yonetmeligin yiiriirlige girdigi tarihten itbaren ahgveris merkezlerinde
bosalan satis alanlar, esnaf ve sanatkar isletmecilerine kiralanmak {iizere tahsis
edilmesi zorunlu orana ulasana kadar, 12 nci, 13 incii, 14 {incli, 15 inci ve 16 nc1
maddelerde belirtilen usul ve esaslara uygun olarak esnaf ve sanatkar isletmecilerine

oncelik verilmek suretiyle kiralanir.

(4) Bu Yonetmeligin yiirlirlige girdigi tarihten itibaren ahsveris merkezlerinde
bosalan satiy alanlari, geleneksel, kiiltlirel ve sanatsal degeri olan kaybolmaya yiiz
tutmus meslekleri icra edenlere kiralanmak {izere tahsis ediimesi zorunlu orana
ulasana kadar, bu meslekleri icra edenlere 12 nci, 13 {incti, 14 tincii, 15 inci ve 16 nc1
maddelerde belirtilen usul ve esaslara uygun olarak kiralanir.

Yiiriidiik

MADDE 21 — (1) Bu Yonetmelik yaymu tarihinde yiiriirliige girer.

Yiiriitme

MADDE 22 —(1) Bu Yonetmelik hikiimlerini Giimrik ve Ticaret Bakan
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