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ABSTRACT

CITY BRANDING / IMAGE BUILDING AS A NEW PARADIGM:
THE CASE OF ESKISEHIR

Kog, Evrim
PhD. Department of City and Regional Planning
Supervisor: Prof. Dr. Ayda Eraydin

May 2018, 394 pages

In the last three decades cities have become the nodes of the global economy by
enhancing their own competitive capacities; through improving their capabilities
with respect to human capital, innovation, and creativity. They have struggled to
become successful in competitive conditions as they have been following several

strategies including urban branding, brand management and creating a new image.

In Turkey, 2023 Tourism Vision identified 19 cities as candidates of cities with
brands; therefore it introduced plans, projects and strategies related to these cities.
City branding has become a popular discourse in Turkey, from very small sized
towns to metropolitan cities, and almost every mayor has made a “brand city”

declaration as they have used it as a propaganda item.

This thesis attempts to investigate the process of the city branding efforts and its
outcomes through a case study research on Eskisehir. Eskisehir is chosen as the case
study area since it is a successful example of creating city brand/image in Turkey.

The study introduced in this thesis concentrates on the question “How was Eskisehir



able to create a new city image/brand?” which aims to contribute to the existing

literature and the policies and practice of the cities striving for city branding.

The findings of the thesis emphasize four issues: First, Eskisehir has built its city
branding strategy upon “livable city” through emphasizing “life-cCity-living” themes
and projects, which is more truthful and genuine than the discourses on “being a
global city”. Second, a “strong and successful management and leader image” is
important in city branding of the Eskisehir case. Third, the findings indicate that it is
possible to build a brand not only through international and national projects but also
by local plans, projects and activity patterns. Last, contrary to the general
understanding, a city branding policy can be successful even if it is focused on the

national but not the global level.

With respect to findings, the thesis underlines two issues, which may contribute to
city branding policies and strategies: the first, the need for consideration of “urban
life quality, quality of life, livability, human development” while designing
competitive and city branding strategies; and the second defining a management
based on collaborative work under a strong leadership in a successful city branding

policy and practice.

Keywords: City branding, image building, city image, city marketing, city planning
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YENI BIR PARADIGMA OLARAK KENT MARKALASMASI / IMAJ
YARATMA: ESKiSEHIR ORNEGI

Kog, Evrim
Doktora, Sehir ve Bolge Planlama Boliimii

Tez Yoneticisi: Prof. Dr. Ayda Eraydin

Mayis 2018, 394 sayfa

Son otuz yilda sehirler, insan sermayesi, yenilik¢ilik ve yaraticilik ile ilgili
yeteneklerini gelistirmek yoluyla, kendi rekabet kapasitelerini arttirarak kiiresel
ekonominin diigiimleri haline geldiler. Kentsel markalagsma, marka yonetimi ve yeni
bir imaj olusturmay1 kapsayan cesitli stratejileri izleyerek rekabet kosullarinda

basarili olmak igin ¢aba sarf ettiler.

Tiirkiye’de 2023 Turizm Vizyonu, marka kent aday1 olarak 19 kent belirledi, boylece
bu sehirlerle ilgili planlar, projeler ve stratejiler giindeme gelmis oldu. Kent
markalagmas1 Tiirkiye’de c¢ok kiiciikk Olgekli sehirlerden anakent sehirlere kadar
yaygin bir sdylem haline geldi ve neredeyse her belediye baskani propaganda

malzemesi olarak kullandig1 “marka sehir” beyanlarinda bulundu.

Bu tez, kent markalagsma ¢abalarini ve sonuglarin1 Eskisehir tizerine bir 6rnek olay
incelemesi yoluyla arastirmaya ¢alismaktadir. Tiirkiye’de sehir markasi/imaji
yaratma konusunda basarili bir 6rnek oldugu i¢in Eskisehir, 6rnek olay incelemesi
igin secilmistir. Bu tezde sunulan galisma, “Eskisehir, nasil oldu da yeni bir kent

imaji/markasi yaratilabildi?”” sorusuna yogunlasarak, markalagma i¢in ¢aba gdsteren
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kentlere yonelik mevcut yazin ve politikalar ile uygulamalara katkida bulunmay1

amaclamaktadir.

Tezin bulgular1 dort konu tizerinde durmaktadir: Birincisi, Eskisehir, “kiiresel bir
kent olma” séylemlerinden daha gergek ve 6zgiin bir sekilde, “hayat-sehir-yasamak”
temalarina ve projelerine vurgu yaparak “yasanabilir kent” lizerine kent markalagsma
stratejisini insa etmistir. ikincisi, Eskisehir drnegindeki kent markalasmasinda bir
“giiclii ve basarili ydnetim ve lider imaj1” énemli yer tutmaktadir. Ugiincii olarak,
bulgular sadece uluslararasi ve ulusal projelerle degil, yerel planlar, projeler ve
faaliyet bigimleri ile de bir marka olusturmanin miimkiin oldugunu goéstermektedir.
Son olarak, genel anlayisa aykiri olarak, bir kent markalama politikasi, kiiresel

diizeyde olmay1p, ulusal diizeyde olsa da basarili olabilir.

Bulgular ile ilgili olarak, tez, markalasma politikalarina ve stratejilerine katkida
bulunabilecek iki konunun altin1 ¢izmektedir: Birincisi, rekabet¢i ve marka sehir
stratejileri tasarlanirken “kentsel yasam kalitesi, yasam kalitesi, yasanabilirlik, insani
gelisme”nin dikkate alinmasi ihtiyaci, ikincisi de basarili bir kent markalasma
politikas1 ve uygulamasinda giiclii bir liderlik altinda isbirlik¢i ¢aligmaya dayali bir

yonetimi tanimlamaktadir.

Anahtar Sozciikler: Kent markalagmasi, imaj yaratma, kent imaji, kentin

pazarlanmasi, kent planlama
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CHAPTER 1

INTRODUCTION

1.1.  The Context and the Aim of the Study

Cities in the modern period did have the role in national level in a nation-state
system. As a result of a new stage of capitalism defined by globalization and
internationalization, the perception of time and space has changed which has made
changes in consumption patterns of people, changes in traveling practices of people
in cities in the network society. As the changes have become more visible in the
speed of accumulation of money, commodity, and people, the cities have gained
different roles and they have started to reform themselves according to the global
system and cities have started to join the global system by developing different
models for the integration. This results in cities starting to become the part of the
globe through creating their own competitive power. Therefore, the cities have
started to compete with each other, to be creative and innovative and have struggled
to renew their urban environment. In this reform process, various concepts are
introduced to place the cities on the global scale such as entrepreneurship, competing
cities, competitor cities, marketing cities, becoming destination, selling cities,
creation of images, commaoditization of cities, cities becoming consumption meta,

having consumers of cities, advertising cities, producing logos for cities, etc.

The competition between cities results in various renewal projects, strategic plans,
spatial plans, mega-events in order to make changes in the city physically, socially,
culturally, to create a new appearance, faces, and to build images for their future and
development. Therefore, cities work for their integration into the global economy in



different or similar ways according to their capabilities and potentials. These
capabilities and potentials are mainly based on the characteristics and identities of
cities; therefore, in the way to integration to the globe, the cities had to find their own
creative strategies. Some of them have heritage from the past; therefore, they focus
on conservation and restoration projects and flourishing the city through tourism.
Some cities have more technological capacities and try to renew their urban space
through technological, intellectual, economic or industrial developments. Some cities
improved their artificial and architectural elements, and some developed their natural

resources.

City branding is one of the instruments of such strategies accepted by city managers,
politicians, residents; moreover, it is a subject of the studies of academicians as well.
In the global context, the dominant approach in city branding relies on emphasizing
competition, being a global city, being important, being number one, creating a
strong image, hosting international events, dominating the world and serving the
world. That is, the cities try to create their brands/images through their increasing
role of globalization towards competitiveness and define city imaging as a tool of

local economic development.

The literature shows that various terms have been used in order to define the
branding process, such as becoming brand, branding cities, creating a brand, brand
cities, the brand identity of cities, brand image of cities, etc. In other words, the age
of globalization makes the cities to define the way to brand themselves through their
differences. Nowadays the concept of city branding has become a new means of
economic development. Therefore, the cities, their managers, inhabitants, investors,
and visitors frequently spell the word “brand” with the cities they manage, live,

invest or visit.

The existing literature on city branding focuses on city branding process in order to
create attractiveness of cities for various target groups, residents, visitors, investors,
etc. In other words, in the literature, the discussions of city branding are mostly

developed around becoming dominant and attractive on a global scale. For this aim,
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the cities use their artificial and natural elements in tourism, history, geography,
industry, education, architecture, etc. Since branding is the issue of a different scale,
countries, regions, metropolitan areas, middle and small-sized settlements are
interested in it. The cities use logos, projects, strategies, plans, organizations, events,
etc. through urban branding or brand management for reaching their visions about
their city brands in various assets such as culture, tourism, business, etc. Moreover,
the literature also shows these attempts can have positive or negative outcomes in
different areas, such as the economy, society or space. Therefore, various

stakeholders involved in the process of city branding.

The process of place branding is described through three main concepts of
Kavaratzis and Ashworth (2006) which are brand identity, brand positioning and
brand image. The stakeholders of city branding construct the brand identity through
different strategies, tools, projects, implementations. For example, they prepare
strategic plans for branding, or they use websites and billboards to declare their
slogans. In order to affect the target group by differentiating their cities through their
city identities, they position the brand in a competitive place. For example, Paris is
known for being a city of “love and romantic”. When the brand is perceived by the
people (users/consumers), their perception constitutes the brand image. A city can
have both internal and external target groups, and the brand image can be developed
through media, newspapers, personal observations, hearsays, etc. Brand image is a
critical subject in order to build a new image for the city, branding cities and

designing or promoting the city identity.

While in the world, the cities struggle to increase their competitive power via
city/place branding and management procedures, Turkey also has the cases of city
branding efforts from different scales of cities. In Turkey, we generally see that city
branding process relies on something that is specific to regions, cities, and also small
settlements. Interestingly, local leaders of municipalities (mayors), national leaders,
and head of NGOs, writers in newspaper, academicians and students in universities

have all been interested in this paradigm of “city branding”. Being a city with a



brand is seen something popular, prestigious and eligible for their cities.

Among the Turkish cities, the case of Eskischir stands out as a different city branding
case that aims to brand the city through meeting the needs of the basic society, with
the vision or goal of being a “European City”, which is quite different than most of
the world examples. European city refers to a city that ensures these human needs,
which deserves attention. Therefore, in this dissertation Eskisehir is selected as the
lab area for being a case showing unique efforts in creating brand/image at a national

level from the beginning of the 2000s.

Shortly, the branding process on living conditions and livability has been observed
rather than emphasizing the competitive power of branding the city at a national or
global level through municipality projects on an urban scale. This was not an only
economic development-oriented branding, but also aimed to improve the local living
conditions and create some new living areas and different places in the city, but not
for especially attracting tourists; then the result is the increase in life quality and
livability for the people living in the city. This is a locally focused and initiated
policy on city branding but it has also given birth to making Eskisehir a model city

with a brand of livability at a national level.

The main argument of this thesis is that Eskisehir has pursued a unique branding
strategy through supporting the living conditions which means acquiring a variety of
social, cultural and physical equipment and being fed by a more modern set of
facilities since 1999 the year when Prof. Dr. Yilmaz BUYUKERSEN started his
career in Eskisehir Metropolitan Municipality as a Mayor, and declared the city as a
European city. This strategy that transformed the city through the promotion of living
conditions and facilities, made the city attractive and led to a clear difference with
respect to living conditions compared to classical “Anatolian” cities. Therefore, the
main task of this thesis is to “make a critical evaluation of city branding” through the
experience of Eskisehir case limited with the territories of Tepebasi and Odunpazari
Municipalities and their implementations since 1999. Through this critical

evaluation, the aim is to contribute to the city branding literature.
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1.2.  Research Questions of the Study

In this regard, the study of this dissertation started in the light of this main research

question:

“How can we explain what happened in Eskisehir from the perspective of city

branding?”

On the way to understand and analyze this main research question, the research
questions of the dissertation are formulated on three issues: the process of city

branding, stakeholders and the product.

The questions that are used to analyze the process of city branding in Eskisehir are as

follows:

e How has the city branding of Eskisehir been created/put into the agenda of
the city?

e How did the city branding of Eskisehir start and how has it been evolving
since then?

e What are the strategies, policies, plans, programs pursued in the city?

e What are the three brand components “identity, positioning and image” for
Eskisehir according to the definition of Kavaratzis and Ashworth (2006)?

e What is the focus of city branding of Eskisehir from the point of the product
and assets? (History, culture, built up area, traditional area, music,
handcrafting, projects, iconic buildings, flagship projects, major events etc.)

e What is branded? What kind of image/brand has been created?

The questions that are used to analyze the stakeholders of city branding in Eskisehir

are as follows:

e Who are the stakeholders of city branding of Eskisehir?



Who does brand the city of Eskisehir? Who are the stakeholders in local
municipalities?

In which ways are those local municipalities placed in the city?

What are the roles of local municipalities in city branding?

What have the participation methods/strategies/tools of different groups been
in city branding?

What has been done from the point of management and governance?

What has been done from the point of leadership? Who has been leading in
this process?

How do they cooperate?

The questions that are used to analyze the product of city branding in Eskisehir are as

follows:

1.3.

In what ways the city and branding of Eskisehir as a product have been
considered by different groups of people?

How do the city residents evaluate the city?

How do the university students evaluate the city?

How do the visitors evaluate the city?

What are the differences in the evaluation of city brand image from the point
of the levels of experiencing the city?

What is the satisfaction of these groups like?

The Structure of the Study

Starting with the research questions mentioned above, the dissertation is organized

into seven chapters.

In the first chapter, context, aim, research questions and the structure of the study is

introduced.



The second chapter consists of the literature review. The chapter aims to give the
main description of city branding by defining different concepts, examining the roots
of city branding concept, and introducing the assets of city branding both
theoretically and empirically. Moreover, this part also aims to introduce the

components of city branding that are process, stakeholders, and product.

The third chapter includes the introduction of the case study which explains the
reasons for studying the Eskisehir case and also defines the characteristics of the city
through the changes of the identities of city as a process, that is the story of a city
shifting from a pre-Republican town to a Republican town, to an industrial one, to a

university city, and at last to a European livable city.

The fifth chapter is organized to introduce the different methodologies used. Four
types of data gathering methods (documentary-desk research, questionnaire, in-
depth-interview, focus-group interview and personal observation) and three type of
analysis techniques (process analysis, stakeholder analysis, and product analysis), the
following figure describes the main frame of this thesis.in in the case study. The
main method of the thesis is case study analysis: the case of Eskisehir as having a
growing city branding effort as a new development paradigm. The design of the case
study is described in three parts which are the process, stakeholder, and product. The
analysis and the methods in data collection, data assessment, and data evaluation are
described in this chapter: historical flowchart, media analysis, mind-mapping, focus-
group interviews, semi-structured interviews, stakeholder map, life story analysis,

questionnaire-interviews.

Research findings of the case study which looks at Eskisehir critically from the point
of city branding are all shown and illustrated in the sixth chapter. In this chapter, the
Eskisehir case is examined with the reference of research questions in order to test
the hypotheses, and in the main three parts of the study: process, stakeholder, and

product.



In the last chapter, the evaluation and critics of the research results are given in terms
of their contribution to the future vision of Eskisehir and the global agenda, city

branding/image building and the literature as well.

- CITIES CREAT BRANDS / IMAGES THROUGH
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n | LITERATURE
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CHAPTER 2

CITY BRANDING

To begin with the definition of brand, the American Marketing Association describes
brand as a “name, term, design, symbol, or any other feature that identifies one
seller’s good or service as distinct from those of other sellers.” (Dictionary of
American Marketing Association, 2012). In the historical development of brand, it
was firstly used in signing in any product or work in order to define its owner,

producer or place of production (Cigek, 2006: 456; cited in Ipar, 2011: 49).

== Producer or service provider —|(E——— Others

‘ competition

product or service

T

consumers

*physical needs
+psychological needs

&

BRAND

«functional attributes
> :
+symbolic values

Figure 2. 1. Definition of Branding
Source: Author’s Personal Rendering and Graphing based on Hankinson and
Cowking (1993)



Hankinson and Cowking (1993:10; cited in Kavaratzis, 2004: 65) define brand as “a
product or service made distinctive by its positioning relative to the competition and
by its personality, which comprises a unique combination of functional attributes and
symbolic values”. They point out establishing a relationship between the brand with
its functional attributes and symbolic values and the consumer with their physical
and psychological needs (Hankinson and Cowking 1993: 10; cited in Kavaratzis,
2004: 65). Therefore, we understand that in branding there are products, producers,
consumers, relations between these components and differentiating from other

products through the competition between them.

When we speak of a brand of a city, we see that cities have their brands and images
also in Ancient times in their conjectures. Cities show various layouts and functions
from their nomadic existence to agricultural revolution, and then commercialization,
industrialization and urbanization, and then globalization. As the places of
settlement, communication, government, economy, science, culture, art and
socialization, cities have shaped their territories spatially and functionally. They
included their own structure, networks, buildings and society through making
changes in urban form. These urban forms have probably brands and images in their
times also. Therefore, distinguishing from others as having attractive is not a new
phenomenon for cities. Although it was not the brand what we call today, in old
times, mobility between cities, regions and nations had created great images in some
settlements, such as Great Pyramid of Gizah in Egypt, Hanging Gardens of Babylon,
Statue of Zeus at Olympia, Temple of Artemis at Ephesus, Mausoleum at
Halicarnassus, Colossus of Rhodes, Lighthouse of Alexandria, The Grand Tour (16"
century, London, Paris, Venice, Florence, Rome), Silk Road (from Europe through
Egypt, Somalia, the Arabian Peninsula, Iran, Afghanistan, Central Asia, Pakistan,
India, Bangladesh, Java-Indonesia, and Vietnam), Ancient Greek Coinage (Odyssey,
Olympus, Miletus, Prienne), settlements in Mesopotamia (Summer, Akad, Babylon,
Assure, Ziggurat), Knossos, Athens, Rome, Mecca, Medina, Jerusalem, Alexandria,
Urfa.
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In further centuries through Renaissance, utopias, and architectural structures,
cities had images or brands in a sense, through implementations in Renaissance
(14™ to 17" century) shaping of urban space by architects, geometric cities,
structures and spaces such as Rome; utopias in city planning, Garden City of
Ebenezer Howard, Radiant City of Le Corbusier, organic architecture of Frank Lloyd
Wright; monumental type of implementations such as Eiffel Tower (1889-Paris),
Louvre Museum (1793), Kremlin Palace, The Coliseum in Rome, The Great Wall of
China, Hagia Sophia in istanbul, Taj Mahal, Chichen Itza. Urban literature became
a popular phenomenon during the 1980s. Transforming from industrial cities to
the postindustrial era from the images of economic problems, pollution, negative
immigration and social unease towards clean streets, high-tech industry and residents
with high socio-economic status (place marketing); reconstruction, revitalization,
renewal, redevelopment, regeneration, restructuring, new built environment, urban

rehabilitation, renovation such as Haussmann’s renovation of Paris in the 1800s.

But now city branding is a global phenomenon. In modern times, nation-state is
the definite of cities; cities are dependent to the nation-state, as generally industrial
cities. Through globalization cities are not defined through nation-states, but through
integration to global agenda. Now, cities both try to sell their products, etc. to inside
and outside the city (for domestic consumption and export), and also draw attraction
of investors from outside. Now, cities both try to sustain economic reconstruction in
reality through revitalization, buildings, etc., and also try to create images/brands
virtually: multi-sport events, friendships between cities, skyscrapers and iconic
buildings. Local municipality leaders have more responsibilities and power on city
images and brands. Moreover, technological improvements contribute the effect of

branding strategies on cities.

Literature focused on the emergence of city branding emphasizes the importance of
competitiveness which has its roots in globalization. In the way to understand
“where city imaging stands”, firstly the globalization is handled in this part

through the main question of “What globalization changed in cities?”; in this

11



respect, the literature of the globalization and its consequences are handled, and then
it is focused on the literature of city branding.

2.1. Increasing Role of Globalization towards Competition and Impacts on
Cities

Contemporary world has experienced many transition processes; the size, form and
function of the cities have been reshaped through these critical transformations: from
industrial society to information society, from the production type of Fordism to
flexible production systems, from nation-states to globalized world, from modernity
to post-modernity, etc. (Tekeli, 2002). Industrial revolution with its characteristics of
capitalism and Fordism production mode, through the process of modernism there
became changes in cities in the way to become industrial cities. However, through
information revolution that is technological changes and globalization with time-
space compression, and the process of postmodernism, there became changes in
cities in reproduction areas of the new way of the flows of capital, people, product,
information. This resulted in a competitive arena for cities in integrating to the
globalized world; therefore, some of the cities have become world cities, some
learning regions, some techno poles, etc.; however, there also occurred inequalities
between cities, regions. This, maybe, strengthened the process of competition and
affected the actors’ behaviors on competition and urban management. Competition
exists in this contemporary world, and as a new way of competition, cities create
their images, brands in marketing themselves to the globalized arena as an urban

management tool.

In order to understand today’s cities, which are the subjects of imaging, marketing
and branding, it should be better to start with the background of this phenomenon. In
the 1980s, there occurred economic, political, social, cultural and physical / spatial
changes in the world. Through the crisis of the 1970s, the globalization process
started, neo-liberal policies get activated, public sector started to get smaller and
private sector started to get larger in many fields. This huge shift of globalization

made changes in the dynamics, instruments, planning and roles of cities.
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Giddens (1990: 64; cited in Block, 2004: 75) defines globalization as “the
intensification of worldwide social relations which link distant localities in such a
way that local happenings are shaped by events occurring many miles away and vice
versa”. Globalization is also defined as “the stretching and deepening of social
relations across national borders so that everyday activities are more influenced by
events at great distances” (Smart and Smart, 2003: 265). Moreover, Curtis (2001)
talks about four processes in globalization which are the time-space compression,
increased global communication, global circuits of capital, and increased impact of

cultural influences from around the world.

Because time-space compression made possible new transportation, communication,
and organizational technologies, the roles of cities in the global system have
changed; therefore, people live in cities that are becoming more connected to and
more dependent on global arenas and forces (Smart and Smart, 2003). Being flexible
and responsive to the changing needs of the markets, technology and culture has
made the cities resulted in the engagement with the needs of capital (Castells and
Hall, 1993; cited in Rogerson, 1999: 971). Castells (1996, cited in Taylor, 2005:
1605) declares that “there is a dominance of spaces of flows over spaces of places in
a new network society”. Since the globalization is produced and reproduced in cities,

this makes the cities prime grounding points and locales (Taylor, 2005: 1605).

It is the network society we live in and in this network across global and world cities;
the other cities — localities — have their place with their potentials, their actors, and
their management for integrating the network of global system. Nations, regions,
cities or places are finding different ways of integration in the global economy
according to the potential and characteristics; therefore, the cities started to maintain

competitiveness through this integration.

From globalization to the changing role of cities, to differences and similarities
between cities, and to the roots of competitiveness is described in the following

figure based on Parkinson (2001).
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Economic globalization;
GLOBALIZATION Economic and technological restructuring;
Competition between cities, regions and nations as
well as firms;
The restructuring of welfare states with the loss of
support for already vulnerable; individuals,
The changing role of cities communities and areas.

|

A 4

Economic diversity both in manufacturing as well as

Differences and similarities the service sector, especially in the high value-added
between cities sector:
A supply of skilled labor to operate in the knowledge-
1 based industries which give cities a competitive edge;
Good linkages and networks between the suplliers and

consumers of skilled labor in the universities, research
COMPETITIVENESS institutions, government and private sector;
The quality of the environment;
Good communication;
l The strategic capacity to mobilize the social, cultural

and political resources from the public, private and
community sectors to create and implement a long-
term economic development strategy for the city.

Successful, competitive city |=]

Figure 2. 2. Globalization towards Competitive City
Source: Author’s Personal Graphing based on Parkinson (2001: 79)

The literature on the globalization indicates that globalization through time-space
compression, that is the result of rapid developments and improvements and
inventions, the concept of capitalism resulted in inequalities from the transition
period from city-state to global-city. This is also the transition from reproduction
space of labor of industrial city to reproduction space of capital of global city, which
has made the production and the financial activities internationalized. This also made
the cities become the focal points of the networks because of the mobility of capital
circulates in cities very fast. In the way to draw attraction in localities and in order to
struggle with this situation, the concept of competition appeared. Harris (2007: 6)
explains the reasons of cities to compete with others as capturing key roles in the

flows of goods, people, finance, and ideas.

In order to integrate in the global network, the localities, the originalities, traditional

characteristics of cities, historical, cultural, physical, transportation and
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telecommunication aspects of cities got importance in the way to become a part of
the global network through putting in great efforts in the way to create attractions for
investments and capital. Some of the cities get successful, but some could not draw
the capital and investment, so they failed in this competitive world. Competitiveness

between cities has been studied by various researchers:

Tumbe (2008: 5-6) declares that in order to share the wealth, talent and attention of
the globalized world, every place (city/region/country) must compete with every

other ones like a famous company for making it easier such issues:

e to sell its products and services at a profit,
e to recruit the best people,

e to attract visitors, investment and events,
e to move in the right circles,

e to play a prominent and useful part in world affairs.

Kresl (1995: 51; cited in, Begg, 1999: 800) lists the attributes of a competitive urban

economy:

e The jobs created should be high-skill, high-income jobs,

e Production should evolve towards environmentally being goods and services,

e Production should be concentrated in goods and services with desirable
characteristics, such as high-income elasticity of demand,

e The rate of economic growth should be appropriate to achieve full
employment without generating the negative aspects of overstressed markets,

e The city should specialize in activities that will enable it to gain control over
its future, that is, to choose among alternative futures rather than passively
accepting its lot,

e The city should be able to enhance its position in the urban hierarchy’.

We can shortly define city branding as using marketing techniques of branding in
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city. However, if the city is subject of branding then it is not only economical but
also social and spatial. As Kavaratzis (2004: 70) describes city branding as the means

for

e Achieving competitive advantage in order to increase inward investment and
tourism,

e Achieving community development, reinforcing local identity and
identification of the citizens with their city and activating all social forces to

avoid social exclusion and unrest.

Jansson and Power (2006: 6) state that urban branding strategies can be seen as a

vital component in the competition for:

e Attracting inward investments and international venture capital
e Attracting and retaining companies

e Attracting and retaining skilled knowledge workers

e Attracting new citizens

e Attracting tourists and visitors

e Sales and marketing of locally produced goods and services

Eurocities (2010: 3) states successful city branding can create:

e Increased competitiveness, resulting in a positive impact on investment, jobs,
inhabitants, visitors and events;

e Higher returns on investment in real estate, infrastructure and events;

e Coherent city development, as the physical, social, economic and cultural
aspects combine to deliver the brand promise;

e Pride in the city as the inhabitants, businesses and institutions experience a

new sense of purpose and direction.

It is argued that the competitiveness of a region is strongly dependent on its ability to
attract different kinds of flow in a networked global environment (Castells, 1996,
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cited in Harmaakorpi et al., 2008: 170). They define competitiveness factors of cities
and regions through two literatures as graphed below (Harmaakorpi et al., 2008:
169).

Figure 2. 3. Competitiveness Factors of Cities and Regions
Source: Author’s Personal Graphing based on Harmaakorpi et al. (2008: 169)

Turok (2004: 1074) states that competition between cities has both negative and

positive consequences:

¢ Negative: competition between cities and regions can generate substantial
human costs and widen social inequalities if there are consistent losers.
e Positive: Pressure on local bodies may prevent complacency and encourage

timely delivery of suitable economic infrastructure, services and skills.

This literature of globalization towards competitiveness shows what has changed in

the contemporary urban places and cities as a consequence of the globalizing world.
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As a result of internationalization of the world, cities started to become the part of
the globe through creating their own awareness; therefore, they started to compete
with each other. Some cities have heritage from the past, some do not. This forces
cities to be creative in renewing the urban environment. That is learning, innovation,
creativity are critical issues for cities in this competition. In this renewal period,
cities try to create new appearance, faces, and images for their future development.
All these types of cities in different or similar ways are working for their integration
to the globalized way, and this necessitates the continuous competitive manner;
therefore, cities create their images in satisfying this aim. Creating city images, urban
branding, brand management, selling cities, etc. are all produced tools for being

successful in this competition in network society.

Can city imaging and branding for competitiveness be a response to the new global
agenda for cities? City branding manages two main contributions for cities in their
competition in global market, increasing the attractiveness of cities, and increasing
international visibility of cities. As a result of these increases, the cities through their
images and brands share the global economy. The following figure describes the
transformations, their preconditions and their consequences in a summary including
the processes from pre-globalization to globalization, from globalization to

competitiveness, and from competitiveness to city imaging.
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2.2. Marketing to Branding

The practice of city branding has many concepts and definitions in its roots and in its
evolution in time. We see its origins coming from marketing issues. Today actually
there are two main approaches which are management and planning. Being a multi-
disciplinary concept, several fields study practically and theoretically such as
planning, marketing, architecture and design, tourism adding different definitions to
the agenda such as marketing, selling, promoting, imaging, reimaging, rebranding.
Moreover, the branding could be in different scales of geographical entities which

are countries, regions, nations, cities, towns, places.

Place / City / Region Marketing

When we analyze the literature of city branding, it is observed that the roots are in
city marketing. Marketing concept was only on the basis of economy till the 1970s,
after that, as Kavaratzis, (2004: 59) mentions urban governance started to use
marketing of places with the rise of entrepreneurial city, and academics from
various fields became interested in believing the applicability of marketing principles

in cities.

Kotler and Levy (1969) focus on modern marketing concept for nonbusiness
organizations through making the concept broad and with the guide of the business
heritage of marketing. This is actually a turning point for cities. After that, the first
interests on cities from the marketing point of view arise especially on the field of
tourism: A contribution is given by Hunt (1975) in marketing a region with his study
“Image as a Factor in Tourism Development”. In the following studies, academicians
continue to study on “tourism”, and also used the term “destination”: Ashworth and
Voogd (1990-1), in their study of “Can places be sold for tourism?” they pay
attention to tourism destination and market planning. Saarinen (2004) uses the term
of place marketing with destination while focusing on the conceptual nature of
tourist destination and especially the processes transforming the idea of a destination,

its representations and physical characteristics as a subject of research. Moreover,
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Ashworth and Voogd (1994) examine marketing of tourism places and tourism

place-product in their study of “Marketing of Tourism Places: What Are We Doing?”

In their studies, researchers also give interest on urban planning, local government
and public policy: Ashworth and Voogd (1988) examine concepts, process and
applications of public urban planning and consequences of city marketing for public
planning of cities. In their further contribution, Ashworth and Voogd (1990-11; cited
in Hall et al. 1998) make a stimulating addition to literature of marketing of non-
profit organizations with “Selling City” through writing about marketing and local
government, through declaring the origins of the marketing perspective lie in several
urban transformations, through explaining place itself is a commaodity in the city, and
through emphasizing the clash between the old municipal and the new marketing
urban agendas. Hubbard (1996) also uses the terms of place marketing with urban
entrepreneurialism while concerning with the roles that architecture and urban design
play. Smyth (1994) also uses marketing the city widening the debate about urban
entrepreneurialism. Deffner and Metaxas (2006: 4) declare that urban development,
urban management, cultural planning, city branding, planning of demonstration
actions, urban regeneration and urban policy are complementarity of city marketing.
Gold and Ward (1994; cited in Sadler, 1997: 339) concentrate on the areas of “place

promotion” as image communication, as marketing and as public policy.

When we look at the definitions of city marketing, we see different perspectives:
Some of the definitions of city marketing emphasize on city’s image and attraction:
Holocomb (1993: 133; cited in Kriznik, 2011: 294) defines one of the main goals of
city marketing as “to construct a new image of the city to replace either vague or
negative images previously held by current or potential residents, investors and
visitors”. Kavaratzis and Ashworth (2006: 184) define the application place
marketing as largely dependent on the construction, communication and management
of the city’s image. Wu (2000: 349) uses the term of place promotion as “presents
and represents a new image to enhance the competitiveness of place”. Gaggiotti et al.

(2008: 116) declare that management of the city’s image is one of the dependents in
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city marketing applications besides construction and communication. Some of the
definitions emphasize on different geographical entities: Kavaratzis and Ashworth
(2006: 184) declare that place marketing has become a commonplace activity of
cities, regions and countries. Some emphasize on target groups: American
Marketing Association defines place marketing as in the following: ‘“Marketing
designed to influence target audiences to behave in some positive manner with
respect to the products or services associated with a specific place” (Dictionary of
American Marketing Association, 2012). Kavaratzis and Ashworth (2006: 184-185)
mention consumer orientation which includes the residents’ evaluations and

assessments of the city they live in.

City Marketing to Branding

There are many sources in the literature that point out city marketing makes the
literature canalized to city branding/imaging. Ashworth and VVoogd (1994: 39; cited
in Kavaratzis, 2004: 59) state that

“There is nothing new about places being promoted by those likely to
profit from their development. What is new, however, is the conscious
application of marketing approaches by public planning agencies not just
as an additional instrument for the solution of intractable planning

problems but, increasingly, as a philosophy of place management.”

This marketing context gave rise to the concept of “entrepreneurial city” (Kavaratzis,
2004: 59). Moreover, Hubbard and Hall (1998, cited in Kavaratzis, 2004: 59) refer
“entrepreneurialism” with businesslike and risk-taking, inventiveness, promotion and
profit motivation manner of cities. After that it was preceded by three developments:
non-profit organizations marketing, social marketing and image marketing
(Ashworth and Voogd, 1994; cited in Kavaratzis, 2004: 59). City marketing
measures made up the city marketing mix that leaded the city’s image was the result
of various, different and often conflicting messages sent by the city and was formed

in the mind of each individual receiver of these messages separately, in other words,
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the city’s image/perception of city was the point of interaction of the two parallel
cities that exist simultaneously, overlapped and interacted: external city and internal
city (the city of the mind) (Kavaratzis, 2004: 62). City marketing measures also made
up the corporate brands as a result of corporate branding and corporate level
marketing (Kavaratzis, 2004: 66); and corporate brands pointed to the interplay of
three variables which are vision, culture, image (Hatz and Schultz, 2001; cited in
Kavaratzis, 2004: 64). As a result, both city’s image and corporate brands led to city
brand/branding (Kavaratzis, 2004).

Kavaratzis (2004: 66) defines the process of city marketing to city branding in
different phases, which is illustrated in the following in the figure:

City marketing measures that make up the city marketing mix as
suggested by city marketing theory and applied in practice and the
components of the city’s brand management derived from the transfer to
the context of cities of the notions of corporate branding merge to

provide the guidelines for developing and managing the city’s brand.

w e we | MARKETING — -

/\

SINCE 1970s
w=| ENTREPRENEURIAL k CITY/PLACE MARKETING e —
CITY Image marketing
Corporate branding and corporate level marketing CITY
THE CITY MARKETING MIX CORPORATE
BRANDS
THE CITY’S IMAGE .
Vision, culture,
External City & Internal City image

\/

Figure 2. 5. From City Marketing to City Branding

Source: Author’s Personal Rendering and Graphing based on Kavaratzis (2004: 66)
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Kavaratzis and Ashworth (2006: 184) declare that the transition from city marketing
to city branding is facilitated by both the extensive use and success of product

branding, and the recently but rapidly developed concept of corporate branding.

2.3. City Branding

City branding is a complex paradigm as having the city as a subject. Literature shows
us the city branding research domain focuses on various concepts as a multi-
disciplinary phenomenon: planning, marketing, architecture and design, tourism,
public policy, diplomacy, management, economic development, international

relations, etc.

Different Levels:
destination, place, city, territory, region, etc.

Different Disciplines:
planning, marketing, architecture and design, tourism,
public policy, diplomacy, management, economic
development, international relations, etc.

Different Assets:
— Tourism, culture, historical environment, urban
transformations, city events, etc.

Different Goals:
—  Competing, drawing investment, attracting tourists,
development, social improvement, etc.

CITY BRANDING

Different Components:
Brand identity, brand positioning and brand image

Figure 2. 6. City Branding in Different Levels, Disciplines, Assets and Goals

Source: Author’s Personal Graphing

2.3.1. City Branding in Various Domains

Lucarelli and Berg (2011: 21) define two distinct approaches: while marketing
approach uses the terms of marketing, promoting, promotion, product, selling,

regeneration, etc., branding approach uses the terms of branding, rebranding, image
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management, image, brand, regeneration, etc. In the following figure, they illustrate
that the marketing paradigm is more frequently used (place, city, destination and
urban marketing) than that of branding (place, city, destination, and urban branding)
(Lucarelli and Berg, 2011: 19).

I Place marketing
I Place branding

3 City branding .
[ City marketing

I Destination branding
254 @ Destination marketing
[ Urban marketing
[ Urban branding

204 M Promotion
2
~ 154
10 4
5..
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DO NNV O >IN DN A X O LA DD
D OO Q’O\'Og 97 O O Y O NP MR LA N A\ DI\ S\ R N
NIRRT DDA AR AR A A AR AR AD A

Figure 2. 7. Labels used to describe the City Branding Research Domain

Source: Lucarelli and Berg (2011: 20)

Kavaratzis and Ashworth (2006) argue that marketing is the starting point for
examining place branding. Furthermore, Govers (2011: 230) adds that place branding
is clearly linked to place marketing, but also a separate field of study and practice in
its own right. Kavaratzis and Ashworth (2006: 185) define place branding merely as
the application of product branding to places. Moreover, Anholt (2004-11; cited in
Harmaakorpi et al. 2008: 170) declares that branding places is different from
branding products. However, Kavaratzis and Ashworth (2006: 192) add that place
branding is a distinctive form of product branding since places are distinctive
products. Blain et al. (2005; cited in Hanna and Rowley, 2007: 63) mention branding
theories within the context of leisure tourism was a focus topic of the Annual Travel

and Tourism and Research Association’s Conference in 1998.
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Ashworth and Kavaratzis (2009) categorize city branding as national branding,
cultural and entertainment branding (destination branding) and corporate branding.
Moreover, they define corporate branding as “a development of traditional product
branding, necessitated and, at the same time, enriched, by the rise of other corporate-
level concepts, such as corporate image, corporate identity and corporate
communications” (Ashworth and Kavaratzis, 2009: 523). Lucarelli and Berg (2011)
show that there are three distinct perspectives on the character of the basic unit to be
branded: place (using the terms of territory, space, place, destination, area, and
location), city (using the terms of territory, city, and region), and city regions (using
the terms of metropolitan city, region). Helmi and Mulyanegara (2011: 36) say that
nation branding has been discussed in the marketing literature since the early 1990s,
and there are four main marketing domains which underpin the theoretical

foundations of nation branding:

e Country of origin (Parameswaran and Pisharodi, 1992; Roth and Romeo,
1992; Shimp, Saeed, and Madden, 1993),

e Country-product image (Martin and Eroglu, 1993; Parameswaran and
Yaprak, 1987),

e Destination branding (Hankinson, 2007; Pritchard and Morgan, 1998), and

e Country identity (Anholt, 2007; Keillor and Hult, 1999; Keillor, Hult,
Erffmeyer, and Babakus, 1996).
(cited in Helmi and Mulyanegara (2011: 36)

Moreover, there are many studies on different scales of branding and management
issues as shown in the following as examples of some researchers: countries, regions,
nations, cities, towns, and places: location branding (Hankinson, 2001), destination
branding (Cai, 2002), branding territories (Van Ham, 2002), re-branding city places
(Bennett and Savani, 2003), place branding (Anholt, 2004-1, 2008 and 2010;
Hornskov, 2007; Skinner, 2008; Harmaakorpi et al., 2008; Govers, 2011), city
branding (Greenberg, 2000; Kavaratzis, 2004; Kavaratzis and Ashworth, 2006 and
2009; Herstein and Jaffe, 2008); regional branding (Hornskov, 2007); nation
branding (Anholt, 2005; Dinnie, 2007 cited in Davies, 2009); brand management
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(Hornskov, 2007; Ashworth and Kavaratzis, 2009); re-imag(ine)ing and re-branding
the city (Kaika, 2010).

Some of the definitions of city/place branding emphasize on attractiveness,
competitive identity or competitive advantage. Harmaakorpi et al. (2008: 170)
define the purpose of place branding as to increase the attractiveness of a place.
Morgan and Pritchard (2002; cited in Harmaakorpi et al. 2008: 170) define branding
as perhaps the most powerful marketing weapon available to places to attract diverse
audiences. Anholt (2008: 6) uses place branding together with competitive identity,
and describes the challenge in competitive identity as “to attract the attention of an
indifferent public in the first place, and creating a sense of momentousness when in
fact most people are convinced that nothing of interest is going on”. Govers (2011:
230) states that place branding should be about creating an overarching brand
strategy or competitive identity that reflects a nation’s, city’s or region’s history,
accomplishments and aspirations regardless of the markets to be served. Kavaratzis
(2004: 70) points that city branding as:

“the means both for achieving competitive advantage in order to increase
inward investment and tourism, and also for achieving community
development, reinforcing local identity and identification of the citizens
with their city and activating all social forces to avoid social exclusion

and unrest.”

There are many different terms that professionals use to label the actions undertaken
by places in order to make them appealing to tourists, investors, immigrants, and
local citizens by creating an inviting image: selling cities, city marketing, remaking
cities, tourism marketing, place marketing, destination marketing, place promotion,
nation branding, city management, reputation management, competitive identity. As
seeing the ambiguity and complexity of the concepts used in the literature, it is
understood that city marketing perceives the city as a product using the term of

selling while city branding refers generally management and planning terms;
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therefore, since the research field of the study is urban and regional planning and the
study deals with urban planning and management, the term “city branding / image

building” is used throughout the study.

2.3.2. Components and Characteristics of City Branding

Ispas et al. (2015: 22) describe city brand from the perception view as “the sum of
all perceptions and associations nurtured by people, with respect to that city”. Ispas
et al. (2015) give example of Brasov, as defining it brand identity through having a

logo and a slogan.

Hankinson (2004) conceptualizes city brands as four perspectives (communicators,
perceptual entities, value-enhancers, and relationships), and they put forward the
relational network brand, which positions the place brand as a core brand with a

dynamic relationship with four categories of brand relationships.

Consumer relationships

*Non-conflicting target markets
*Residents and employees
*Internal customers

*Managed relationships

from the top

Brand infrastructure
relationships

= Access services
sexternal transport
(air, sea, land and
rail)
sinternal transport
*Hygiene facilities
ecar parks
*open spaces
*Brandscape

Core brand

*Personality
*Positioning
*Reality

Primary service
relationships

Services at the core

of the brand experience
sretailers
*events and leisure
activities
hotels and
hotel associations

Media relationships

*Organic communications
sInduced/marketing
communications
spublicity
spublic relations
~advertising

Figure 2. 8. The Relational Network Brand

Source: Hankinson (2004: 115)
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Hankinson (2004) characterizes one of the components of core brand, personality,

through three attributes, which are functional, symbolic and experiential attributes:

Potential functional attributes

— Museums, art galleries, theatres and concert halls
— Leisure and sports activities and facilities

— Conference and exhibition facilities

— Public spaces

— Hotels, restaurants, night clubs and entertainment
— Transport infrastructure and access

Potential symbolic attributes

— The character of the local residents

— The profile of typical visitors (eg age, income, interests and values)

— Descriptors of the quality of service provided by service contact personnel

Potential experiential attributes

— How the destination will make visitors feel (eg relaxed, excited or fascinated)

— Descriptors of the destination’s feel (eg the city experience, vibrant or peaceful)
— The character of the built environment (eg historic, modern, green and spacious)
— Descriptors related to security and safety

Figure 2. 9. Attributes of Brand Personality

Source: Hankinson (2004: 116)

Hankinson (2004: 118) states that a successful destination branding needs four main

aspects:

e Investment in buildings and brand infrastructure sufficient to make the
promised brand experience a reality

e A strong network of stakeholder relationships which all share a common
vision of the core brand

e The selection of target markets which are consistent both with each other
and with the character of the local community

e A service-oriented approach to the delivery of quality.

Kavaratzis and Ashworth (2006: 186) define place branding as the application of
product branding to places, and brand components (brand identity, brand positioning,

and brand image) are interconnected with each other.

29



BRAND
IDENTITY

How the owners
want the brand
to be perceived

v

BRAND POSITIONING
That part of the value proposition
communicated to a target group that
demonstrates competitive advantage

v

BRAND
IMAGE
How the
brand is
perceived

Figure 2. 10. The Interconnection of Brand lIdentity, Brand Positioning and

Brand Image
Source: Kavaratzis and Ashworth (2006: 186)

Kavaratzis and Ashworth (2006: 186) define brand identity as “how the owners want
the brand to be perceived”. Aaker (1996: 68) states brand identity as “a unique set of
brand associations that the brand strategists aspire to create or maintain. These
associations represent what the brand stands for and imply a promise to customers

from the organization members”.

Brand identity also defined by Kapferer (2008: 187) through six facets, which are
interrelated with each other and forming a well-structured entity; and describes this
six-facet-paradigm comes from the concept of “Brands have the gift of speech.

Brands can only exist if they communicate.”
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Figure 2. 11. Brand Identity Prism
Source: Kapferer (2008: 183)

Besides brand identity, brand positioning is another critical component in city
branding process. Kotler and Keller (2000) mention that segmentation, targeting, and
positioning (STP) constitute the marketing strategy. Moreover, positioning is
described as “the act of designing a company’s offering and image to occupy a
distinctive place in the minds of the target market” (Ries, A. and Trout, J., 2000;
cited in Kotler and Keller, 2000: 276). Anholt (2005: 97) states positioning is
“everything where you place in the marketplace”. Kavaratzis and Ashworth (2006:
186) define brand positioning as “that part of the value proposition communicated to

a target group that demonstrates competitive advantage”.

Besides brand identity and positioning, brand image is another critical component in
city branding process. Kavaratzis and Ashworth (2006: 186) define brand image as
“how the brand is perceived”. Riezeboz (2003; cited in Dinnie, 2016: 39) states
brand image as “a subjective mental picture of a brand shared by a group of
consumers”. The brand image is also defined by Newman (1957; cited in Echtner

and Ritchie, 2003: 39) as” consisting of everything people associate with the brand”.

Bradley et al. (2002), in their study on importance of urban image to location

decision-making processes and former industrial cities in the UK have overcome past
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images, suggest that selected towns and cities succeeded in transforming their
externally perceived images to strong and rejuvenated images, demonstrating the

relationship between place promotion, urban image and urban development.

Avraham (2004: 471), in his study on media strategies for improving an unfavorable

city image, suggest ten strategies in order to improve a city’s negative image:

e Encouraging visits to the city,

e Hosting spotlight events,

e Turning negative characteristics into positive characteristics,

e Changing the city’s name, logo or slogan,

e Cultivating the residents’ local pride,

e Solving the problem that led to the formation of the negative image,
e Delivering counter-stereotypical messages,

e Ignoring the stereotype,

e Acknowledging the negative image, and

e Geographic association or separation in the campaign.

“Quality of life” and “satisfaction” are also studied in the researches of city branding.
Andrews (2001: 202; cited in Riza et al., 2012: 294) defines “quality of life” as
“satisfaction on the part of residents or visitors to a place”. Moreover, image and
satisfaction of visitors/tourists are related with each other in a positive way (Riza et
al., 2012: 294).

2.3.3. Fields and Assets of City Branding

Making attractions, creating differences, and having satisfaction on target groups are
some of the items in this process. In this process, cities especially work on
regenerations and transformations, make creative and innovative projects, and use

their various assets. Guardian Cities global brand survey® mentions attractions,

! https://www.theguardian.com/cities/datablog/2014/may/06/world-cities-most-powerful-brands-get-
the-data
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climate, infrastructure (particularly transport), safety and economic prosperity as
assets. Kowalik (2012) mentions tangible (infrastructure, strategy) and intangible

(city brand awareness, image) brand assets through giving example on fairs.

City branding projects focus on various fields: culture, tourism, historical

environment, architectural elements, transformation in urban space, mega-events, etc.

In culture-based city branding especially the terms of location/place/city are used.
Culture has several types and forms (history, art, music, traditions, customs,
originalities, food, craft, etc.); therefore, cities manage their branding through culture
with the help of many different assets. Developing city brands, location branding,
design and branding, culture and entertainment, tourism are subjects of many
different cities and places such as Liverpool (Daramola-Martin, 2009), Berlin-Belfast
(Northover, 2010), Rotterdam (Richards and Wilson, 2004), and Beijing (Olympic
effect) (Zhang and Zhao, 2009). Richards and Wilson (2004) say that the image of
Rotterdam as a cultural destination improved in 2001 through “Cultural Capital of
Europe” event aiming to attract visitors and stimulate cultural consumption among
residents, and as a result gained images in designative and tangible aspects (modern
architecture and water), in the character of the city (multicultural, working city,
international and dynamic), and also culture and art. (Daramola-Martin, 2009: 311),
in his study on Liverpool-2008 European Capital of Culture which resulted in a city
brand, states that the relationship among public sector, private sector, the arts and
culture when combined in a symbiotic way, can have a transformational effect on
place shaping. Stancioiu et al. (2011: 169) contribute that in the study case of
assessing/shaping the city’s image of Bucharest, both business and cultural tourism
are dominant forms of tourism; therefore, Bucharest can be an attractive European

city since it has an old identity and rich tourism heritage.

From the tourism-based city branding, especially the terms of destination, place
and promotion are used. Tourism has several types and forms (summer, winter,

plateaus, nature, sport, congress, etc.); therefore, cities manage their branding
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through tourism with the help of many different assets. People want to visit/stay/live
the history, geography, interesting and amazing things; therefore, tourism in terms of
branding cities has a critical role especially with the positive outcomes to people and
the country. So many countries and cities use the power of tourism with local or
national supports/contributions and for their local/national outcomes result in
prosperity in the society and economy. Places can use tourism for showing their
potentials and improving themselves. Uner et al. (2006) define that in tourism
marketing destination image has an important role and the factors of destination
image are the information about the destination, factors of perceiver of the
destination and information from outer sources and countries. Stancioiu et al. (2011:
160) say that destination marketing has a central place for a successful tourism
destination; moreover, tourism heritage and the perception of the city by different

market segments are critical as the starting point of destination marketing.

From the point architecture and design, Muratovski (2012) argues on the need of
design-led and based on social innovation policy combined with architectural theory
and practice in city branding. Lau and Leung (2005) mention the contribution of city
branding in creation of new synergies and cultural, economic and social development
with the multidisciplinary attitude through graphic design, architecture, interior
design, and product and design strategy. Riza et al. (2012) focus on the contribution
of monumental and iconic buildings on the image of a city/place for the satisfaction
of citizens and visitors. Harmaakorpi et al. (2008) emphasize on city design
management (city topography, general impression, presentation and management)

because it is important to design attractive living environment.

From the point event-based branding, as city events have impacts on city
economically, physically and socially; therefore, media and people get interested in
events such as sport, music, festival, fairs, etc., and the events affect the image of
cities. Zhang and Zhao (2009) point out the limited impacts of Beijing Olympics on
the city’s brand. Smith (2005-1), in his study on sporting events as a reimaging theme
for the contemporary city destination on Birmingham, Manchester and Sheffield,

point out both promotional sides of sports reimaging and also the problems such as
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deficient imageability displayed by new stadia and arenas, which creates a dual city
from the point of perceptions: a city employing as a focal image and also considered

incoherent by people.

Kowalik (2012), in his study on the influence of trade fairs on a host city brand on
two cities from the eastern part of Poland, points out marketing strategies and their
potential effects on city image and brand should be taken into account, which may
occur the the transfer of an event image to the city through strategies.

Branding is wused for making reconstruct or rebuild the existing
bad/ugly/undesired image of the cities or remake the city as shown in the
following table as examples of some researchers. Short et al. (1993) mentions that
after the intense competition between cities for investment as a result of new regime
of capital accumulation and spatial reorganization of society, the reconstructing the
image of an industrial city of Syracuse included the marketing of a new image,
constructing a new environment, reorienting a city’s relationship with its physical
environment and therefore replacing the discourse of modernity and industry with the
postmodern and the postindustrial. Moreover, they state that the new image of
Syracuse is partial, selective and contains implications which have markedly
different re-distributional consequences for different sectors of the population (Short
et al., 1993). Smith (2005-11) declares Barcelona has experienced its urban change
from its problematic image to a positive image in recent years through the effective
production of new synecdoche and connotations which are the two image change
mechanisms; therefore, Barcelona is now a cultural, cosmopolitan, lively and
aesthetically pleasing city through a the variety of initiatives which are Modernista,
Sporting and Monumental Barcelona resulting in a “capital”: capital of culture,
capital of Catalonia and capital of SWEurope. In the process of reimagining,
reimaging, remaking of the case of Singapore, Kwok (2007) talks about the cultural
policy for enhancing Singapore’s global competitiveness vis-a-vis other cities;
moreover, he considers that the formulation and implementation of cultural policies

in Singapore, and the implications of the relative absence of cultural politics for its
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ambition to become a global city or a creative city.

Kaika (2010), in his study of reinventing the icon, reimaging London and
rebranding the city, remarks the architectural form and the urban skyline, and states

London’s new icons lie beyond style and height.

In the way to manage successful redevelopment projects through urban-
regeneration planning, in the case of Bilbao, Sainz (2012) declares that urban
design based on iconic buildings is one of the methods; however, it is not enough to
create a new image through the spectacular landmark but more should be considered.
She states that conserving the identity and culture of Bilbao and finding ways to

apply the glocal model in the urban planning context should go along.

2.3.4. Expected Outcomes of City Branding

Jansson and Power (2006: 6) point out urban branding strategies are working in two

directions; inward and outward branding:

Figure 2. 12. Urban Branding Strategies

Source: Author’s Personal Graphing from Jansson and Power (2006: 6)

We can categorize the outcomes of city branding under three headings: economic

outcomes, social outcomes, and spatial outcomes.
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The Economic Outcomes

The purpose of branding is to achieve consumer perception that will deliver a
sustainable competitive advantage; moreover, a city must function as a destination
for employment, industry, housing, public transportation, and recreational attractions
(Pfefferkorn, 2005). Jansson and Power (2006: 6) declare that brands not only attract
investment, tourists, etc. to a place but also help marketing and sales of the products
and services such places produce.

Inn (2004: 233) defines place marketing with its two parts: place assets making and
place promotion, and states that the former is “the process of making the place-
specific advantage or attractiveness”, and the letter is “the process that makes notice
of it”. He also defines the objectives of place (city) marketing tools as raising the
competitive position of the city, attracting inward investment, improving its images
and establishing city identity (Inn, 2004: 233).

Attracting visitors, investment, skilled / knowledge workers, new citizen are some of
the desired economic outcomes of city branding. Dubai is an important example with
having a sharp increase in branding itself through artificial and iconic buildings;
therefore, developments in tourism and culture result in local economic development.
However, sometimes such efforts result in bad and negative economic condition; for
example, Athens has had negative economic outcomes since Olympic event was

organized in 2004.

The Social Outcomes

Kavaratzis (2004: 70) explains why we need city branding, what city branding

maintains, declaring city branding as the means:

e for achieving competitive advantage in order to increase inward investment

and tourism,
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e for achieving community development, reinforcing local identity and
identification of the citizens with their city and activating all social forces to

avoid social exclusion and unrest.

Helbrecht (1994: 528, cited in Kavaratzis, 2004: 69) answers the question of “why

city branding” as stating:

“City marketing enables a new level of quality within the local
development policy in terms of comprehensiveness, creativity and
flexibility. New resources in the form of ideas, capital and local
knowledge are mobilized for local policy. In this way city marketing
enables a strategic approach to public planning in collaboration with the

private sector.”

Socially motivated, socially satisfied and prospered people, feeling happy and secure
are some of the desired outcomes of city branding activities.

The Spatial Outcomes

Hankinson (2001: 136) explains that the primary role of branding in cities is building
awareness by maximizing the adoption of a logo, strapline, symbol or icon as used in
the phrases of raise awareness, an easy encapsulation of all the attributes,

consistency, and identity.

Asking the question of “in what ways a city can be seen as a brand?”” Hankinson and
Cowking (1993, cited in Kavaratzis, 2004: 65) say that “a brand is a product or
service made distinctive by its positioning relative to the competition and by its
personality, which comprises a unique combination of functional attributes and
symbolic values”. The key to successful branding is to “establish a relationship
between the brand and the consumer, such that there is a close fit between the

consumer’s own physical and psychological needs and the brand’s functional
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attributes and symbolic values” (Hankinson and Cowking, 1993, cited in Kavaratzis,
2004: 65).

Transformations, iconic shapes and skyscrapers in the space, well-services city
spaces are some of the spatial outcomes of city branding activities.

2.4.  City Branding as Process, Stakeholders and Products

City branding paradigm has a wide umbrella of different professions and it has a
process. Moreover, the process and outcomes of city branding strategies influence a
wide range of groups: management groups, politicians, professionals, residents,
investors, visitors, and media. Managing a city brand is far more complex than
managing a product brand: more media, more messages, more actors, and more

politics.?

Figure 2. 13. City Branding in Process, Stakeholders and Product

Source: Author’s Personal Graphing

2 https://www.slideshare.net/EdoCHvanDijk/redefining-the-amsterdam-city-brand#btnNext
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2.4.1. City Branding Process

Pryor and Grossbart (2007: 294) declare that “place brands are inherently different
from other forms of brands, and place branding is a process that derives from
interpretive, rather than managerial, techniques”. Branding of a place, nation or city
is defined as a complex process because of their great complexity of stakeholders in

the process including several sub-processes.®

Karvelyte and Chiu (2011: 257), in their study on branding process of Taipei City,
introduce five steps, which are

e Establishment of the planning group (optional stage),

e Research stage,

e Building the city’s brand identity (including identification of vision and
goals and comprehensive branding strategy formation),

e Development and implementation of action plan; and

e Control and evaluation.
Pfefferkorn (2005: 133) states that there are five main points about city branding:

e Focusing on strengths and weaknesses,

e Obtaining concentrated facts,

e Obtaining qualitative research on the city,

e Devising a focused strategy in order to figure out the best course of action
for the city brand, and

e Identifying the public face of communications for the city.

Paliwal, M. (2018)* mentions the importance of public relations, and systematic
approach targeting each stakeholder in an effective city and, she mentions five steps

for city branding:

% https://en.wikipedia.org/w/index.php?title=Place_branding&oldid=832398065
* https://planningtank.com/city-insight/city-branding#
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e City audit to identify the strengths and weaknesses of the city,
e Construction of identity through discussions,

e Understanding competition and position finding,

e Creation of vision for city and listing of objectives, and

e Developing strategy to promote city or the process of “branding”.

Herstein and Jaffe (2008: 79), in the branding case of Holon (Israel), define five
stages of rebranding a city from a negative image to a positive one: diagnosis, vision,
image, assimilation and control which requires control and continuous adaptations

due to new internal (local) and external (global) trends.

Control

Physical & human assets

F-»] Diagnosis \
|
: l Image Assimilation
:—r Vision /

[ Objectives |

Competitors Target audience

Figure 2. 14. Re-branding of a City
Source: Herstein and Jaffe (2008: 79)

Moreover, Sainz (2012) recommends that in order to be more effective, urban
marketing and city branding should include the triangular interrelationships between
the city (design, creation, etc.), the society (citizens, customers, etc.) and the image.

In the process of city branding, since various stakeholders are involved, it needs
management mechanisms: integration, cooperation, etc. Gaggiotti et al. (2008: 117)
declare that according to City Brand Management, there are four stages of designing
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a brand strategy for a city which is summarized in the following figure.

e situational analysis (what are we now — place, people, processes, and
partners),

e generation of options of what city can be (what our options are — prospects),

e what we want to be (positioning), and

e future actions (what we need to do — place, people, processes, and partners)

Positioning For Successful Branding Strategies Locally And Globally

Quality Of Place Attracts People And Investment People Power The Knowledge Economy
Improving business climate through: Developing knowledge and skills:
tax policy outreach basic, technical and professional skills
business costs tools and incentives SME business skills
customer service infrastructure leadership skills
responsiveness city building arts and culture
Enabling Processes Foster Innovation Mobilizing Resources Through Partnerships
Advancing design and innovation: Creating and aligning strategic intent:
technology/knowledge transfer stakeholders
creativity public/private partnerships
talents shared resources
diversity collective know-how

Local Economic Growth As The Essence Of Long-Term Prosperity

Figure 2. 15. Ps in City Brand Management
Source: Gaggiotti et al. (2008: 120)

Hankinson (2001: 140) explains the key factors which affect the brand’s

management:

e Organizational complexity and control,
e Management of partnerships,
e Product complexity, and

e Measurement of success.

Mahnken (2011: 67), in the study on branding-process of a metropolitan region

(Berlin-Brandenburg), points out the importance of internal communication:
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“The providing and conceptual integration of intermediaries in the field of

knowledge-based institutions plays a fundamental role in the spatial arrangement”.

In city management, brand management or city branding are the methods for
promoting cities (Gaggiotti et al., 2008; Ashworth and Kavaratzis, 2006). Ashworth
and Kavaratzis (2009) describe city branding within the activity of city management
use tools of logos and slogans for promoting themselves to their audiences of the city
(investors, visitors, residents); moreover, they state that city branding has
accumulated among different groups (academics, consultants and government
officials). They add that city marketing needs to be thought as a complete and
continuous process interlinked with all other marketing unlike many countries’ effort

just promotional activities, logos and slogans (Ashworth and Kavaratzis, 2009).

Another tool in city branding for municipalities, city councils, etc. is using online
branding, World Wide Web (web) sites, media, social media, or advertising.
Freeman and Nguyen (2012), in their study on global print media, point out the role
of mass media and its subsidiary branches influencing public perception. Avraham
(2000: 363), in his study on images of cities in the news media, introduces an
integrated model determining the amount and nature of cities’ coverage patterns in

the national news media through four factors:

e The city’s characteristics: population size, geographical location, crime rate
and number of national institutions,

e Editorial policy towards the coverage of the city (allocation of reporters,
definition of “news” about the city and sources used, definition of target
audience) and the personal background of the news people,

e Social-political environment in which the media operate (central values of
society, political culture, etc.), and

e The public relations efforts made by the city.

Florek et al. (2006), in their study on place branding characteristics of New
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Zealand’s City Council websites, make search on three tools of place brand identity

communications:

Place brand design: logo, maps, picture gallery, slogan, webcam, coat of
arms, flag, video.

Place brand behaviour: plans, policies, bylaws, sister cities, events
notices/calendar, notices of projects, reports, news, public notices,
community board/members details.

Place brand communication: general information/overview about the city,
contact information (e-mail, phone number, address), customized
information for target audiences, search engine, links to related websites,

feedback tools (online form, online forum).
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Figure 2. 16. Various Logos used in Various Cities
Source: Paliwal, M. (2018)°

In the competitive globalized world in order to create attraction, cities use marketing

techniques and build images; therefore, they attract not only its inhabitants but also

the investments and tourists in the world. Cities place in the network with different

slogans, mottos or nicknames such as New York (Big Apple), Paris (the city of

light, city of love, and most romantic city), San Francisco (The City by the Bay),

> https://planningtank.com/city-insight/city-branding#
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Rochester (flour/flower city), Berlin (the place to be), and Charlotte (The Queen
City), Copenhagen (Open for you), Lyon (OnlyLyon), Glasgow (People Make

Glasgow), etc.

City of Love and City of Lights

Figure 2. 17. Various Slogans and Nicknames used in Various Cities
Source: Author’s Illustration of Picture 1°, Picture 2, Picture 3%, Picture 4°, Picture

519 and Picture 6.

Zhou and Wang (2014), in their study on application of social media tactics by
Chinese cities for city marketing, put forward microblog platforms’ role in city
marketing in China and their contribution to the publicity of city brands, and they
introduce location based on service (LBS), Social Network Site (SNS), online
tourism communities and online review websites as new social media platforms,

which is called “new new media”.

® https://www.etsy.com/se-en/listing/510658605/san-francisco-city-by-the-bay-hand
" https://steemit.com/facts/@sanevys/which-city-is-commonly-known-as-the-big-apple
8 https://steemit.com/famous/@ali323029/is-paris-the-city-of-love-or-lights
% http://www.counter-peak.com/flowers-rochester-ny/flowers-rochester-ny-flag-of-rochester-new-
york-rochester-ny-my-hometown3-november-birth-flower/
10 https://suitesculturelles.wordpress.com/2013/11/14/berlin-detroit-montreal/
" http://placesofvalue.com/2013/01/04/best-place-to-live-charlotte-nc-the-queen-city/
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Table 2. 1. Old, New and New New Media

Media Types Tools
old media TV, newspapers and magazines (Levinson, 2011; cited in
Zhou and Wang, 2014)
new media email, websites, online message boards, chat rooms, etc. (Zhou
and Wang, 2014)
blogs and microblogs (e.g., Twitter), Wikis (e.g., Wikipedia),
AEW New picture sharing sites (e.g., Flickr) and video sharing websites (e.g.,
media YouTube), BBS (e.g., Tianya in China), SNS (e.g., Facebook,
MySpace) and internet communities (e.g., Maopu in China) (Cao,
2011, and Levinson, 2011; cited in Zhou and Wang, 2014)

Source: Author’s Personal Rendering and Graphing based on (Levinson, 2011; cited
in Zhou and Wang, 2014); (Zhou and Wang, 2014); and (Cao, 2011, and Levinson,
2011; cited in Zhou and Wang, 2014).

Therefore, the literature on steps of city branding mainly shows that an effective city
branding process can be managed through starting by understanding city and its
identity, then visioning and developing strategies for brand, and then
implementations and evaluations of branding in the city. Moreover, it is understood
that it is a work of management, including internal and external communication
through media, advertising, etc. Furthermore, in order to address the target groups
more than having a logo is needed in a successful branding process.
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Figure 2. 18. City Branding Process
Source: Author’s Personal Rendering and Graphing based on Ashworth and
Kavaratzis (2009); Florek et al. (2006); and Gaggiotti et al. (2008)

2.4.2. Stakeholders in City Branding

It is observed from the literature that there are several stakeholders of city branding
in the literature such as public sector, private sector, civil society, consultants. These
stakeholders have different roles in the process of city branding, such as

participation, governance, and leadership.
There are different categorizations of stakeholders in the literature. Gilmore (2002)

shapes a circular for placing the spirit of people at the core and different stakeholders

around.
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THE SPIRIT

OF THE
PEOPLE

Note: This is not an
exhaustive list of
audiences and
could include
others such as
politicians, CEOs
and 'virtual visitors'.

SPRINSPOINT
Figure 2. 19. The Brand at the Heart of the Country
Source: Gilmore (2002: 286)

Beckmann and Zenker (2012) use three categories of Kotler et al. (1993) which are

visitors, residents, and business; and a fourth one of Avraham (2004) which is media

in shaping the core stakeholders in place branding.

(1) visitors (2) residents (3) public & private (4) media
leisure internal external internal external
visitors

busi creative creative

> \::I::r:’ > clast > e I civil service L] investors

professional skilled | skilled bl invest -

visitors " workforce workforce NSRS G&Z\&aol:l:)s

> students | b students | ﬂ'gg:f)’

Figure 2. 20. Stakeholder in Place Branding
Source: Beckmann and Zenker (2012: 2)

Eurocities (2010: 9) describes the stakeholder involvement is both from the city’s
government and also private sector, tourism and civil society; and this involvement
needs to meet a number of requirements: partnership, leadership, continuity, shared

vision, and action-based implementation.
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Figure 2. 21. Stakeholder in Place Branding
Source: Author’s Personal Graphing based on Eurocities (2010: 9)

Governance is a result of the shift from modernist type of decision making, planning
approaches, rationality to postmodernist type with the emergence of its friends which
are active citizenship, direct democracy. Therefore, what local and national
governments do through glocalization, governance concept in this competitive
globalized world is critical in city branding. From the point of civil society, the main
issues are the perception of the city and city brand/image, and the participation of the
process of city branding.

Many European cities support their competitiveness through cultural and tourism
development. In order to attract businesses and investors, international and domestic
tourists or new residents, city marketing is needed with the contributions of strategic
planning; moreover, focusing on culture and tourism through marketing heritage
with the tool of strategic planning contribute to sustainability (Deffner and Metaxas,
2006).
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The stakeholders that have the role of management (public sector, private sector and
cooperation/collaborations) realize their city branding projects through policies.
Every city has a different story on branding with their local development conditions,
and every city has a different local leader. The local leaders have critical role in these
policies since their contribution to city branding and its outcomes differ according to
their vision/political view etc. The manageability of these leaders in institutional
aspects and governance mechanism has effects on outcomes of city branding.
Furthermore, linking global knowledge to local action is also critical. Moreover, it
can be seen from the literature that in the roles of stakeholders, governance is critical
in the reflections on city branding. Therefore, the triple of partnerships, leadership

and governance can be the leading roles in city branding.

Various Stakeholders

O [ \Visitors, residents, students, public and private business and
Z 0 investors, retirees

[aYa)

Zd

<O _|

e Roles of Stakeholders

> X Management, designing, implementing, leading, cooperating,
= ,f — collaborating, budgeting, financing, supporting, planning,
Ow

maintaining governance

Figure 2. 22. City Branding Process

Source: Author’s Personal Graphing

2.4.3. City Branding as a Product (People’s Evaluation on City Branding)

Childlike or criminal, feminine or masculine, friendly or clammy, romantic or
boring, old or new, secure or not secure, livable or calm, beautiful or ugly,
complicated or simple, natural or artificial, harmonic or paradoxical are some of the
answers that people (inhabitants, visitors, and investors) reply when asked the
perception of the city and city brand (Alternative answers of the question are derived
from the Peker, 2006).
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Brand image is communicated through various channels in order to objecting specific
target market.'> Target markets are enterprises; decision makers, authorities,
organization; residents; tourists with special interests at national, continental or
international level; cultural, tourist and sport organizations at national and

continental level (museums, galleries, exhibitions, etc.).*®

Some definitions are made through the people’s perceptions or behaviors and also
developing places and images: Kavaratzis and Ashworth (2006: 185) argue that city
branding centers on people’s perceptions and images — mental maps of people.
Anholt (2010: 7) declares that people’s behavior on place branding as a way of
enhancing the brand image of the place or making places famous. Ashworth and
Kavaratzis (2009: 521) define branding as “only one of many possible instruments

for managing and developing places and its effectiveness needs”.

Merrilees et al. (2012), in their study on two stakeholder groups: residents and
businesses, find out multiple stakeholders have multiple brand meanings associated

to a city brand.

Kirvaitiene and Daunora (2004: 1) explain that image of city is understood as
“mental understanding” of the essence of the city and projection of the distant images
of the city; that is, “mental perception of the city means that every single individual
creates for oneself when directly or indirectly colliding with the city and its
environment”, and “countless existing images of the city were created while often or
constantly contacting with the environment of the city”. They also state that mental
image of the city is impacted by various factors: physical and social quality of the
environment, scale of values and material ability to act for an individual and/or a

society, and virtual image of the environment (Kirvaitiene and Daunora, 2004).

12 https://en.wikipedia.org/w/index.php?title=Place_branding&oldid=832398065

13 \www.citymayors.com
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There are three different images/perceptions in the perception/formation of a city’s
image which are a priori perception, an in-situ perception and a posteriori perception
explained in the figure below (Di Marino, 2008: 4, cited in Stancioiu et al., 2011:
160).

Figure 2. 23. Different Images/Perceptions in the Perception/Formation of a
City’s image

Source: Author’s Personal Graphing based on Di Marino (2008, cited in Stancioiu et
al., 2011)

2.5. City Branding in Turkish Cities

According to the Tourism Strategy of Turkey 2023, Strategy of City Branding is
defined as “manage branding of cities rich of cultural and natural heritage and
thereby convert them into a point of attraction for travelers” (Ministry of Culture and
Tourism, 2007: 21). As some of the objectives of this strategy, four cities (Ankara,
Istanbul, izmir and Antalya) are chosen for development of city tourism; and fifteen
cities (Adiyaman, Amasya, Bursa, Edirne, Gaziantep, Hatay, Konya, Kiitahya,
Manisa, Nevsehir, Kars, Mardin, Sivas, Sanliurfa and Trabzon) are chosen for the
revival of cultural tourism and initiating cultural efforts. Towards the objectives of

the city branding strategy, architectural arrangements, transportation system
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arrangements, cultural route arrangements, and physical and social arrangements are

proposed (Ministry of Culture and Tourism, 2007).

Figure 2. 24. Tourism Strategy of Turkey™

In Turkey, with 2023 Tourism Vision, 19 cities were determined to be brands and
plans, projects and strategies related to these cities were started to be developed.
Almost every mayor makes a “brand city” declarations, uses it in promises and
propaganda, and being a brand has become a popular discourse in Turkey from very
small sized towns to metropolitan cities. Therefore, the brand is used for city

expressions for Istanbul, also for Foca and also Sivas.

Tek (2009) criticizes Tourism Strategy of Turkey 2023 questioning the aim of
making 19 brand cities, ambiguousness of the determination of these cities, unlimited
budget for the project, lacking of feasibility and impact analysis of the cities,
declaring that such a project cannot be successful in creating brand cities, and he
adds two concerns in city branding: creating brand city is not a simple marketing and
image creating project, and existence of top-down strategies of political and

bureaucratic behavior.

¥ http://www.kultur.gov.tr/Eklenti/906, ttstratejisi2023pdf.pdf?0
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City branding has become a popular discourse in Turkey, from very small sized
towns to metropolitan cities, and almost every mayor has made a “brand city”
declaration as they have used it as a propaganda item. When we look at media
statements in Turkey, we generally see that city branding is like something famous in
regions, cities, and also small settlements. Local leaders of municipalities (mayors),
national leaders, and head of NGOs, writers in newspaper, academicians and students
in universities have all been interested in this paradigm of “city branding”. Being a

brand city is seen something eligible, popular and to be reached.

In web searches we see such cases: City of Tastes (Lezzet Kenti Adana in Turkish)®,
Alasehir is on the way to be a brand citylG, “Our target is to make Antalya a Marquee
City”'" by Antalya Metropolitan Mayor Menderes Tiirel, Arsuz will be a brand city
through projects®™®, “Alacati Herbal Festival” in brand positioning®, Bursa is a city
brand®®, Mayor of Diyarbakir Atilla says we will be a brand in tourism?', the concept
of brand city is the “vision” project of Gaziantep, which does not fit into its cabin
anymore??, the book of Antakya Brand City-opinion and suggestions®®, Brand city
Kars aims to increase tourism revenues®*, Mersin Brand City workshop will be held

in April 2015%, Target: Brand City Mugla by mayor Dr. Osman Giiriin®®, Brand City

1> https://turizmreport.com/marka-kent-adana-uzerine/

1 http://www.alasehir.bel.tr/alasehir-marka-kent-olma-yolunda.html

7 https://docplayer.biz.tr/5629525-Our-target-is-to-make-antalya-a-marquee-city.html

'8 http://8gunhaber.com/haber/22673/arsuz-projelerle-marka-kentler-arasinda-yer-alacak.html

19 http://www.yeniasir.com.tr/yazarlar/sezer-altan/2017/04/12/marka-konumlandirmada-alacati-ot-
festivali

20 http://bursadabirgun.com/bursa-bir-marka-kent-3111.html

2! http://www.diyarinsesi.org/haber/baskan-atilla-turizmde-marka-olacagiz-108357.htm

22 http://www.markasehir.com/siteic.php~id=&altno=13&back=false.html

2 http://www.detayyayin.com.tr/ANTAKY A-marka-kent-Gorus-Ve-Oneriler,PR-1695.html

24 http://www.aimsaddergisi.com/marka-kent-kars-turizm-gelirlerini-artirma-hedefinde/

% http://www.inovatifhaber.com/haber/marka-kent-mersin-calistayi-4-5-nisanda-yapilacak-
11209.html

2 http://yerelyonetimler.com.tr/2010/12/03/hedef-marka-kent-mugla/
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Pamukkale-Karahayit Project in Thermal Health?’, Sandikli City Brand Symposium

in 2014%, Trabzon Brand City Project®, Van Tourism is looking for the future®, etc.

According to Izmir Urban Marketing Strategic Plan, it was performed many
analyses on different groups such as inhabitants of Izmir, businessmen, and investors
in order to understand their perception on the city. Moreover, the plan aims to make
people mention of Izmir in better ways, increase the number of tourist visit the city,
increase the value of products and services produced in the city, and increase the
(brand) recognition, honor and incomes of the city. This is also a technical study in
the way to having the membership of EXPO 2020 through aiming not only to attract
more tourists and investment to Izmir and also to increase the quality of living in

Izmir (IZKA, 2010).

As seen from the media, there are huge saying/projects/studies for being a brand
from the point of empirical side. From the academic search side, there is an

increasing interest also.

Altinbasak and Yalgin (2010), in their study to identify the perception of Istanbul
especially focusing on the role of museums in contributing to the city image, put
forward Istanbul is perceived as a culturally rich and exotic city, and also a brand
city and an attractive touristic destination. Dogan (2006) examines the tacit
knowledge and cultural markets in the example of Beypazari and states that tacit
knowledge has a critical role both for historical and cultural values and also for
cultural markets and enterprises in this market; therefore, national assets and
differences place a critical capacity for competitive advantages in the world. In their

analysis of urban image of Kastamonu, Erkan and Yenen (2010) declare that the city

27 http://www.pamukkale.bel.tr/h-71-pamukkale-heyeti-ek-cumhuriyeti-nde
% http://www.sandiklitso.org.tr/belgeler/e-kitap/Marka_Kent_Sandikli.pdf
2 http://www.dpdernegi.org.tr/marka.pdf
%0 http://www.daka.org.tr/panel/files/files/arsiv/Ara%C5%9Ft%C4%B 1rmalar%20ve%20Analizler/
Van%20Turizmi%20Gelece%C4%9Fini%20Ar%C4%B1yor%20%C3%87al%C4%B1%C5%9Ftay%
20Raporu.pdf
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has an original urban image through the interaction of its topography and its image
elements in traditional pattern of the city. Uner et al. (2006) contribute that city
image of Istanbul that the city has the capacity of desired travel destination by having
authentic cultural and historical attractions, fascinating landscape, hospitality of

inhabitants.

There is an increasing interest in academic studies in city branding, destination,
marketing, etc. also for Eskisehir. There are Ms. And PhD degree thesis such as
Urban Projects’ Implementations Towards A European City: A Case Analysis Of
Eskigehir Greater Municipality (Babadogan, 2005), City Identity and City Identity
Dimension of Urban Transformation: Example of Eskisehir (Ilgar, 2008) or articles
such as City Marketing and Urban Branding Through Urban Regeneration and Image
Making as a Case of Eskisehir-Turkey (Aksoylu, 2012), The Importance of Urban
Tourism for Hotel Marketing Policies: the Case of Eskisehir (Aksoz and Bac, 2012),
The Perception of Domestic Tourists Regarding Eskisehir’s Cultural Tourism

(Uskiidar et al., 2014).
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CHAPTER 3

INCREASING IMPORTANCE OF CITY BRANDING IN ESKISEHIR

3.1. The Selection of the Case Study

Eskisehir, as a medium-sized city with a population of 860,620 in 2017, is located in
Central Anatolia Region. Porsuk River flows through the center of the city and
divides the central area into two municipalities as Tepebasi and Odunpazari. The
87.45% of the provincial population belongs to the city center 46.41% Odunpazari
with 399,451 inhabitants and 41.04% Tepebas: with 353,179 inhabitants.*!

B Odunpazari District
B Tepebasi District

m Other 12 Districts

Figure 3. 1. Population of Eskisehir Province in 2017

3 https://www.nufusu.com/il/Eskisehir-nufusu

%2 https://www.nufusu.com/il/Eskisehir-nufusu
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Odunpazart and Tepebast were part of Eskisehir Municipality until 1993. When
Metropolitan Municipality was founded in 1993, also these two municipalities were
established within Eskisehir metropolitan center. In 2008 districts of Odunpazar1 and
Tepebasi governorates were also established. In 2014 with the additional
neighborhoods the districts’ sizes were enlarged as the Eskisehir Metropolitan
Municipality covered the whole province.

Keyman and Lorosdagi (2010) point out Eskisehir is called as the twinkling star of
Anatolia, and explain the reason with its urban culture which has combined its
historical richness and strategic potential with present day; eventually the city has a
socioeconomically built structure. Moreover, in recent years, Eskisehir has ranked
high among the provinces with high a level index in life quality and urban features.
According to CNBC-E Business and Forbes Articles, Eskischir ranked the 2™ most
livable city in Turkey among 81 provinces in 2016.%

As the main argument of this thesis, it can be declared that Eskisehir has been
pursuing a branding strategy through supporting the living conditions, which means
that it has acquired a variety of social, cultural and physical equipment and has been
fed by a more modern set of facilities since 1999, the year when Prof. Dr. Yilmaz
BUYUKERSEN started his work in Eskisehir Metropolitan Municipality as the
Mayor and declared the city as a European city. As a result of this strategy through
the created conditions and facilities, the city has become attractive and it has made a
difference to a classical Anatolian city. As being a medium-sized city, Eskisehir has

simultaneously been successful in the dimensions of livability.
3.2.  The Changing City Identity of Eskisehir
In this branding story of Eskisehir, Eskisehir has different identities in different

periods. The identity has changed in time and Prof. Dr. Yilmaz BUYUKERSEN is

seen as a milestone in this process. In order to understand this process and different

% https://www.esgazete.com/gundem/Eskisehir-en-yasanabilir-2-sehir-secildi-h129339.html
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identities, the characteristics and history of the city are examined through a

systematic and chronological way.

Eskisehir, which was the city of Dorylaion back in 3500 B.C., has continuously been
settled down ever since. Dorylaion was a commercial city of Phrygians, who founded
a big civilization in West Anatolia. In this period Dorylaion was famous for its spas
and settled in the junction of roads. The city had been under the reign of Hittites,
Phrygians, Lydians, Persians, Romans, Byzantines, Seljuk and Ottomans in history.

From the end of the 19™ century to 1923, the city was a town developing under two
main factors: the railway and immigrants. However, with the foundation of Turkish
Republic in 1923, the city started to change through Republican instruments. In the
1960s, the city had dominant industrial character; in the 1980s, through the
university founded in 1958, it gained an educational character. After the local
government elections of 1999 with Prof. Dr. Yilmaz BUYUKERSEN and
municipalities, a new era for the city through many urban projects with a European

City strategy started resulting in a livable city.
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Table 3. 1. Different Brand Identities of Eskisehir and Their Dynamics

Year/ period Brand Identity Dynamics of Brand Identity
*Commercial city of Phrygians
Famous for its spas and settled in the junction
of roads
3500 B.C. Dorylaion City based on | Textile, forestry, mining

(First Ages)

agriculture and
commerce

Advanced agricultural activities
polytheistic religion

*Under the reign of Lydian, Persians,
Alexander Period

12. century
B.C. (Hittites)
8. century B.C.
Phrygians

546 B.C.
(Persians)
(Middle Ages)

Anatolian Civilization

*Romans
advanced commercial activities

*Byzantines

Christian effects

recreational city (hunting, rest, resort town of
byzantine empires)

*Seljuk

war years

Islamic civilization

First settlement of Ottoman Empire.

From the end
of 19" century
t0 1923

Pre-Republican
Ottoman Town

Agricultural Town
Ruined Town of

Turkish War of
Independence

*spas

*depend on Agricultural activities
*The Role of railway.

*The Role of citizens/immigrants.
*one functioned city: agricultural

From 1923 to
1960s

Railway and Immigrant
Town

Republican Town to
City

*The Role of foundation of Turkish Republic.
The role of railway.

*The Role of Sugar Factory and TULOMSAS
of firms

*The Role of tile factories.

*The Role of citizens/immigrants.

* Multifunctional city: Industry and
commerce

From 1960s to
1980s

Industrial City

* The Role of Active NGO — Chamber of
Commerce

*Not becoming one of the “8 Stars of Turkey’
*The Role of investments of firms

*The Role of citizens.

)

From 1980s to

University City

*The Role of a Local Leader
*The Role of citizens.

2000s *The Role of university students.
*The Role of a Democratic Local Leader
*The Role of investments of firms.
. *The Role of high-speed railway.
From 2000s till Europf;n City *The Role of citizens.
now . . *The Role of university students.
Livable City

*The Culture and Arts Capital of the Turkic
World for the year 2013, and Capital of
UNESCO 2013 Intangible Cultural Heritage

Source: Author’s Personal Rendering and Graphing
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3.2.1. A Commercial and Thermal City in the Antique Period and middle Ages

Being in a fertile geographical area of Sakarya River (Sangarios), Eskisehir is
suitable for agriculture and has been inhabited by many civilizations in different
ages, being a city with a high cultural level, and has been a bridge between Asia and
Europe (Atila, 2011). In Antiquity and middle Ages, Eskisehir was known as
Dorylaion in Greek and Dorylaion in Latin, and the excavations made indicate the
existence of Early Bronze Age, Hittite, Phrygian, Classical, Hellenistic, Roman,

Byzantine and Ottoman cultures.®*

During Hittite times, the region was the Beylic or a cult city of Hittites, after that it
became one of the holy cities of Phrygians (Atila, 2011). As a Phrygian city,
Dorylaion being in the junction roads that connect Central Anatolia to Marmara,
Aegean and Mediterranean coasts had a thermal center, which contributed to the

economic and social value of the city (Dogru, 2005).

PISIDIA

Figure 3. 2. Phrygian Traditional Regions®

Ertin (1994) mentions that after the fall of Phrygian State, the city was captured by
Lydians, Persians and Alexander. Moreover, during the Lydians, a significant part of

3 http://www.Eskisehirkulturenvanteri.gov.tr
% http://mapasimperiales2.webcindario.com/IMPERIOS%20DE%200RIENTE%20MEDI0%202/
Mapas%20Imperiales%20Imperio%20de%20Frigia.jpg
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the Royal Road passed through Yazilikaya, Pessinus, and Gordion within Eskisehir,
and the urbanization and development in Dorylaion started firstly with the Lydians’
trade mobility (Atila, 2011). Later, in Roman times, healing facilities were built in
Yazilikaya (Atila, 2011), and the commercial facilities were highly developed
(Ertin, 1994).

During the middle Ages, which started with the division of Roman Empire into two,
the city was in the administration of Byzantine Empire, and Dorylaion still continued
its agricultural relations and production facilities as being a commercial city
highly under the control of Church, but with a recreational character (Ertin, 1994).
Especially in Byzantine times Dorylaion spas were used by the empires as a resting
and entertainment place on the way of Istanbul-iznik-Amurium (Dogru, 2005). In
Byzantium times, Dorylaion became a transit place in the second and third
Crusades (Atila, 2011), and the city with its plain area had the role of a gathering
place of the Byzantine armies against Arabic and Turkish armies and these
destruction and invasion movements destroyed the commercial life in the city (Ertin,
1994). After the battle with Crusaders ruled by I. Kili¢ Arslan (Anatolian Seljuk
State) from the high place of Dorylaion, the province is named as
Sultaneyiigi/Sultanonii (Turan, 1993; cited in Dogru, 2005: 10).

The ancient name of the Porsuk River was Temros (Dogru, 2005), after Eskisehir
was taken by Turks, the river was renamed by Emir Porsuk who was the Seljuk
commander known for his military activities in Central Anatolia and the Marmara
region (Kayhan, 2005). Adalioglu (2011), in addition to Emir Porsuk, mentions
another opinion on naming the river, which was the name of an animal living in the
river called Porsuk. Moreover, the city is probably named as “Eskisehir” because of
Dorylaion ruins (Ertin, 1994), after the collapse of Miryokefalon War between 11.

Kiligarslan and Manuel Komnenos (Atila, 2011).

After that, the modern ages of Eskisehir started to be built for settling immigrants
but without a plan or program, and with the increased population developing as an

edge town, the new city is located in the skirts of the hill dominating the plain which
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is far from the ancient city Dorylaion and spas (Dogru, 2005). According to the
documents of the Ottoman archives, the old settlement of the city (Dorylaion) is then
referred to as Sehroyiik (Sarhdyiik) as a small village (Adalioglu, 2011: 110). In
Seljuks’ period, Christians dealt with art and craft as before, and Muslims with
commerce and property ownership; moreover, significant changes were made in the
city with various architectural constructions, for example Alaeddin Mosque in
Odunpazari, a major work of Seljuks, constitutes the first core of Eskigehir
settlement (Ertin, 1994). The Seljuks used Eskisehir also as a winter resort for the
attacks to Marmara (Atila, 2011: 21). In the middle of the 13™ Century, when Seljuks
got very weak, the city was given to Ertugrul Bey who had been the father of the
founder of Ottoman Empire (Ertin, 1994: 13).

There are two figures identified with the city of Eskisehir in this period: Nasreddin
Hodja and Yunus Emre. “Nasreddin Hodja”, the cultural ambassador of Turkish
intelligence and the smiley face of Turkish and Islamic cultures in the world, was
born in 1208 in Hortu Village of Sivrihisar District of Eskisehir Province, which is
called as Nasreddin Hodja Town today (Dedebagi, 2010). Furthermore, it is believed
that “Yunus Emre” has graves in many parts of Anatolia probably because of being a
spiritual figure that is deeply integrated with each Anatolian person’s life
(Turkyilmaz, 2010: 45). Alagoz (2010: 34) points out that it is believed that Yunus
Emre was born in a village around the Sakarya River in the 13" Century and died
there in the first half of the 14" Century. Sékmen (2010: 6) declares according to
historical sources that Yunus Emre is from Sarikdy in Mihaliggik, and the current

name of this village is Yunus Emre.

It is observed that from Ancient times to Ottoman, the city had a geographical
advantage being in junctions of main roads, having fertile agricultural lands
and commercial facilities, as well as a thermal capacity with its spas providing

healing and recreational functions.
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3.2.2. A Pre-Republican and Agricultural Ottoman Town

Iscan (2006) points out that Eskisehir entered the dominance of Ottoman Empire in
1289; and as a center for the foundation of the Ottoman Empire, at the beginning
Eskisehir was paid attention. Sultanonii Sanjak was the first settlement of Ottoman
Empire (Ertin, 1994) and it is thought that the name of Eskisehir comes from moving
the palace to “Yenigehir” by Sultan Osman (Giirol, 1949; cited in Ertin, 1994: 13).

Figure 3. 3. Eskisehir Miniature Map made by Matrakci Nasuh in 1534

We can read from the miniature of Matrak¢1 that Porsuk had an important role
having various religious and architectural constructions around it and also the
spas. Settled on a hill and having a separated spa area for long times, in the

miniature, there are depictions of Odunpazar1 Neighborhood (Sultanénii), Kursunlu

% http://www.Eskisehirkulturenvanteri.gov.tr
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Kiilliyesi (Islamic-Ottoman Social Complex), Alaaddin Mosque and its zawiya, and
the spa area outside the river in the plain where hot water sources are located with a

thermal center character (Veren, 2012: 13).

However, losing the flourished and developed character of Dorylaion, gaining a
military and strategic function during the foundation period, it was neglected due
to Ottoman policies as an Anatolian city caring Rumeli and western development and
tarnishing during Jalali Riots in 1601; the city had the appearance of a poor, dirty
and small town (Ertin, 1994).

Ertin (1994) mentions different visitors in different times describing the city:

e Dernschwams in 1554 as “the city as severely destroyed” (Kumann, 1890;
cited in Ertin, 1994: 14),

e Evliya Celebi in1648 as “a commercial area in plain land around spas and
residential area in South on the hillsides, and city with rose gardens,
vineyards and gardens, rich in grains around” (Evliya Celebi; cited in
Ertin, 1994: 14),

e Katip Celebi as “a commercial area in plain land around spas and
residential area in South on the hillsides, and city with rose gardens,
vineyards and gardens, rich in grains around” (Katip Celebi; cited in
Ertin, 1994: 14),

e Jouvin de Rochefort in 1680 as “a small and crowded city with rich of
milk, wheat and fruit trees” (Texier, 1862; cited in Ertin, 1994: 15),

e Paul Lucas (Lucas, 1712; cited in Ertin, 1994: 15) and Tounefort in 1702 as
an uninspiring city consisting of two parts, like described by Evliya Celebi,

e Mac Kinnier (Kinnier, 1813; cited in Ertin, 1994: 15) in 1813 and Ainsworth
(Ainsworth, 1840; cited in Ertin, 1994: 15) in 1840 as a city consisting of
two parts,

e Tchihatcheff in 1853 (Tchihatcheff, 1855; cited in Ertin, 1994: 15) and H.
Barth (Bart, 1860; cited in Ertin, 1994) a poor, as a dirty and dead town,
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e Texier (Texier, 1862; cited in Ertin, 1994: 16) as ruined despite being

famous with spas.

Ertin (1994) describes two factors that made changes in social structure of the city in
the 18™ century; the first factor is the loss of land in Rumeli and the raising
importance of agricultural production in Anatolia; and the second is the revival
of commerce through meerschaum. In the 19" century in various parts of Europe
the workshops and meerschaum industry affected Eskisehir, and the meerschaum to
be exported was taken from Eskisehir to the ports by mule or camel caravans through
the caravan route between Eskisehir and iznik which is called as “meerschaum
road” by A. Reinhart, and was transported to Istanbul from Iznik and sent to
Belgrade and Budapest, to the Viennese merchants (Giimiissoy, 2013). This road was
the “middle arm” in the Ottoman triple road system and was following the routes of
Istanbul-Silivri-Corlu-Edirne-Plovdiv-Sofia-Nis-Belgrade (Altunan, 2006, p. 75,
cited in Glimiigsoy, 2013: 180-181).

Eskisehir started to change from the middle of 19™ century through two main
factors: The first factor is “the immigrants who settled in the city after the
Ottoman - Russian War”. Indigenous dwellers and the migrated people from
villages were living in the city center; however, Turks migrating from Crimea and
Caucasia region after 1877-1878 Ottoman-Russian War made the city get crowded
(Veren, 2012). Moreover, the city began to develop together with the beginning of
the placement of the immigrants. Ertin (1994) explains that immigrants from the
Balkans and the Crimea are the first effect in the stationary structure of the city.
Iscan (2006) points out that with these immigrants the city began to get crowded and
at the same time grew. He mentions that Huart (who visited the city in 1892)
described the city as getting starting to flourish and the houses spreading
towards Porsuk River (Iscan, 2006: 12). In addition to Crimean and Caucasian
immigrants, after 1911-1912 Balkan War, Turks from Rumeli region also came to
the city (Veren, 2012). Besides increasing population density, immigrants
contributed to the sustainability of life in Eskisehir through performing a vital set

of elements, such as ensuring the city’s increasing food needs and raising the number
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of the national bazaars (Kirli, 2011: 21). The immigrants, settled along the railway as
a state policy. It both provided the need of settlement for immigrants, and also made

provision against a possible war period; therefore, immigrants settling around the

railway were the solution for housing and production with its transportation
possibility (Onder and Kirli, 2005: 133-134).

The second major change in this period is the Baghdad-Berlin railway. The
Ottoman government considered connecting the Haydarpasa to Baghdad through a
railway line from istanbul to Europe, which would connect India with Europe;
therefore, after constructing Haydarpasa-izmit part of Anatolia-Bagdat line in 1886,
the construction and operation concession of Izmit-Ankara part of this line was given
to the Anatolian Ottoman Simendifer Company in 1888.%® Moreover, the same
company established with the German capital in 1893 opened up the Eskischir-
Konya, Alayunt-Kiitahya sections, and the construction started from Eskisehir to
Konya reached Konya in 1896.% Building of this railway was given to German
entrepreneurs (Albayrak, 1995) and it reached Eskisehir in 1892 (Acar, 2009), the
station building was firstly built by the British in 1892 (Koca and Karasézen, 2010),
Eskigehir Traction Workshop (Cer Atelier) was established in 1894 (TCDD, 2017),

37 www.youtube.com/watch?v=XLFCBFgh3d8
38 https://www.tulomsas.com.tr/tulomsas-kurumsal/2/

% https://www.tulomsas.com.tr/tulomsas-kurumsal/2/
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and which is the basis of today’s TULOMSAS (Senol, 1994). In 1896, in Cer Atelier,
the first education center started to work (TCDD, 2017). It can be accepted as the
birth of industry in Eskisehir and after that the city socioeconomically had a great
leap (Acar, 2009). Ertin (1994) explains that Eskischir was one of the Anatolian
cities that invested in industry in Ottoman Period through Cer Atelier, serving both
economic investments and job opportunities, and in further years having the role of
educating masterful workers of industry. Engineers, technicians and workers
especially from Germany flocked to the city (Giines and Yakut, 2007; cited in Yakut,
2017: 129).

Figure 3. 5. Eskisehir Train Station in 1900*

According to the first census of Ottoman Empire, Eskisehir (rural and urban)
population was 24.509; in 1881-1893 total population of Eskisehir was 65.084,
which indicates the increase through migrations; moreover, in 1916 with the
additional districts of Mihaliggik and Sivrihisar the total population reached 161.586
(Kirli, 2011). Local people call the population components in Eskisehir as following
names (Veren, 2012):

“‘Tatarian’ (Tatar in Turkish) for immigrants from the Crimean region;
‘Circassian’ (Cerkez in Turkish) for the immigrants from the Caucasus
region; ‘Immigrant’ (Macwr/Muhacir in Turkish) for the immigrants from

Rumeli region, ‘Turkmen’ (TZirkmen in Turkish) for the ones who live in

“0 https://tr.pinterest.com/pin/517702919639923041/
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the mountainous region; ‘Fruiterer’ (Manav in Turkish) for the locals of

the city who live in the upper neighborhood called Odunpazari district.”

i Sahﬁ d'éski;C;éhir G _“‘ftgli_—l(znp;;n‘r-.lavriviéu Porsoukh
7 _ Tk e

Figure 3. 6. Porsuk River and Bridges in 1908*

1 SUBESINE B
MARIFETIVLE

Figure 3. 7. Eskisehir Map of 1896
Source: Tepebasi Municipality Archives*

We can read through the map, settlements in both sides of Porsuk (Odunpazari
traditional settlement, developments spreading towards Porsuk as residential and

commercial areas where Kopriibasi, Cukurgarsi, Tasbasi and Sicaksular —hot water—

1 www.youtube.com/watch?v=XLFCBFgh3d8
*2 Individual interviews in Eskisehir Tepebasi Municipality, 2014-2018
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Region are), the development of railway, and small settlements towards railway.
Ozaslan (2011: 90) mentions Porsuk River being generally a natural and physical
element as an agricultural land joins to the urban space between Odunpazari

settlement area and bazaar area where hot water concentrates in.

Ertin (1994) explains due to the Balkans and the Crimea immigrants the population
grew and therefore, the settlement grew to the other side of Porsuk for the first time;
and with the railway the growth of the settlement in Eskisehir accelerated and has
expanded beyond the railway line since 1890. Iscan (2006) points out that the main
development of the city started after the railways started to operate. He mentions that
E. Naumann described the city as developing in the right side of Porsuk and
having a view of a small city with the railway station (iscan, 2006: 12). Until
1920, the city developed around the Northern coast of Porsuk River and railway, and
immigrant settlements are developed in coastal areas; moreover, Odunpazari
settlement and bazaar-hot water area started to get connected (Ozaslan, 2011: 94).
Here there is a pedestrian precinct called Hamamyolu where there are commercial
facilities, one of the many identities of Eskisehir. Hamamyolu (Hammam Way in
English) was previously used as a park and then transformed to bazaar area where
the traditional foods, vegetables, milk, butter, and also clothing was sold (Esen,
2012).

Figure 3. 8. Sicaksular Region in 1914%

* http://www.sakaryagazetesi.com.tr/makale/kaz-ve-secimler-4488/
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Porsuk River had been influential in the development of the city as a natural and
physical element until the Republican era, after that it has become an urban structure
that is congruent with the changing socioeconomic, demographic and cultural
structure of Eskisehir and that is continuously intervened and interpreted with the
effect of the urban development and planning approaches of Eskisehir (Ozaslan,
2011). However, those who first settled in the Porsuk region struggled with

mosquitos, malaria and floods before reclamation work in the river (Ozgcelik, 2011).

After the end of 19™ century, the development of the railway, the arrival of
immigrants from the Rumeli, Crimea and Caucasus, moving some European workers
and engineers to the city, the provision of new educational institutions all resulted in
a revival in the urban life (Yakut, 2011). As in many Anatolian cities, the history of
press in Eskisehir began after the proclamation of Constitutional Monarchy
(Mesrutiyet in Turkish) (1908), and “Nimet” was published in 1909 as the first
periodical publication of Eskisehir; after 1909 Eskisehir had a lively press world
(Varlik, 2003). Moreover, “Musavver Kaval” was published in 1920 as the first
humor newspaper in Eskisehir (Yakut, 2011).

Eskisehir became one of the centers with the earliest sensitivity in the face of war
that started with the invasion of Izmir; and protests against the occupation of Izmir
were held in Odunpazart where about ten thousand people gathered together on
Saturday, May 17, 1919 (Yetim, 2011).

Moreover, these two events have also shown the effect on the administrative
structure of the city and revival of commerce, and railway have maintained the
connection with the capital city Istanbul, and revival of finance, connections with
rural parts as having the role of commercial organizer (Ertin, 1994: 20). Through
the increase in production, in a short time Eskisehir became one of the major centers
that meet the cereal needs of big cities, especially Istanbul (Giines and Yakut, 2007;
cited in Yakut, 2017: 130). The products were transported by trains, and the increase

in demand resulted in also increase in the number of artisans dealing with cereal
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(Acar, 2009). Moreover, with the development of railway, meerschaum, which had
been the only income-generating product of the city for many years, was started to be
exported to Vienna in an easier and cheaper way (Giines and Yakut, 2007; cited in
Yakut, 2017: 130).

The first bank in Eskisehir, Ziraat Bank, was founded in 1890 (Acar, 2009). Central
government was performing regulations on Chamber of Commerce, and in 1893-
1894 Eskisehir Chamber of Commerce and Agriculture was established in order
to facilitate the marketing of products to domestic and foreign markets and to provide
professional solidarity (Acar, 2009). As a result of National Economic Policy of
Governments of Union and Progress, joint stock companies began to be established
and from the beginning of 19" century some families came into prominence; for
example, Eskisehir National Commerce and Industry Joint Stock Company was
established in 1916 as the first national joint stock company of Eskisehir (Acar,
2009). What is more, some public work was defined in the charter of this company:
building a dam on Porsuk River to generate electricity, lighting the city with
electricity, setting up a 7-km-length tramway (Acar, 2009). Moreover, Eskisehir
Farmer Bank Ottoman Joint Stock Company was licensed by the decisions of
Council of State and Council of Ministers (Prime Ministry Ottoman Archive; cited in
Acar, 2009) and officially established in 1918 (Hakimiyet-i Milliye Gazetesi, 1919-
1920; cited in Acar, 2009).

Other than the changes in railways, population, settlement character and economy,
there were also changes in health, education, social life etc. This economic
revitalization took attractions of non-Muslims who wanted to make financial
intermediation to the city, and new settlements with houses and hotels grew in the
surroundings of the train station (Acar, 2009). One of these hotels is still serving
with the same name in a modern building around station, Madam Tadia Hotel.
Madam Tadia, who was an old woman moved from Austria to this city in the 1890s,

operated this very popular hotel and for a very long time this hotel was a frequent
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place for travelers, poets and historians in Eskisehir (www.madametadia.com).* In

the 1920s hotels were built around Ko6priibasi and hot springs area (Demirkol, 2012).

s <

Figure 3. 9. Madam Tadia Hotel in the Railway Station Area®

Furthermore, missionary schools were opened for the students and educated both the
children of European workers in railway construction and the children of non-
Muslims in the city, and there were French and German primary and secondary
schools in the city (Acar, 2009). Moreover, the character in health and social services
in the city of this period can be observed from local newspapers. For example,
“Metanet” (1912; cited in Batur, 2017: 123) announces the services of a doctor
called Omer LUTFI in the profession of internal diseases, surgery and gynecological
diseases; moreover, it announces about “The Theather Delegation in the director of

Salim Bey from Eskisehir Armenian Club”.

There are two main reasons that disrupted the livelihood of Eskisehir, one is the great
fire in the early 1900s and the other is the liberation of the city from the Greek
invasion (Glines and Yakut, 2007; cited in Yakut, 2017). In the city center, most of
the pre-republican buildings were consumed by the two fires in 1905 and 1922 (Koca
and Karasozen, 2010). At the beginning of 1% World War, the city was a bit more
developed and economically more vital than other Anatolian cities; however, this

changed in the war times as a second stagnation period, and at the end of the war

* http://www.madametadia.com/

** http://www.madametadia.com/
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the city was occupied by the enemy forces (Ertin, 1994). During the War of
Independence, the city gained a military character other than agriculture,
commerce and workshop production (Ertin, 1994). Cer Atelier was used by national
forces against occupation armies through producing army equipment (Senol, 1994).
Three of the five major battlefields of the Turkish War of Independence took place in
Eskisehir, the First Indnii Battle, one of the most important battles of the War of
Independence led by Mustafa Kemal Atatiirk, took place in Eskisehir; moreover,
having the key points of the War of Independence, it has worn out materially and
spiritually in the war and the city became a ruined town when it was rescued on
September 2, 1922.%° As a result of the War of Independence in 1923, the city had

the view of a rundown and evacuated town (Ertin, 1994: 22).

It is understood that in this period just before the foundation of Turkish Republic,
although there were the bad conditions that the war period created, the city had the
identity of being an important center due to its central position geographically and
being in the location of Baghdad-Berlin Railway. This shows the main advantage of
“transportation” that the city had which is held by governmental tools (arising from
international policies of Empire) and which started radical changes in the city in

different dimensions: economic, spatial, administrative, social, cultural etc.
3.2.3. A Republican, Railway and Immigrant City

As being in a junction location of national transportation and having great
contributions to acquisition of National War, after the war the railways of Eskisehir
to Istanbul and Ankara and also the bridges were repaired (Yetgin and Yilmaz, 2014-
[). In 1923 Turkish Republic was established and Mustafa Kemal Atatiirk as the
founder of this state declared that “The new Turkish State will be a state of
economics.” therefore, the goal was to achieve welfare in the country through many
regulations and revolutions in different fields. In that respect in the first years of the

Republic, industrialization through founding plants in different cities in Anatolia was

*® https://tr.wikipedia.org/w/index.php?title=Eskisehir&oldid=19659000
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aimed at. With the foundation of Turkish Republic, the city started to become a
modern city through investments (Yetgin and Yilmaz, 2014).

In 1925, the administrative structure was transformed from independent sanjaks to
province (Yakut, 2010). According to the State Annual of 1925-1926, the population
of Eskisehir sub-district (Kaza in Turkish) was 142.871 in 1924 (Ersan, 2011).

Through breaking from central capitalist countries and applying an independent
industrialization strategy came to light in Turkey in the 1930s and ended with the
beginning of the 2" World War; after that 1% Five-Year Plan (1934-1938: statist and
protective industrialization model which gives priority to textile industry, but also
invested on mine, paper, glass) and 2" Five-Year Plan (1939-1943: main goal as
industrialization) were prepared in the 1930s, which commissioned Is Bankas1 and
Siimerbank for investments; moreover Rapid Industrial Plan in 1946 and Turkey

Economic Development Plan in 1947 for 1948-1952 were prepared (Esiyok, 1999).

Therefore, the advantage of Eskisehir in railway and location made a growing effect
in the city through the republican implementations and Eskisehir was invested
with industrial and commercial developments especially through local traditional
industry in those years. In other words, the city was shaped through such main
changes through republication: developments in railway sector, aircraft
maintenance workshop, new industrial investments, new commercial and
touristic investments, educational developments, rural-oriented projects, urban
planning and changes in the city macro form, and therefore changes in social

and cultural structure.
After the public investments were concentrated in the first years of the Republic, the

city became an industrial city as well as a commercial center (Koca and
Karas6zen, 2010: 193).
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Developments in Railway Sector

Anatolian Railways General Directorate was established in Eskisehir in 1920 and
Behi¢c ERKIN was assigned as the General Director (TCDD, 2017: 26). In 1924, Cer
Atelier was nationalized and assigned to Turkish Republic (Ertin, 1994). Through the
laws dated 1928, 1934, 1935 and 1937, the railway lines, which were constructed and
operated by Foreign Enterprises were nationalized; and the name of Directorate
General of State Railways and Ports was changed to Turkish State Railways (TCDD
in Turkish) under the Ministry of Transport with a Law dated 1953 (TCDD, 2017).
Behi¢ ERKIN died in 1961 and as he willed in his testimonial, he was buried where
trains exist in the separation of Afyon, Kiitahya and Istanbul railways (EskiYeni,
2011).

The railway created bureaucracy in the city; moreover, there was an increase in the
number of civil servants living in the city and workers and technical staff working in
railways in addition to immigrants from Balkans and Caucasus (Yetgin and Yilmaz,
2014-11: 49).

Foundation of railway was not only industrially based but also on creating social
aspects in the city. For example, in 1930 “Eskisehir Demirspor” (Demirsport in
English) was established as the first sport club in Cer Atelier (TCDD, 2017).
Therefore, in 1930, the city was facing a social and cultural transformation which
was based on this workshop since the families of the workers were introduced to
various sports such as cycling, tennis, etc. with the help of Demirspor Club and many
cultural meetings such as Republican Balls or open air concerts (Kiper, 2012).
Moreover, in 1939-1940 football seasons, Demirspor became Turkey Champion
(EskiYeni, 2011).

Moreover, in 1934 TCDD Eskisehir Hospital was established, in 1942 Vestibule
School (Crrak Okulu in Turkish) was opened in Cer Atelier and in 1950 Directorate
of Training Courses were opened (TCDD, 2017). With the help of the Vestibule

School, the demand for trained and qualified personnel in the industry and railways
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was supplied to a great extent and then these personnel also made transitions to
different professions (Cift¢i and Kivrak, 2009: 18).

o §

Figure 3. 10. istasyon Street in 1946*

Aircraft Maintenance Workshop

“Eskisehir Aircraft Maintenance Workshop” (Hava Ikmal Atélyesi in Turkish) started
working in 1926 which was established for the repair of military aircraft and other
vehicles in 1925, later it was named as “Aircraft Troop Maintenance Workshop”, and
in 1930 started to work as “Eskisehir Aircraft Repair Plant”, which was the core of
today’s “Air Supply and Maintenance Center Command” (Acar, 2009: 70). In 1942 it
started to widen its activity area through providing maintenance to other aviation
unions other than Eskisehir (Ertin, 1994). Moreover, the workshop grew in 1967
through jet motor revision, in 1970 through accessories ateliers, and in 1994 through
any repair and maintenance of jet aircrafts, technologies with laser and measurement
of material quantities by irradiation, making electronic measurements, and producing

parts according to world standards (Ertin, 1994).

7 https://www.youtube.com/watch?v=XLFCBFgh3d8
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New Industrial Investments

During the period of 1923-1950, the development of Republican investments on
industry was developed by both public and private sector. In that period, there were
two types of industry in the city (miller and tiller), and these had influence in the
foundation of cement plant (Acar, 2009). In 1927, Law for the Encouragement of
Industry was declared. After that till 1950, it was the period of private sector that
initiated industries based on stone-soil and food; therefore, factories started to
produce Marseille tiles which were imported abroad until 1927: in Kurt Tiles in
1928, Cift Kurt Tile in 1933, Aslan Tiles and Yasin Cakir Flour Factories in 1938,
Fil Tiles in 1942, Kartal Tiles in 1944, Giines Tiles and Dogan Tiles in 1946,
Gimiilcineli Flour and Gamgam Flour in 1948, Kilicoglu Brick and Tiles in 1949,
Miihendisler Flour in 1953, Orek Flour in 1959, Pak Flour in 1965, Kamish Ates
Brick in 1968, and Kanatli Flour in 1969 (Ertin, 1994).

Baraz (2010) examines 26 senior businesses founded before 1940 and still working,
some of them are Zeytinoglu (1847), Oraylar (1915), Kemal Kiikrer (1915), Cetintas
(1923), Basborek¢i (1924), Rahmi Yilmaz (1924), Demirler Rulman (1925),
Karakedi Boza (1925), Niyazi Triko (1926), Sapkacit Sevket (1928), Sensar1 Asvalt
(1929), Demircioglu Gida (1930), Ahenk Miizik (1930), Tuzcular (1930), Unalan
(1933), Cift Kurt Kiremit (1933), Asevi (1933), Zeyrekler (1936), Hiisniiniyet
(1936), Bozkaya (1936), Celepler (1940), Odunpazari Ekmek (1940), Sarar Giyim
(1944), Trakya Lokantasi (1946), Heris (1951) and Hatipoglu Cam (1951). Baraz
(2010) declares as the findings of his study that immigrant family members made
important influences in Eskisehir, and entrepreneurs explain the secret of continuity
and success in family businesses with children’s composition, being honest, and

establishing proper relationships within the family.

Baraz (2010) describes that from the beginning of the 1900s Cer Atelier-TCDD
(which evolved to Turkish Locomotive and Engine Company Inc., TULOMSAS in
Turkish), Sugar Factory and Air Supply Center operated in Eskisehir like a “school”

with their educating influence on the city which can be seen from the workforce,
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those who arrived at these establishments and separated or retired from them, set up
their own workplaces, and the development of the metal industry in Eskisehir which
has great influence on the market share of stove manufacturing in Turkey. Ozelgi
(1994) also mentions the contributions of immigrants from Bulgaria to the social and
economic development of the province settled in Eskisehir in 1951 bringing the
ability of working discipline, knowledge and experience, which resulted in the
development of the stove usage spread and constituting a new branch of industry.
These investments show the power of local leadership, which constitutes the
traditional industry of Eskisehir and give way to the development of Eskisehir till
now, some of these companies still in economic life as local enterprises, while some
of them are now providing their products internationally, such as Sarar, Kiligoglu
and ETI.

Eskisehir Sugar Factory was opened in 1933 by Anatolian Sugar Factories T. Joint
Stock Company.*® Anatolian Sugar Factories aimed to produce its own machines; for
this purpose, in order to meet and repair the spare parts of the machinery
manufacturing workshop, Eskisehir Sugar Factory started to work with workshops
consisting of workshops, forks, trenches, carpenters and chests; and Eskisehir Sugar

Factory became the core of the Machinery Factory. %

Figure 3. 11. Aircraft Maintenance Workshop and Sugar Factory (behind)*

*® http://www.turkseker.gov.tr/tarihce.aspx
* http://www.turkseker.gov.tr/MakinaFabrikalari.aspx
50 https://www.youtube.com/watch?v=X LFCBFgh3d8
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Moreover, the machinery and facilities of the sugar factories established in 1951-
1962 in order to supply all of the needs of Sugar Factories from within the country
were manufactured in the workshops of Eskisehir, Turhal and Erzincan to the extent
possible.”* This factory has made contributions to the city in the field of agriculture
and also banking because of increasing demands of big farmers who started to grow
sugar beet for loans (Acar, 2009: 64). Like Cer Atelier, Sugar Factory also included
many other facilities other than its factories. The factory brought socio-economic and
socio-cultural vitality to the locality (Yakut, 2010). Taygun (1993: 150; cited in
Ogur, 2015: 49) states that

“Sugar industry as a whole constituted ‘a sugar family’ that included
factories, dwelling-houses, guesthouses, restaurant, school, mosque,
student dormitories, family meetings, campaigns and new year balls,
cinema, children’s garden, sports (football, wrestling, bicycle, tennis,
basketball, volleyball), cultural association, jazz community, sales store,
saving and charity fund, association of establishing and maintaining

charity, parks and gardens, hospital, swimmimg pool.”

Figure 3. 12. General Location Plan of Eskisehir Sugar Factory
Source: Veldet (1958: 407; cited in Ogur, 2015: 34-133)

*! http://www.turkseker.gov.tr/MakinaFabrikalari.aspx
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New Commercial and Tourism Investments

In this period, economic activity in the city was accelerated and the city was getting
economically vital through foundation of companies and building hotels which

contributed to industrial and touristic developments.

In addition to its contributions to national industrial development, Eskisehir Sugar
Factory also had great influences on the revitalization and Turkification of the urban
economy and reconstruction of the Commercial Exchange and the Chamber of
Commerce (Yakut, 2010: 10). Eskisehir National Commerce and Industry Joint
Stock Company, established in 1916 as a first national joint stock company of
Eskigehir continued to work under the name of Eskisehir Meerschaum Mine Joint
Stock Company since 1924 for producing and exporting meerschaum; moreover, the
second local bank, Eskisehir Bank Turkish Joint Stock Company, was established
in 1923-1930 with initiatives of the parliamentarian of Eskisehir, Emin SAZAK
(Acar, 2009). Moreover, in 1925 Commercial Exchange was established (Ertin,
1994).

Mesut Zeytinoglu had great effort in the developing of Eskisehir Bank Turkish Joint
Stock Company, and the Bank then started to invest in industry sector; furthermore,
Zeytinoglu, Kilicoglu and Kanath Families established Eskisehir Cement Plant
Joint Stock Company in 1953 and this bank also partnered this company (Acar,
2009).

Eskisehir was not a promising city in terms of tourism at that time; however, people
coming to the city for health reasons, bathing and industrial investments made the
need for accommodation in that period (Yetgin and Yilmaz, 2014-1: 70). During the
restructuring period after Greek occupation, hotels were built in different places:
Seref Hotel around train station and Yolcu Hotel on Muttalip Street (Hakimiyet-i
Milliye, 1338; cited in Demirkol, 2012). Moreover in 1923-1938 Porsuk, Tan,

Bozan, Yeni, Eskisehir Palas Hotels were built and Yildiz, Yolcu Konagi, Bursa,
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Sakarya, Safa, Kayseri, Sebat Hotels were opened (Anonim, 1938; cited in Demirkol,
2012: 20-21). Also, there were hotels in hot water area: Istanbul Hotel in 1924,
Koprii Palas in 1925 (Demirkol, 2012), and Porsuk Turing in 1927-1930 (Yetgin and
Yilmaz, 2014-1).

Figure 3. 13. Porsuk Turing Hotel Front View
Source: Yetgin and Yilmaz (2014-1: 73)

Educational Developments

Since the rapid industrialization in the first years of the Republic, educated man
power was needed; therefore, many schools were built in Eskisehir mostly on
treasury and donation areas; moreover, the education buildings in this period mainly
were located on Atatiirk Street that connected train station to Odunpazari Region and
also in immigrant neighborhoods (Giildogan, 2012). In further years, the educational

facilities were built in different neighborhoods according to the spreading of the city.

Rural-Oriented Projects

Republication investments were also oriented in rural projects, such as The Village
Institutes Project and Seed Breeding and Experiment Station. Rural-oriented
education project of the Republican era, “Village Institutes”, firstly, was founded in
Eskisehir: Cifteler Instructor Course in 1936, Cifteler (Mahmudiye) Village Teacher
School in 1937, and Cifteler Village Institute on April 17, 1940 (EskiYeni, 2011).
However, this project as a product of idealism and a social transformation was
abandoned at the beginning of the 1950s (Corakbas and Stimertas, 2012).
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Moreover, Seed Breeding Station (Islah-1 Buzr) was established in Eskisehir in 1925
as being first in Turkey, additionally in 1929 Dry Farming Experiment Station was
established in this station, in 1951 these two stations named under one institution
called Eskisehir Breeding and Experiment Station, in 1969 it continued research with
the name of Eskisehir Agricultural Research Institute, in 1986 it was named as firstly
Legumes (Baklagil in Turkish) and then Crossing Belt Agricultural Research
Institute, and in 1996 it became Anadolu Agricultural Research Institute with the
foundation of new campus (Karaman, 2010).

Urban Planning and Changes in the City Macro Form

What influences the macro form of Eskisehir in Republican era till the 1950s was
mainly the site selection of factories. Factories and other related buildings such as
fruit-vegetable market hall and silos were located around the station and created a
structure that complemented each other in terms of production, transport and support
services in the boundaries of district, which is now called Tepebas1 (Factory District
Urban Design Report, 2011)°?. Odunpazar1 Region and train station were connected
through some commercial, administrative and educational units; therefore, the

city center started to concentrate around Porsuk and train station.

In the first years of the Republic, an image of the Square of Governorship, cart and ox
carts from the surrounding villages moved the abundance to the Eskigehir cereal bazaar.

Figure 3. 14. Grain Bazaar in the beginning of Republican Period®®

%2 Individual interviews in Eskisehir Tepebasi Municipality, 2014-2018
>3 http://www.sakaryagazetesi.com.tr/makale/kaz-ve-secimler-4488/
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Figure 3. 15. Doktorlar Street in the beginning of Republican Period®*

Figure 3. 16. Odunpazari, Arifiye Neighborhood in 1930

Till 1950, in the city center, transformation occurred on demolishing the old
buildings and constructing the new ones for commercial purposes and insomuch that
in some streets such as Cengiz Topel, Sakarya and Iki Eyliil Streets ground floor was
for trading but the upper floors for dwellings (Ertin, 1994). Moreover, factories and
also the central business district (CBD) also attracted dwellings around it; and
although there was rapid increase in housing, the slums areas were not built (Ertin,
1994). The common usage of houses was 1-2-storey ones; moreover, the apartments
with 2-3 floors and made of reinforced concrete buildings started to be built in the
1950s (Ertin, 1994).

> https://www.youtube.com/watch?v=XLFCBFgh3d8
> https://www.youtube.com/watch?v=XLFCBFgh3d8
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Figure 3. 17. Hamamyolu and surroundings in 1941°°

Starting from 1926, summer cinemas were located around Porsuk River, and after the
1950s surroundings of Porsuk River gained a different character being in the urban
area through recreational activities (Ozaslan, 2011). The Porsuk River flood occurred

in 1950 caused damage and destruction both in agricultural lands and city settlement

(Tungdilek 1953-54; cited in Ozaslan, 2011: 93).

Table 3. 2. Population, Areas and Economic Indicators 1930 — 1950

POPULATION 1930 1940 1950

Total Province 143,160 206,794 276,164
City center 43,613 60,742 89,879
Urban (central area) 99,093 121,883 175,107
Urban 49,329 70,894 100,724
Rural 93,830 135,900 175,440
AREAS

Residential 262,500 326,875 391,250
Central Business District 12,500 24,800 36,820
Industrial 37,500 115,625 193,750
Services 29,568 37,420 45,272
Green Areas 9,375 61,460 113,540
Agricultural 393,750 440.458 481,166
Total Area 745,193 1,006,638 1,261,798
ECONOMIC INDICATORS

Active Population 66,569 12,2401 186,987
Industrial Labor 6,442 9,305 9,985
Industrial Population 32,210 46,525 49,925
Input/output 0.73 0.70 0.67
Added Value 132,426 26,492 52,985

Source: Inankul, S., 1985: 229; related parts were translated and illustrated by the

Author

% https://www.youtube.com/watch?v=XLFCBFgh3d8
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Although having a rapid development process, the city lacked main infrastructure
and functions in the year of 1938, and during the mayoralty of Kamil KAPLANLI
“Kalabak Water” were brought to Eskischir city (Ertin, 1994). Electricity started to
be supplied in 1928 by a private company, in 1936 the second generator was
supplied, in 1944 the municipality became the responsible for this service, and Cer
Atelier also supplied electricity for the city (Ertin, 1994). Moreover, in 1946
municipality started mass-transportation with six buses on two routes which are
Odunpazari-Sugar Factory and Odunpazari-Station; and a minibus station was
provided at the place of Beyoglu Cigek Passage Restaurant (Ertin, 1994). Roads,
sidewalks, bridge arrangements, municipal bus service, parking arrangements,
Porsuk environmental regulations and arrangement in Sarisu draining were all
implemented in this 1923-1950 period (Ertin, 1994). The city started to gain the
character of multifunctional city between the years 1923-1950 (Ertin, 1994: 26).

Through Republican Period, in 1930 Municipality Law was accepted. After that in
1933 “Bank of Municipalities” was founded in order to finance the municipalities, in
1944 through widening its activity area the bank was renamed as Bank of Provinces/
iller Bank (/ller Bankas: in Turkish).>” Technical Specifications for the Compilation
of Urban and Urban Development Plans were prepared by iller Bank in 1949 and
principles of obtaining the zoning plan were determined; from 1951 onwards,
national-international competitions for new traffic, large urban squares, wide

boulevards and modern architecture were held (Ozaydin et al., 2010).

In 1952, a competition was held for Eskisehir development plans by iller Bank, and
the architecture group of M. Ali Topaloglu, Melahat Topaloglu and Biilent Berksan
won the first prize (Mimarlik Dergisi, 1952).

> http://www.ilbank.gov.tr/index.php?Sayfa=iceriksayfa&icld=3
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Figure 3. 18. 1952 Development Plan of Eskisehir at the scale of 1/5000 — first
Prize in the Competition
Source: Mimarlik Dergisi (1952: 3)

Then, implementation Plans at the scale of 1/1000 were approved in 1956 by
Eskisehir Municipality and Ministry of Public Works.”® These plans will be
explained in the following part since they were approved at the end of this period and

affected essentially the following period.

In 1950-1960 period, Eskisehir experienced both internal and external migrations,
the externals were from Bulgaria, Romania, Yugoslavia, Greece, who generally
settled in the urban area resulting in the construction of “immigrant houses” in
Eastern part of the city in Yenidogan, Alanonii and in different areas in the city, and
also resulting in the foundation of small industrial site in 1960 (Ertin, 1994).
Moreover, internals were especially hired from Bilecik, Afyon, Kiitahya, Konya, and
Balikesir as workers resulting in cooperative type of buildings with the help of
common work of municipality through making development plan and public

institutions through building dwellings in TCDD, Sugar Factory, etc. in western and

%8 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
87



South-Western part of TCDD area, in the neighborhoods of Osmangazi,
Ertugrulgazi, Gokmeydan, Cunudiye (Ertin, 1994). Sokmen (1985) states that the
urbanization rate of Eskisehir between 1950 and 1960 was higher than the average
rate of Turkey. After 1950, North side of Mamure neighborhood started to develop
through plans, which created Isiklar neighborhood; however, in Sarhoylik and
Esentepe illegal housings were built by the workers for the first time in the 1950s
(Ertin, 1994). What is more, 1955-1960 slumming type of these illegal buildings
appeared in almost all sides of the city, such neighborhoods as Zafer, Tunali,
Gilindogdu in the Eastern side, Uluonder in the Western side, Biiyiikdere, Yildiztepe
in the South-Western sides, which were uncontrolled spatial growth and which
resulted in problems in providing many urban facilities such as electricity, water,
education, health (Ertin, 1994).

Although there were settlement and urban problems at the end of the 1950s, the city
was developed through industrial investments such as Siimerbank, Eskisehir Feed
Mile, and small industrial site (Ertin, 1994). Through developing commercial and
financial activities and through the working population added to the city; therefore,
the character of the city as a regional working center became apparent (Ertin,
1994: 46). Due to Ankara-istanbul highway, Eskisehir became the sixth largest city
in Turkey until the beginning of 1960; however, after that the connection between
Istanbul and Ankara was sustained through Bolu; the city declined in rankings
between provinces in Turkey (Kirli, 2011: 21). From the air-field of Turkish
Aeronautical Association in the Northern part of the city and on the Western side of
the Muttalip village, in 1953, air flights were made between Eskisehir-Istanbul and
Eskisehir-Ankara (Ertin, 1994: 52).

Today’s many industrial and educational architectural heritages that consist of
schools; Factory District, Sugar Factory and TULOMSAS, Village Institute were
especially built in the early Republican Period of 1923-1960. Other than industrial
and educational heritage, there were also heritage buildings which are institutional,
commercial or sportive structures. As a first plan, in 1945, the Ministry of Public

Works, Scientific Committee of City Planning made the partial implementation
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plan at the scale of 1/1000 for the Governmental Office and its surroundings and
arrangement of its open space (Eskisehir Sehri iImar Komisyonu Raporu, 1951; cited
in Koca and Karasoézen, 2010) then Governmental Office was built in 1943-1947
(Eraslan, 2012). Moreover, the Courthouse was built between 1947-1949 (Koca and
Karas6zen, 2010). Atatiirk Stadium, which is located on Akarbasi Caddesi, was the
most important sports facility of the period (Ertin, 1994). In the Eskisehir Railway
Station Building Project Competition of State Railways in 1946, the first prize was
given to the project prepared by architects Leyla Taylan and Ferzan Baydar
(Mimarlik Dergisi, 1946-a), and the station building started to build in 1953 and
opened in 1955, which has similarities in projects (Koca and Karasozen, 2010). In

1960, slaughter house near Porsuk River is renewed (Ertin, 1994).

Figure 3. 19. Eskisehir Railway Station Building Project 1* Awarded in the
Competition in 1946
Source: Mimarlik Dergisi (1946-b: 31)

In 1953, in the construction of the Central Bank, stone blocks were used which
were moved from Keskaya in the Western part of Karacaalan Village.>® The project
of Eskisehir Porsuk Hotel (1956) was designed by Vedat Dalokay; the building was

> http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=20
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a center of the socialization in that period, and after military coup in 1960 the hotel
started to be used as an Officier’s Club (Orduevi in Turkish) (Demirkol, 2012). The
project of Kiligoglu Cinema, Business Center and Apartment was designed by
architect/engineer Abidin Mortas and built in 1959 (Koca and Karasézen, 2010:
200). Eskisehir High School of Economic and Commercial Sciences (Yiiksekokul
in Turkish) was built in 1958, which constitutes the origin of today’s Anadolu

University.®°

Turkey is entered multi-party-period in the 1950s. Kemal Zeytinoglu was the first
minister from Eskisehir in Republican Period Minister of Public Works (Naymansoy,
2014), in 1950-1955.°* The most significant work he did for Eskischir was the
tendering the construction of Eskisehir-Izmit High Way (Acar, 2008: 126; cited in
Naymansoy, 2014: 45).

It is seen that in that period, “republication implementations” was a national policy
in industrial-economic-social-educational field: Cer Atelier, Sugar Factory and
Aircraft Maintenance Workshop, schools, social entertainments, etc. Therefore, this
made various transformations in the city both in economic and sociocultural. The city
gained an “officer and employee city character”. Moreover, “immigrant effects”
arising from international events and national policies had influences on local
development. This made the city have the character of local
entrepreneurships/leaders and mercantilization through immigrants. Shortly, the
railway advantage of the city was connected with the Republican implementations
and immigrant qualifications starting from 1923; as a result, a city equipped with
Republican culture was built in this period through governmental and local efforts
and investments at the end of 1950s, although illegal type of housing was created
through uncontrolled settlement, a planning period started through Republican
instruments at the end of 1950s. As a result of all these changes from 1923 to 1960
we face one of the new Republican cities of Turkish Republic but a growing,

also modernizing as a multi-functional city in Anatolia.

% http://iibf.anadolu.edu.tr/?page_id=144
%! https://tr.wikipedia.org/w/index.php?title=Kemal Zeytinoglu&oldid=19400258
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3.2.4. An Industrial City

Starting from pre-republican and developing in Republican Period, the economy and
industry of Eskisehir developed through the basis of Cer Atelier in 1894, Eskischir
Aircraft Maintenance Workshop in 1926, and flourished thanks to soil-tile and flour
industry in 1930-1960.

In the following period, as a result of the narrowing of market shares of flour and
tile-brick industries because the increase in similar investments in other parts of the
country, such industires were directed to new ones: flour industries to other food
areas such as biscuits and confectionery, and stone-based manufacturing to the fields
of ready-mixed concrete and prefabricated structure (Eskisehir Chamber of Industry,
2015). In this direction, Kanath Family developed its manufacturing through biscuit
factory in 1965, Biscuit Machine Factory in 1976 and Tam Food Industry and
Commerce Joint Stock Company in 1979; Kilicoglu Family after the 1960s went for
modernization and handed the administration of the factory over to professional
administration and they went to Istanbul; Zeytinoglu Family, in the 1950s became
effective in the administration of the Bank of Eskisehir (banking), in 1964
established Entin-Industrial Investments and Trading Co. (trading-agriculture-
founding-machine manufacturing), in 1965 established Eston Company, and in 1977

established ES-EN Company (concrete and construction materials) (Ozelgi, 1994).

In the 2" 5-year-development plan (1968-1972) of Prime Ministry State Planning
Organization, it is documented that in major cities of Turkey in 1965, when the
number of workers in the industrial sector was compared with urbanization, it is seen

that the urbanization was ahead the industrialization.®?

%2 http://www.kalkinma.gov.tr/Lists/Kalknma%20Planlar/Attachments/8/plan2.pdf
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Table 3. 3. Industrialization in Major Cities in 1965 (1950=100)

Provinces Number of Workers Index Urbanization Index
. (1) (2)
Istanbul 240 178
Ankara 446 313
[zmir 139 174
Adana 179 246
Bursa 154 205
Eskisehir 170 194
Gaziantep 115 220
Konya 242 245
Kayseri 155 194
DPT Studies

Source: 5-year-development plan (1968-1972) of Prime Ministry State Planning
Organization® (translated and illustrated by the Author)

In Republican period the local capacity of private industries had the role of leading in
the economy as being traditional local leaders; what is more after the 1960s was the
dominancy of a Non-Governmental Organization which was the Chamber of
Industry. The leadership of Miimtaz Zeytinoglu and the relations of young
industrialists made the establishment of Eskisehir Chamber of Industry (Ozelgi,
1994). Chamber of Industry of Eskisehir separated from the Chamber of Commerce
and Industry of Eskigehir in 1968 with two main goals: speeding up the
industrialization process in Eskisehir, and dealing more closely with the problems of
industrialists (Eskisehir Chamber of Industry, 2015).

The Zeytinoglu Family became effective in the administration of the Chamber and
Miimtaz Zeytinoglu became the representative of “Anatolian Capital” through
emphasizing on such ideas that an independent national economy through real
industrialization in which, machine producing machines were produced with

domestic capital (Ozelgi, 1994).

Dealing with the discussions of industrialization and regional development of Turkey
and Eskisehir, and also banking, mining, foreign capital, universities, agricultural

reform, European Community, Public Economic Establishments and organized

% http://www.kalkinma.gov.tr/Lists/Kalknma%20Planlar/Attachments/8/plan2.pdf
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industrial districts (Ozel¢i, 1994). In 1970, Eskisehir Chamber of Industry published
“Industrialists’ Declaration towards Turkish Society” (Eskisehir Chamber of
Industry, 2011). Ozelgi (1994) states that this declaration has created an interest in
Turkey through caring real development of the society. Prof. Dr. Kenan Mortan
(Eskisehir Chamber of Industry, 2011) mentions that “this declaration includes an
overview of many reforms and ideologies from university-industry cooperation to
land reform”. He also defines Eskisehir as “the only city in the world that clearly
states that the industry is not merely the rich of the entrepreneurs, but the material
and cultural wealth of the entrepreneurs, which is the means of facilitating human
life, and the investment philosophy is based on this” (Eskisehir Chamber of Industry,
2011). Moreover, Eskisehir Chamber of Industry published research, books, weekly
and monthly periodicals, and develops a techno park project with Anadolu
University (Ozelgi, 1994).

Beginning from the first years of the 1970s, the Eskisehir manufacturing industry
rapidly developed (Eskisehir Chamber of Industry, 2015: 10). Industry and university
developed together, and the university has provided the needs of staff member of the
industry (Eskisehir Chamber of Industry, 2011).

As a result of planned industrial investments, importance given to environmental
protection and modern urbanism, with the leadership of Eskisehir Chamber of
Industry work on foundation of Organized Industrial Zone (O1Z) started in 1969, and
as the first step in 1973 OIZ was founded with a-one million square meter-area.** In
1975 Argelik A.S. began production in Eskisehir Refrigerator Plant, and in 1977
began production in Eskisehir Compressor Plant®™; moreover, through the policies on
working with sub-industries, Argelik A.S created an increase in the demand for

investments in the region (EskiYeni, 2011).

After the decline of Eskisehir development process of Eskisehir Industry relatively

after the 1980s within the macroeconomic policies, Eskisehir Chamber of Industry

* http://www.eosb.org.tr/hakkimizda/

% http://www.arcelikas.com/sayfa/76/Tarihce
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put effort into making the region attractive; moreover efforts for providing a
coordination of industry with university created a scientific environment for
technological development in industry (Ozelgi, 1994). In further years OIZ
developed through Science Park in 1997, Eskisehir Technology Development Zone
in 2003, second Pyramid Building in 2005, and Software Tower in 2008.%® Eskisehir
OlZ, as being the biggest one in Turkey, is located in the intersection of significant
rail and highways, being 160 km. away from Gemlik Port and 290 km. away from
Istanbul Ports (BEBKA, 2012: 9).

Developments in Cer Atelier - TULOMSAS

Starting as Cer Atelier in 1894, it was developed as Eskisehir Railway Factory in
1958; moreover, it was transformed to Eskisehir Locomotive and Motor Industry
Institution (ELMS in Turkish) in 1970; furthermore, in 1986 it became Turkey
Locomotive and Engine Industry Co. (TULOMSAS in Turkish).®” One of the first two
Turkish steam locomotives “Karakurt” (other is Bozkurt in Sivas) and “Devrim”
automobiles were manufactured in Eskisehir Cer Atelier in 1961; moreover, Railway
Practice Art Schools were opened in 1979 (TCDD, 2017). TULOMSAS wrote the
city’s production and development story through producing the first battery-powered
vehicles, the first street sweeping vehicles, the first dumper trucks, the first bus wash
vehicle, the first weighbridge (EskiYeni, 2011).

“Dekovil” locomotives which were made by Germans in 1918 were used for
transportation of workers between Sugar Factory and Aviation Maintenance Factory
in 1950-1970,% and they were removed from use in 1988.%° Now dekovil is used as

recreational purposes in Sazova Science Culture Park.

% http://www.eosb.org.tr/hakkimizda/
%7 https://www.tulomsas.com.tr/tulomsas-kurumsal/2/
% http://www.mimdap.org/?p=24021
% http://kentvedemiryolu.com/Eskisehir-dekovili/
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New Investments

The Basma (clothing) Factory was established in 1956 with public support and this
factory was transferred to Siimerbank Clothing Factory in 1968 due to capital
insufficiency; moreover, in 1976 it started to produce garment industry (Ertin, 1994).
In 1960 Eskisehir Feed Mill was founded on Kiitahya Road and industrial site in
Yenidogan; in 1961 ETI Biscuit Factory was founded and grew with the American
supports in 1977-1978; and in 1968 Cici Confectionery and Food Industry Joint
Stock Company was founded (Ertin, 1994). Hisarlar Group was founded in 1973
as a family company, as Turkey’s first tractor cab producer the company worked on
heavy metal processing, producing for sub-industry, agricultural machinery.”
Moreover, in 1980 Baksan Industrial Site started working in Uluonder
Neighborhood, and in 1992 Wooden Work Construction Cooperative started to be
built as small industrial site (Ertin, 1994).

The name of Eskisehir Bank Commerce Joint Stock Company changed in 1982 as
ESBANK Eskisehir Bank Turkish Joint Stock Company; however, in 1999 was

seized by the state and liquidated in 2002 (Acar, 2009).

Developments in Aviation

Eskisehir has been a center for aviation since the first years of the Republic as having
1* Aviation Supply Maintenance Center in 1926. Since the 1980s there have been
many developments in aviation: Tusas Motor Industry Joint Stock Company in 1985,
Savronik in 1986, in 1998 Alp Aviation, in 1999 Turbomak, in 2006 Coskundz
started to manufacture in aviation; moreover, in 2009 Eskisehir Aviation Clustering
Workshop was held, Eskisehir Aviation Business Cluster Clustering Report was
published in 2010, preparations for regulations on Eskisehir Aviation Cluster started
in 2010, application for participation and project to CARE (Clean Aerospace

" http://www.hisarlar.com.tr/kurumsal/
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Regions) was made in 2010, and there were more than 50 companies and 4.000
employees in the sector in 2011."

TUSAS Engine Industries Inc. (TEI) which is an incorporated company was
established in 1985 as a joint venture of Turkish Aerospace Industries Inc. (TAI),
General Electric (GE), Turkish Armed Forces Foundation (TAFF) and Turkish
Aeronautical Association (TAA) has been producing and delivering engine and
engine parts since 1987; and work on Parts and Module Manufacturing; Engine
Assembly and Testing & Engine Maintenance, Repair and Overhaul; Engine Design
and Product Development.”

Urban Planning and Changes in the City Macro Form

The foundation of Organized Industrial Zone made a change in the macro form in
1960-1980 through developing the city towards the Eastern parts; therefore, the
settled area started to decentralize the industrial units which had attracted settlements
around till that time. Industrial development through public institutions and private
investments increased the advantage of the region. Moreover, the increase in the
population and transportation affected the macro from in 1960-1980; in other words,
both the construction of Bilecik-Ankara high way and also the roads to Kiitahya,
Cifteler, Alpu, Mihali¢gik, etc. drew the population around (Ertin, 1994). Locating
Academy of Economics and Administrative Sciences to a new campus area (Yunus
Emre Campus) in 1967 made a new function area in the city (Ertin, 1994). Moreover,
State Academy of Engineering and Architecture in Bademlik Region and Medical
School in Cifteler Street were located in the city (Ertin, 1994) which shaped the
following period of the city with dominancy.

™ http://www.esac.org.tr/?page_id=62
"2 https://www.tei.com.tr/detay/general-information
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1960 - Goksu kavsagi

Figure 3. 20. Goksu Square in 1960”

In 1956 implementation plans, the city was planned between Odunpazari area
which was defined as existing residential area including historical artifacts in the
South and the roads that were Kiitahya-izmir Road on the West and Ankara-
Eskisehir-Bursa ring road on the North and East. The high way that was planned
according to the railway, then made the new development through this network.
Moreover, Factory District was planned as an industrial area, and timber industry,
State Railway Area, Cer Ateliers, Train Station and Sugar Factory and its dwelling-
houses, and development areas, were defined in the plan. Other than commercial
areas around Kopriibast and Hamamyolu, the area between Ismet Inénii Street and
the industrial area became a new center. Moreover, the bus terminal area built in
1963 was defined in the city center near Porsuk and archeological site in Sarhoyiik
was also defined. The plan shortly prospered the development of the city through
leading industries and economies; that is it had a vision of an industrial city which

showed the improvement through industrial areas.

7 https://www.youtube.com/watch?v=XLFCBFgh3d8
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Figure 3. 21. 1956 Development Plan of Eskisehir at the scale of 1/5000
Source: Eskisehir Metropolitan Municipality Archieves’*

However, Madran et al. (2006) add that between 1950 and 1970 the public
investments and also migrations to the city encouraged this growth; and because the
public and private industrial enterprises were not integrated in the selection of place,
the neighborhoods of the city spread in an unorganized structure in the surroundings
of these institutions. Koca (2005: 486; cited in Corakbas, 2012: 30) says that the
rapid urbanization between 1950 and 1980 also affected Eskisehir like other cities in
Turkey, and at the end of the 1980s new neighborhoods were built in the periphery of
the city with a two-thirds-growth due to the internal and external migration. As a
result of rapid industrialization and migration, illegal housing constructions which
started in firstly in Sarhoyiik and Esentepe in 1950-1960 spread towards other sides
of the city in 1960-1980, in some neighborhoods the growth of slum areas created
new neighborhoods such as Tunali in 1950-1960, Erenkdy in 1966, Sazova and
Camlica in 1970s, Emek in 1974, and Fevzigakmak in 1975 (Ertin, 1994).

™ Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
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Table 3. 4. Population, Areas and Economic Indicators 1960 — 1980

POPULATION 1960 1970 1980

Total Province 368,827 459,367 543,802
City center 153,096 216,373 309,431
Urban (central area) 209,046 284,100 373,988
Urban 176,360 245,905 343,923
Rural 192,467 213,462 199,879
AREAS

Residential 455,625 690,625 1,761,125
Central Business District 50,000 60,000 73,080
Industrial 271,875 425,000 571,875
Services 53,125 674,425 1,140,000
Green Areas 165,625 296.500 402,000
Agricultural 521,875 764,088 2,396,875
Total Area 1,518,125 2,910,638 6,344,955
ECONOMIC INDICATORS

Active Population 163,848 182,050 225,949
Industrial Labor 17,734 19.579 24,471
Industrial Population 88,670 97.895 122,355
Input/output 0.64 0.64 0.59
Added Value 107,630 258,489 386,467

Source: Inankul, S., 1985: 229; related parts were translated and illustrated by the
Author

In this period of 1960-1980, two significant laws affected Eskisehir as it did with the
whole country. In 1965, Law of Property Ownership (Law No: 634) which enabled
separated ownerships in multi-storey buildings was passed and this made changes in
the development rate of the city. Moreover in 1966, Law on Shanty (Law No: 775)
was passed for rehabilitation and liquidation of existing slums and prevention of re-
slum construction. These two legislative changes, through the increase in population,
rapid industrialization and increase in slum housing, made changes in the building
structure of Eskisehir which were higher rise buildings concentration in existing
structure, cooperative type of houses and also implementations which were slum-

rehabilitation and slum-prevention zones.

In 1966, by the municipality eight slum-rehabilitation zones were chosen which are

Takkali (Gilindogdu), Baglarderesi, Erenkdy, Sarhoyiik, Zafer, Siitliice, Sirintepe and
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Biiyiikdere (Ertin, 1994).

Moreover, two slum-prevention zones were also chosen: one was in Yildiztepe
Neighborhood which was firstly not implemented, but later in 1975-1976
transformed through dwelling housings for military officers; and the other was
Tepebast Neighborhood which was transformed with a partial plan, social housing
and cooperative type of houses through the loans of Social Insurance Institution (SSK
in Turkish), Government Retirement Fund, Real Estate Credit bank and Ministry of
Public Works in 1972 and started to build in 1974 as SSK Blocks; and also Mavi
Blocks in 1978; which resulted in the formation of Uluénder Neighborhood (Ertin,
1994).

In other parts of the city, cooperative type of houses built in various parts of the
city, Siimer, Osmangazi, Kirmizitoprak, Yenibaglar, Kurtulus, Gokmeydan,
Giindogdu, Fatih, Kumlubel, Sirintepe and Yesiltepe, with one-storey and gardens or
with 4-5-storeys through cooperative formations for workers or officers of State
Railways, Sate Water Affairs, Fiscal Office, Aviation Factory, Sugar Factory or
privately in 1960-1980 (Ertin, 1994).

Figure 3. 22. Siimer Neighborhood in 19707

" https://www.youtube.com/watch?v=XLFCBFgh3d8
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Other than cooperative buildings, the migration from Bulgaria in 1969 resulted in
new settlement areas in Yildiztepe, Biiyiikkdere and Goztepe which were the
residentially planned areas (Ertin, 1994). Odunpazar settlement had social and
physical changes because of low-income inhabitants, neglected buildings, and new
transportation roads planned and implemented in 1960-1980 period (Ertin, 1994). In
this period Bademlik facility area was used as recreational functions. It was located

in the Northern part of traditional settlement Odunpazari.

Figure 3. 23. Bademlik Pool”®

Ozgelik (2011) mentions the role of Porsuk River and its surroundings as being a
residential area in the 1960s through some facilities which were boats and sandals in
the river, restaurants, tea gardens, summer cinemas, amusement parks for men and
women, young and old. In the 4™ 5-year-development plan (1979-1983) of Prime
Ministry State Planning Organization, the pollution of air, water (Porsuk) and soil in
Eskisehir was mentioned.”” Ertin (1994) also declares that the pollution of Porsuk
River started in the 1970s especially because of the industrial buildings located

around the river which were generally public investments.

7 https://www.youtube.com/watch?v=X LFCBFgh3d8
" http://www.kalkinma.gov.tr/Lists/Kalknma%20Planlar/Attachments/6/plan4.pdf
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1970-Porsuk

Moreover, in 1964, 1968 and 1970, Porsuk River floods continued to damage
farming areas and settlements; but this situation was avoided with a sufficient
number of dams (Yurt Ansiklopedisi, 1981; cited in Ozaslan, 2011: 94). The summer
cinemas which started on the shores of Porsuk River in 1926, started to close down
after 1975 (Bodur 1990: 15).
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Figure 3. 25. Kopriibas in 1968"°

" https://www.youtube.com/watch?v=X LFCBFgh3d8
7 https://www.youtube.com/watch?v=XLFCBFgh3d8
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ik %
Figure 3. 27. Hamamyolu in 1974

Therefore, a new development plan at the scale of 1/5000, which was more
comprehensive, was approved in 1978 by Turkish Republic Ministry of Public
Works and Housing, then first part of implementation plans were approved in 1980
(frem  ACAROGLU); however, because of some legislative problems the
implementation plans of central area could not put into action; and this made a dual
planned period which were 1956 plan for central area and 1978 plan for periphery
areas (Eskisehir Metropolitan Municipality; cited in Corakbas, 2012). There is also

schematic plan at the scale of 1/25.000 in 1980 which did not have any document of

80 https://www.youtube.com/watch?v=X LFCBFgh3d8
8 https://www.youtube.com/watch?v=X LFCBFgh3d8
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approval.?? These plans will be explained in the following part since they were
approved at the end of this period and affect essentially the following period.

City macro form was shaped through rapid industrial, migration and population
increase, slumming and cooperative houses and implementation plans in 1960-
1980 period; but what is dominant in this period was the ability of industrial
development which was decentralized towards Eastern part of the city and which
was essentially based on a non-governmental organization that had its cores in
immigrants of Bulgaria, Romania and Greek Turks. Moreover, the culture of
industry that was created by a Non-Governmental Organization — Chamber of
Industry and also public investment of TULOMSAS created a synergy in the
development of industry through qualified workers and officers which also resulted
in foundation of a macroeconomic development — OIZ and its development since
then.

3.2.5. A University City

In the period of 1980-2000, legislative changes, migrations, university and industrial
development all made spatial changes in the city. But the main significant change
was through universities. Therefore, this was an era that had roots in High Economy
School and widening through the following developments in academy, in 1980-2000
the city was dominantly shaped through universities. This was on the social life,

urban planning and cooperation with industrial development in the city.

In 1958, with the recommendation of the Minister of Education, Tevfik ILERI and
the approval of the Minister of Finance Hasan POLATKAN®-# prof. Orhan
OGUZ was assigned to open the first higher education institution in Eskisehir and he

82 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018

8 Hasan Polatkan, who was born in Eskisehir in 1915, was elected as a member of parliament from
Eskigehir in1946, 1950, 1954 and 1957, and became politically responsible as minister in different
positions, Turkish Minister of Labour in 1950, Turkish Minister of Finance in 1950-1955 and 1956-
1960 periods (https://tr.wikipedia.org/w/index.php?title=Hasan_Polatkan&oldid=19400230).

8 Hasan Polatkan endeavored to develop Eskisehir during his political life (Naymansoy, 2014: 49).
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worked as the head of academy for 11 years (Naymansoy, 2014). Therefore, the first
higher education school (Yiiksekokul in Turkish) was founded as High Economy
School in 1958, and through the Law 7334 it was transformed to Academy of
Economics and Administrative Sciences in 1959 using different places in the city

even in the buildings constructed as workers’ barracks (Isik and Sanlier, 1988).

Figure 3. 28. Eskisehir Higher Education of Economic and Commercial Sciences
Opening Ceremony in 1958
Source: Yastikgi, 1958

Yilmaz BUYUKERSEN was one of the first graduates of Academy of Economics
and Administrative Sciences in 1962.%° Prof. Orhan OGUZ contributed to the
academic life in Eskisehir through realizing the capability of his student Yilmaz
Biiyiikersen and directing him to become an academician, who made a big leap to the
university in further years (Naymansoy, 2014). In 1962, he became an assistant in the
Finance Department in the Academy; moreover in 1968 he was assigned for deputy
chair of academy (Naymansoy, 2014). The Academy moved to a new campus area
(Yunus Emre Campus) before 1967-1968 academic year; and this made a new
function area in the city (Ertin, 1994). In 1973, Yilmaz Biiyiikersen rose to the rank
of Professor and in 1976, and he was elected as the head of the Academy.

8 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=3
8 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=3
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Other than Academy of Economics and Administrative Sciences, in this period there
were also other higher education institutions. The School of Foreign Languages
started education in 1959 under Ministry of Education till 1982 Anadolu University
opened.87 Eskisehir Hastas Pharmacy and Chemical Engineering Private Higher
Education opened in 1968.2% State Academy of Engineering and Architecture
started education in 1970 in the buildings that had been taken over from Hastas
Private Higher Education (Isik and Sanlier, 1988) in Bademlik (Ertin, 1994). Later
Hastas Pharmacy and Chemical Engineering Private Higher Education was closed
and transferred to Academy of Economics and Administrative Sciences in 1971
through the Constitutional Court Decision.®® Education Institute was founded in
Bademlik (Isik and Sanlier, 1988) in 1971; through the Law No. 2547 in 1981
Education Faculties were founded in Turkey; therefore, all the Education Institutes
were closed.”® Eskisehir Faculty of Medicine was founded under the roof of
Hacettepe University in the beginnings of 1973.%" In the following years it continued
education in Eskisehir (Isik and Sanlier, 1988) and it was located in Cifteler Street
(Ertin, 1994). In 1979-80 periods the Academy of Economics and Administrative
Sciences served as a regional education institution through including vocational
school of higher education in Kiitahya, Afyon, Bilecik and Bolvadin (Isik and
Sanlier, 1988). Therefore, in 1979-1980, at the beginning of this era, the number of
instructors and students in higher education were separated as faculty, academy,

higher education and institute.

87 http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
8 http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
8 http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
% http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm

% http://mmf2.0gu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
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Table 3. 5. Number of Instructors and Students in Higher Education in 1979 —
1980

Name of the Higher Education Number of Number of
Instructors Students

Eskisehir Faculty of Medicine 97 330
Academy of Economics and 179 5,690
Administrative Sciences

State Academy of Engineering 86 1,046
and Architecture

3-Year- Education Institute 37 1,639
The School of Foreign Languages 6 104
Total 405 8,809

Source: DIE, 1979-1980; cited in Isik and Sanlier, 1988: 36; translated and illustrated
by the Author

Prof. Orhan OGUZ put forward the idea of Eskisehir University in 1961 and made
intensive efforts to realize it; he entered politics in 1969 and became a member of
parliament of Eskisehir and Minister of Education in 1969-1971 (Naymansoy, 2014).
Until June 1977 he continued to serve as a deputy of Eskisehir and realized
foundation of Eskisehir University in legal base.*? State Academy of Economics and
Administrative Sciences transformed to Anadolu University through the Decree
Law No. 41 of 20 July 1982.% It was the period of transformation in higher
education system in Turkey, and Anadolu University was constituted with seven
faculties which were Science and Literature, Economics and Administrative
Sciences, Medical, Pharmacy, Engineering and Architecture, and Open University,
with four vocational school of higher education in Kiitahya, Afyon, Bilecik and
Bolvadin, and with three institutes of Social Sciences, Science and Technology, and
Medical Sciences (Isik and Sanlier, 1988) through gathering the separated faculty,

academy, higher education and institute under one roof.

% http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/ProfDrOrhanOGUZ.htm

% http://mmf2.ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
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Prof. Dr. Yilmaz Biiyiikersen was assigned as the president of the university in
1982 and 1987 by the President of Turkish Republic; in 1992 he was elected as
president again; however, because of the rule of elections his task was terminated;
after 1993, Prof. Dr. Yilmaz Biiyiikersen served as the president of Institute of
Distance Learning and Director of Institute of Communication Sciences in Anadolu

University.**

In further years, Anadolu University incorporated Faculty of Communication in
Anadolu University, Open University, Higher Education of Fine and Applied Arts,
Aviation Higher Education as a first and unique in Turkey, Metallurgy Institute,
Medical Plants Research Center, Deaf-and-Dumb Children Education Center,
Folklore Research Center, Mentally-Defective Children Education center, Education
Center through Television, Training and Application Hospital, Medico-Social
Hospital, University Foundations, social and cultural facilities such as conferences,
panels, seminars, symposiums, exhibitions, concerts, cinema-theatre, etc. (Isik and
Sanlier, 1988).

One of the unique contributions of university and Prof. Dr. Yilmaz Biiyiikersen is
“Open University”. Through working on making use of Radio and Television in
education and culture, in order to monitor Turkish Radio and Television Association
(TRT in Turkish) broadcasts after Ankara and before Istanbul, Eskisehir as the
second province, Prof. Dr. Yilmaz Biiyiikersen firstly founded black-and-white
training studios with TV transmitter station at the Academy and secondly founded in
Eskisehir the first color TV system of Turkey.”

% http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=3
% http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=3
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Figure 3. 30. Local Newspapers about TV and Academy in 1971 and 1973
Source: Tas¢1 (2009: 248-250); the headings were translated and illustrated by the
Author

In 1971, Prof. Dr. Yilmaz Biiyiikersen studied on communication Technologies,
distance-learning, Open University Model for Turkey, and in 1973 he launched the
project of “Model for Turkish Open University”.*® Through the Law No. 2547
arrangements on Turkish Higher education were made 6™ November in 1981, which
allowed the university to provide permanent and open education; moreover, 20™ July
in 1982 this task was given to Anadolu University through Decree Law No. 41
because of its capabilities; therefore, Open University System was put in action
nationwide with distance learning through ingenerating from the existing Faculty of

Communication Sciences.”’

-

~

TV ile ogretim ve “Acik
== universite,,

Education through TV
and “Open Universtiy”

Figure 3. 31. Article of Yilmaz Biiyiikersen in Milliyet on Open University in
1973
Source: Tasg1 (2009: 238); the heading was translated and illustrated by the Author

% http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=3

% \www.anadolu.edu.tr/acikogretim/acikogretim-sistemi/acikogretim-sistemi-1

110



Another significant contribution is Deaf-and-Dumb Children Education Center.
Having problems in hearing as result of a disease of his daughter, Yilmaz
Biiyiikersen firstly did research as a father; however, the research led him to take on
this problem as a task; therefore, through the foreign documents he researched, he
started to put into practice his learnings at university in 4-5 of the children in the city
(Tasg1, 2009). Furthermore, Foundation of Deaf-and-Dumb Children Education
(ICEM in Turkish) happened in 1979 and a private Primary School was founded for
Deaf-and-Dumb children (Tasc1, 2009). Moreover, the school was cooperated with
international foundations such as Tracy Clinic and Graham Bell, Rochester
University Deaf Institute and Gluded College, and supported by Queen of the United
Kingdom through sending Scottish Miss Clark as a specialist to this school (Tasgt,
2009). Upon hearing about the education of ICEM, people from other cities moved to
Eskisehir for their children’s education; and thanks to this center, another unit in the
university which is a Disabled Integrated Higher Education at Faculty of Education

opened (Tasc1, 2009) and started its education in 1993-1994 academic years.*®

Anadolu University also made contribution to urban planning issues. The 9™
Colloquium of the celebration of World Urbanism Day in Turkey, Eskisehir was
chosen as the topic with the title, “Interaction of Urbanization and Industrialization —
Planning and Implementation Issues of an Industrial City - Eskisehir Example”;
therefore, the colloquium was held in 1985 by Anadolu University with the support
of Ministry of Public Works and Settlement, Eskisehir Municipality, Eskisehir
Chamber of Industry, Mimar Sinan University. It is an academic contribution dealing

industrial city of Eskisehir, its urban planning and implementation issues.

Another contribution is the establishment of a second university in the city. Through
the Decree Law No. 496 (18 August 1993), Osmangazi University was opened with
Faculties of Medicine, Engineering-Architecture and Science and Literature; Health
Services and Eskisehir Health Services Vocational Schools; Institutes of Science,

Metallurgy and Health Sciences and newly founded Faculty of Economics and

% https://www.anadolu.edu.tr/akademik/yuksekokullar/295/engelliler-entegre-yuksekokulu/genel-bilgi
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Administrative Sciences, and Institute of Social Sciences.”* The name of this
university was changed as “Eskisehir Osmangazi University” in 2005. ' In further

years the university has developed through new faculties.

Academy of Economics and Administrative Sciences was providing education as a
regional institution after 1979 through vocational schools, and Anadolu University
made significant contributions in the foundation of three more universities in 1992
and 2007 through the academic units belonging to Anadolu University and
Osmangazi University. These three universities are Dumlupimar University, Afyon
Kocatepe University and Bilecik Seyh Edebali University.

In 1974 Kiitahya School of Management Sciences was established under the
Eskisehir Academy of Economics and Commercial Sciences; in 1979 it was
transformed into Kiitahya Faculty of Management Sciences, in 1982 as Kiitahya
School of Administrative Sciences it was affiliated to Anadolu University Faculty of
Economics and Administrative Sciences, in 1987 it was transformed to Kiitahya
Faculty of Economics and Administrative Sciences; and in 1992 this faculty was
attached to Dumlupmnar University during its foundation with the Law No. 3837

constitute the core of this university.'%*

In 1974 Afyonkarahisar School of Finance and Accounting was established under the
Eskisehir Academy of Economics and Commercial Sciences; in 1987 it was
transformed into Faculty of Economics and Administrative Sciences of
Afyonkarahisar and affiliated to Anadolu University; in 1992 this faculty and
Bolvadin Vocational Higher Education under Anadolu University were attached to

Afyon Kocatepe University during its foundation with the Law No. 3837.1%

% https://www.ogu.edu.tr/Icerik/Index/10/universitemizin-tarihcesi
100 http://mmf2.0ogu.edu.tr/atopcu/index_dosyalar/UniversiteninTarihcesil.htm
101 http://rapor.dpu.edu.tr/index/sayfa/5168/21universite-tarihcesi
192 http://aku.edu.tr/universitemizgenel-bilgiler/tarihce/
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In 2007 Dumlupinar University Faculty of Economics and Administrative Sciences,
Osmangazi University Vocational School of Health and Vocational School of Health
Services, Anadolu University Vocational School and Boziiyiik Vocational School
were all attached to Bilecik University during its foundation with the Law No. 5662,
and in 2012 the name of this university was changed to Bilecik Seyh Edebali

University.'%

Banger (2011) mentions that university contributed to social life through football and
art such that Eskisehirspor football team (1965) has its roots in Akademispor; he
mentions another contribution of Academy which is a diversity of culture and

thought with young people coming together from different points of the country.

In 2018 Anadolu University has 2 campuses, 17 faculties (3 open and distance
education) educating Bachelor of Arts, 3 higher education (1 is state conservatoire),
4 vocational higher education (associate degree), 9 institutes (5 Master and PhD

Degree), 30 Research Centers.'%

Moreover, there are various social, cultural and artistic activities held in various
centers in Anadolu University in Atatiirk Culture ve Art center, Congress Center,
Student Center, Hall 2003, Hall 2009, Cinema Anadolu, Cumhuriyet Museum,

Museum of Contemporary Arts, and Museum of Cartoon Art 1%

Urban Planning and Changes in the City Macro Form

The developmental schematic plan of the year 1980 which did not have any

1'%, the industrial areas were dominantly located. The plan

document of approva
aimed to encourage the city to improve through the East with the establishment of

the Organized Industrial Zone over Eskisehir-Ankara highway. The traditional

103 http://www.bilecik.edu.tr/Icerik/3

104 https://www.anadolu.edu.tr/universitemiz/kurumsal/hakkinda

195 https://www.anadolu.edu.tr/kampuste-yasam

1% Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
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industrial area which called as Factory District, TULOMSAS, Sugar factory,
Stimerbank Cotton Factory, small industries in Yenidogan and BAKSAN Industrial
Site Area were all located in the plan. This is the result of the industrial development
in previous period. As a new decision, university areas were located in the plan and

CBD was suggested to grow to the North, where the university was located.
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Figure 3. 32. Eskisehir Development Plan of 1980 (Schematic Plan)
Source: Eskisehir Metropolitan Municipality, 1980

Odunpazan settlement had social and physical changes because of low-income
inhabitants, neglected buildings, and new transportation roads planned and
implemented in 1960-1980 period (Ertin, 1994). Furthermore in 1981 this traditional
settlement of Odunpazar1 was decided to be conserved through an urban site area
decision of The Supreme Council of Antiquities and Monuments, in 1988 the first
conservation plans for this urban site area was approved by Konya Regional
Conservation Board, in further years in 1997 and 2011 the revision of these plans
were approved by Eskisehir Regional Board of Conservation of Cultural and Natural

Assets, 108

97 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018

1% Individual interviews in Eskisehir Regional Board of Conservation of Cultural Assets, 2014-2018
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In 1984 Mass Housing Law with Law No. 2985 and in 1985 Development Law with
Law No: 3194 were declared. In the following years, Development Plan at the scale
of 1/5000 in 1986 and implementations plans in 1987, 1988 and 1989 were approved

d.2%° Moreover,

during the municipal mayoralty of Sezai AKSOY in 1984-1989 perio
through Mass Housing Law and inhabitants’ economic conditions cooperative type
of housing in 1980-1990 was very high (through 360 cooperative housing societies)
in various places in the city through implementation plans; moreover, in 1980-1992
period existing 2-3-4-strorey-houses were transformed to 7-8-storey-houses through

apartment blocks (Ertin, 1994).

Figure 3. 33. Eskisehir Development Plan of 1986

Source: Eskisehir Metropolitan Municipality,™*°

The development plan of the year 1986 was similar with the plan of the year 1980;
that is other than industrial area of OlZ and university areas with Yunus Emre and
Meselik Campuses were located in the plan. The expansion to the Eastern site was
decided including Sultandere residential area in the North-Eastern side. Small
industries which existed in the city center were dislocated in the plan and
transformed to have other functions. Furthermore, Factory District which was the

19 Individual interviews in Eskisehir Tepebas: Municipality, 2014-2018
19 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
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traditional industrial area was planned as a function other than industry: a “Non-
Residential Urban Study Area” including the decisions of “Industrial and commercial
storage facilities, maintenance and service stations, management facilities, motels,
restaurants, social facilities and educational facilities can be licensed. In addition,
dwelling houses can be built for the operation of the facility in public facility areas.”
Moreover, the area for bus terminal was removed in the plans and the new one was

located in the Eastern part of the city near Bursa-Ankara Highway.

Directing the industrial facilities outside the city in the 1970s and 1980s resulted in
depression areas of industrial areas in the city center (Madran et al., 2006). One of
these places was Factory District. Through the changes in the development plan,
Factory District which was the traditional industrial area was planned as
“functionless” in the implementations plan of 1989, that is “the detailed plans of the
area will be drawn later”.*** Moreover, in 1995 development plan the function was
decided as “secondary business center, high-density residential area, square and
parking area”. In 1998 development plan as the first Factory District Plans giving
importance to industrial heritage, the function was decided as “trade and service area,
protected areas and structures, urban social infrastructure areas, recreation area, low
density development housing area”. However, the plans were not realized except
little partial implementations till 2011 because of some cases in court. In the
following period it was put into action through implementation plans and urban
design so that the city life here started to have changes towards business and

entertainment facilities.

Through the growth in macro form, some urban functions started to be constructed in
this period in infrastructure system. In 1984-1989 period under the mayoralty of
Sezai AKSOQY, other than superstructure projects and applications which were
implementation plans and Odunpazari urban site conservation plans, removing
casinos from the center, expropriating the place of Tasbasi Commercial Center,
establishment of an asphalt worksite, there were other developments in infrastructure

such as drinking and utility water facilities were built, Eskisehir Sewerage Project

"1 Individual interviews in Eskisehir Tepebas: Municipality, 2014-2018
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was prepared, new garbage disposal area and new cemetery area were prepared

(Naymansoy, 2014).

In the 1990s, migrations from foreign countries were also added the population and a
new neighborhood emerged as Zincirlikuyu which was formerly a village in the
Eastern part of the city; moreover through construction of houses especially
Yesiltepe and Sirintepe developed in the Northern part and Asagisogiitonii in the
North-Western part (Ertin, 1994).

Through the Decree Law No. 504 in 1993, Eskisehir Municipality gained the
authority of Metropolitan Municipality, and two central district (first stage)
municipalities were founded Tepebasi Municipality in the Northern side of Porsuk

River and Odunpazar1 Municipality in the Southern side of Porsuk River.

The city developed on a planned basis; on the other hand, in periphery
neighborhoods slumming type of housing continued to expand in Zincirlikuyu,
Sirintepe, Yesiltepe, Siitliice, Esentepe, Kumlubel, Sarhdyiik, Fevzigakmak, Emek,
Erenkdy, Huzur, Yildiztepe, Biiylikdere, Sazova, Camlica Neighborhoods; therefore,
the third slum-prevention zone was decided in the Southern part of Karapinar
Neighborhood by the efforts of Municipality and Ministry of Development and
Housing (Ertin, 1994).

Furthermore, in 1990 — 1994 various partial rehabilitation implementation plans
were approved at the scale of 1/1000: Omiir, Yildiztepe, Siimer, Karapmar,
Erenkdy, Emek, 71 Evler, Huzur, Akcaglan, Giindogdu, Sazova, Camlica,
Kiimeevler, Ertugrulgazi, Sirintepe, Yesiltepe, Tunali, Sarhoyiik, Fevzicakmak,
providing with parcelization and deeds for the houses (Ertin, 1994). Through these
partial rehabilitation implementation plans, the development plans were revised in
1999."

12 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
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The decision on Tagbas1 Urban Site area was taken by The Supreme Council of
Antiquities and Monuments and the conservation plan of Tasbast Urban Site Area
was approved in 1993; furthermore, “Tasbas1 Urban Conservation Area Conservation

Development Plan” was approved in 1993.*3

In 1989-1994 period under the mayoralty of Selami VARDAR (the first mayor of
Eskisehir Metropolitan Municipality), other than superstructure projects and
applications which were rehabilitation implementation plans, Tasbas1 and Sicaksular
Conservation and Development Project, Sultandere Mass Housing Project, applying
Hamamyolu Project, construction of Tagbast Commercial and Cultural Center,
Restoration of Tashan, construction of multi-storey car parking area in Resadiye, and
construction of overpass for intercity bus terminal; there were also developments in
infrastructure such as introduction of wastewater treatment plants, introduction of

drinking and usage water facilities (Naymansoy, 2014).

In 1994-1997 period under the mayoralty of Aydin ARAT, other than superstructure
projects and applications which were construction of fresh fruit and vegetable
wholesaler and cold weather warehouses and removing the problem of wholesale
market hall in the city center, construction of Cumhuriye and Iki Eyliil multi-storey
car parking areas and construction of Kurtulus underground car park, cleaning
Porsuk and landscaping in Kopriibasi Region, construction of Kurtulus Closed
Market and Yunus Emre People’s Bazaar; there were also developments in
infrastructure such as realization of natural gas project, establishing Kalabak Water
demineralization and filling facilities, preparing light rail system project, completion
of sewage treatment plants, infrastructure work in 33 neighborhoods (Naymansoy,
2014).

After Orhan SOYDAS mayoralty period in 1997-1999, there was a significant
change at the end of this period in 1999, which shaped the following period: the local
governmental elections and the starting of mayoralty of Prof. Dr. Yilmaz
BUYUKERSEN in Metropolitan Municipality.

13 Individual interviews in Eskisehir Regional Board of Conservation of Cultural Assets, 2014-2018
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Table 3. 6. Population, Areas and Economic Indicators 1980 — 2000

POPULATION 1980 1990 2000
Total Province 543,802 647,750 755,083
City center 309,431 414,345 539,750
Urban (central area) 373,988 466,508 578,796
Urban 343,923 459,612 494,976
Rural 199,879 188,135 160,102
AREAS
Residential 1,761,125 2,440,208 3,246,405
Central Business District 73,080 146,160 271,250
Industrial 571,875 722,330 871,875
Services 1,140,000 1,605,575 2,071,150
Green Areas 402,000 609,000 790,625
Agricultural 2,396,875 4,032,662 5,667,450
Total Area 6,344,955 9,555,935 12,918,755
ECONOMIC
INDICATORS
Active Population 225,949 269,140 313,737
Industrial Labor 24,471 29,148 33,978
Industrial Population 122,355 145,740 169,890
Input/output 0.59 0.56 0.53
Added Value 386,467 115,397 3,478,187

Source: Inankul, S., 1985: 229; related parts were translated and illustrated by the
Author

The city could not demonstrate the same development on its industrial function,
although it was in a great leap in terms of its educational function: Almost no share
was received from basic and large-scale industrial investments that could lead to
subsidiary industries other than Turkish Aircraft Industries Corporation (TAI), which
was opened in 1987; furthermore, although the newly opened sections of the
Organized Industrial Zone had filled up rapidly during the 1980-1992 period, the city
entered a period of stagnation because of the lack of interest of the non-provincial
capital (Ertin, 1994).

From the political side, this period of 1980-2000 started with military forces as
parallel to Turkish general political situation 1981-1984. The municipality was
directed by Military officers. From 1984 till 1999, the city was developed through
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legislative changes, gaining metropolitan statue of municipality, implementation
plans, infrastructural developments, migrations, slums, cooperative houses,
apartment blocks, significant developments in university and some industrial
development, and all these make spatial, economic and social changes in the city in
this period of 1980-2000.

The city continued to develop with the help of with the foundation university in the
1960s; as a result, the city was not anymore one-functioned city, but multi-
functioned one (Celal, 2006). Higher education has shaped the city spatially through
Yunus Emre Campus in the Southern part of the city center since 1967, Bademlik
Campus since 1971; and as universities Yunus Emre since 1982, Bademlik Campus
between 1982 and 1993, Osmangazi University Meselik and Bademlik Campuses
since 1993, and Iki Eylil Campus since 1998. Through the developments and
implementation plans, Anadolu University was developed spatially in Yunus Emre
Campus which was near High Way and connected to the city center with University
Street. At the beginning of this period, Meselik Campus started to be built in the
Southern part of the city, and Iki Eyliil Campus in Muttalip in the Northern part of
the city. After separating from Anadolu University in 1993, Osmangazi University
grew rapidly in the Southern parts and contributed to the identity of Eskisehir as a

university city.

1 ESKISEHIR - 1990

Figure 3. 34. Porsuk and Kopriibasi in 1990

14 https://www.youtube.com/watch?v=XLFCBFgh3d8
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Therefore, with the raising significance in higher education starting from Academy
of Economic and Commercial Sciences, Eskisehir constituted a university-education-
student city character between 1980 and 2000, and this made the city develop
through functions of university. Moreover, the commercial areas started to grow
towards this direction through Ismet Inonii and University Streets. In the following
period it caused the university to grow wider and when the identity of university met
with the municipal projects around Porsuk River and Boulevard then it made vitality
in city life and reformations in the city in Adalar region through several pubs and
cafes. Eskisehir, from the beginning of the 1980s, through universities has provided
with not only educational facilities for university students but also social and cultural

attributes which added the city life the character of “youth” and “vitality”.

3.2.6. A European/ Livable City

After 1999 local governmental elections, a new era started through the mayoralty of
Prof. Dr. Yilmaz Biiyiikersen in Metropolitan Municipality which worked on such a
thesis on Eskisehir as being a unique example showing great efforts in creating
brand/image in national level. Eskisehir has pursued a branding strategy through
supporting the living conditions which means that acquiring a variety of social,
cultural and physical equipment and has been fed by a more modern set of facilities
since 1999 the year when Prof. Dr. Yilmaz Biiylikersen started his work in Eskisehir
Metropolitan Municipality as a Mayor, and declared the city as a European city. As
a result of this strategy through the created conditions and facilities, the city has
become attractive and it has made a difference with a classical Anatolian city.
Shortly, the branding process on living conditions and livability has been observed
rather than emphasizing more competitive power of branding the city in national or
global level through municipality projects in urban scale. This is not an only
economically-directed branding, but it shows that if you improve the local living
conditions and create some new living areas and different places in the city, but not
for especially attracting tourists; then the result is the increase in life quality and

livability for the people living in the city. This is a locally focused and initiated
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policy on city branding but it has also given birth the making of Eskisehir a model
city with a brand of livability in national level.

In 1999 when the local elections resulted in favor of Democratic Leftists Party (DSP
in Turkish) whose candidate was Prof. Dr. Yilmaz BUYUKERSEN, Eskisehir started
to change rapidly with environmental, social, cultural, technological and innovative
projects. This change is greatly related with the slogan of Mayor of Eskisehir
Metropolitan Municipality, Prof. Dr. Yilmaz BUYUKERSEN: “Eskisehir as a
European city.”

The first main event that Prof. Dr. Yilmaz BUYUKERSEN faced as the Mayor of
Eskisehir Metropolitan Municipality was the earthquake of Kocaeli/Golciik and the
Marmara on 17 August 1999 that affected also Eskisehir urban structure. After that
metropolitan municipality made some improvements for security, such as renewing
the bridges on Porsuk River, work for reducing the risk of ground liquefaction,
arrangement of building bylaws, renewing and improving fire fighting vehicles and
equipment with the help of inhabitants; moreover, other than such security projects,
metropolitan municipality arranged “Common Mind Process” studies in the city;
and main problems were pointed as Porsuk, infrastructure, sewage, and water.'*
In this direction, since 1999, the city has shaped by many changes and
transformations through urban projects which are in both superstructure and
infrastructure, and also socio-cultural structure. The projects started from Porsuk
River and surroundings in city center, continued with the transportation mode of
tramway and cultural events, developed through urban parks, restorations, hotels
and museums in different places, and have resulted in awareness of the city through

its living conditions and attracting tourists.

These implementations around Porsuk River since 1999 have included rehabilitation
of river, arranging the flow, making green areas in shores, renewing bridges of
pedestrian and vehicles, and introducing new functions such as transportation and

sports. After funding the project, the operations in field started in 2002 firstly on

15 hitp://www.sakaryagazetesi.com.tr/buyukersen-ile-gecmise-yolculuk-n155823/
122



cleaning. Moreover, metropolitan Municipality also founded a shipyard and started
to produce boats and gondolas. This initial project has leaded other changes in urban,
environmental and social structure through gaining Porsuk River and its shores,
which was traditionally a meeting point and rehabilitation area for inhabitants, new
functions such as transportation, sport and modern entertainment place including
touristic attractions (Ozaslan, 2011). Therefore, Porsuk River and its shores have got

new views and images through this transformation.

PMCAMWUWVL&LMMWTMYMI#WYZAJWL& ==

Figure 3. 35. Porsuk River Rehabilitation and Landscape Planning

Source: Eskisehir Metropolitan Municipality**°

Figure 3. 36. Porsuk River'’

1% Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
Y7 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=54&menu_id=0
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Another project led to transformations in city center through restoration projects. For
example, wholesale market hall was renovated as Haller Youth Center in 2000 by
Eskisehir Metropolitan Municipality; therefore, a meeting point has been created
which connected city center and Anadolu University through cultural and
entertainment facilities such as cafes, bars, gift shops, City Theatres of Tepebasi
Stage, exhibition saloons, and bookstore in a place other than university campus but
in the city. This is a pioneering case which has given ways to transformation of such
buildings in the surrounding area. For example in 2002 the old Lumber Factory
started to facilitate with restoration and new arrangements as “Doors” which is now
called as 222 Park, and the old wine factory started to serve as “Hayal Kahvesi” after

restoration.

| #| " 3 = E'i"""" =
Figure 3. 37. Haller Youth Center®

In addition, the city introduced various cultural and social centers in following years.
City Theaters (after 40-year-break) and Symphony Orchestra in 2001, Metropolitan
Municipality Art Center in 2002 in the city center, Metropolitan Municipality Art
and Culture Palace in 2004 which is also called as Opera in Seker Neighborhood in

Tepebas1 District.

These initial projects were connected through a new transportation mode —tramway—
in 2004 which is seen as one of the symbols of the city today. For a sustainable
transportation system, Metropolitan Municipality approved the Transportation

Master Plan in 2003, which is prepared by Istanbul Technical University posing a

18 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar _id=64&menu_id=0
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new transportation system with the tramway, decreasing in car-usage in city center,
and developing through car parking and pedestrian areas; therefore, the first stage of
tramway was established in 2004 connecting bus terminal, hospitals, universities,
shopping malls, sport saloons, public institutions such as governorship and
municipalities; and the second stage was established in 2014 connecting especially

residential areas Emek-71 Evler, Batikent-Camlica and Yenikent-Cankaya.'*®

Figure 3. 38. Eskisehir Tramway — ESTRAM'?°

Therefore projects around Porsuk and tramway have made changes in the city in
a way that provides both services for inhabitants and a nice image. With the help
of these initial projects, the city has started to gain vitality especially when connected
with the character of university and students, then the surrounding of Porsuk River,
Adalar Region, Ismet Indnii Street and University Street have started to have a social
character with cafes, bars, etc. In a conversation, Prof. Dr. Yilmaz BUYUKERSEN
declared that he aimed to “make a European cocktail through the projects in Porsuk
River, with the coastal arrangement as in Strasbourg, the bridges a little like of St.
Petersburg and Vienna, with VVenice gondolas built to be used in canals in spring like
Venice, having boats like Amsterdam for summer evenings” (Terzi, 2009). Phaetons
were provided in the city center as a memorial of history in front of Haller Youth

19 hitp://www2.estram.com.tr/Cntnt/15
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Center, sculptures started to be located around Porsuk River. Moreover, this
transportation mode of tramway and also through the revival in construction sector,
University Street, Yenibaglar Neighborhood and Eskibaglar Neighborhood started to
develop through apart and dorm type of accommodations and café, restaurant, etc.
Moreover tramway and university also have affected in provision of housing or dorm
for students in Biiylikdere Neighborhood around Osmangazi University in

Odunpazari District.

The transformations on urban site and conservation areas have accelerated the
image of the city: Odunpazar1 Urban Site Area, Factory District Conservation Area,
some individual restorations in city center. Anadolu University provided Museum of
History of the Republic in 1994 in the entrance of Odunpazari Region from the city
center; moreover, Anadolu University restorated several buildings as Odunpazari
Guest House in 2002. Atlihan Handicrafts Market was opened in 2007 by
Odunpazar1 Municipality; a silo structure of Republican period in 1950s was
restorated and opened in 2007 as ibis Hotel. Odunpazar: Houses Restoration and
Street Rehabilitation Projects were realized by different institutions: Anadolu
University, Metropolitan Municipality, Odunpazari Municipality, Governorship of
Eskisehir, and Turkish World Association. Therefore, Odunpazari Urban Site Area
and its buffer zone have been provided with many cultural facilities and buildings:
Eskisehir Metropolitan Municipality Odunpazar1 Touristic Development Project and
“Every House is an Atelier Project” (2001), Anadolu University Museum of Cartoon
Art (2004), Contemporary Glass Art Museum (2007), Odunpazar1 Municipality

Meerschaum Museum®?

(2008), Eskisehir Metropolitan Municipality City Memory
Museum (2012), Eskisehir Metropolitan Municipality Yilmaz Biiyiikersen Wax
Museum (2013), Eskisehir Metropolitan Municipality Salvation Museum (2016),
Governorship of Eskisehir and Turkish World Association ETI City and Migration

Museum (2017), Odunpazart Municipality facilities in Kursunlu Kiilliyesi such as

121 As the first step in the foundation of the museum, Special Provincial Administration bought the
work of arts in International Meerschaum Festivals (held by Eskisehir Province since 1998),
Meerschaum Handicrafts competitions and exhibitions. (http://www.odunpazari.
bel.tr/odunpazaribelediyesi-18-luletasi_galerisi#PopupGoster[popup]/0/)
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Glass Arts Center (2010), Odunpazart Municipality Arasta (2012) and also shops

providing local cuisine and local handicraft meerschaum.

ODUNPAZARI
BELEDIYESI

DUNYA MIRASI
TURKIYE

Figure 3. 40. Odunpazari Houses'??

Through Cukurcarst Project the place was transformed from fish market to a
recreational area in the city center after Sicaksular Implementation Plans were
approved in 2001.*** Hamamyolu has been providing baths for centuries, was
rearranged by Odunpazari Municipality in 2009 (and also in 2017-2018 with a new
urban design). The traditional center is still alive with also Kopriibast and Tasgbasi
providing local shops and local cuisine reflecting especially the immigrant culture.
Doktorlar Street, being at the connection point of the traditional and new growth area
of commercial facilities, being near Porsuk River and train station, has gained an

image like Istiklal Street in Istanbul with tramway, modern shops and street artists.

122 http://www.odunpazari.bel.tr/
123 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=70&menu_id=0
124 Individual interviews in Eskisehir Metropolitan Municipality and Tepebagi Municipality, 2014-
2018
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In 2007, shopping malls were constructed in three different areas. Two of them were
on the way of tramway and around the first examples of transformations of
Republican factories. One is Kanatli Shopping Mall, which was a flour factory
before; it was built as a modern building in city center after a fire in previous
structure. The second is Espark, which was a factory called Kurt Brick and Tile
before. It was also built as a modern building in the expanding zone of CBD, being a
registered area, after the decisions of Eskisehir Regional Conservation Board of
Cultural and Natural Assets on destruction of the previous structure, new
constructions of mall building and reconstructions of chimneys. The third shopping
mall is far from city center and is located on Eskisehir-Bursa highway near Anemon
Hotel (2004) with the name Neo-Plus. In further years, in Uluénder Neighborhood
around Bursa Highway, Koctas (2007), Metro (2012) and Banio (2014) shopping
markets were opened. Moreover, in factory District, Ozdilek Shopping Mall (2011)
which there used to be a factory called Miihendisler Flour in Republican Period.

Meeting places of inhabitants increased through many urban parks Sazova Science
and Culture Park (2008), Selale Park (Waterfall Park in English) (2009), Kent Park
(City Park in English) (2010), Japanese Garden (2010), Sehr-i Ask (City of Love in
English) Island (2010), Science Experiment Center and Sabanci Space Home (2012),
Hobby Gardens (since 2001 in Tepabasi District and since 2007 in Odunpazar
District) as rural-urban elements in the city, ETI Underwater World (2014), Zoo
(2014). Kent Park Project has roots in the decision of Metropolitan Municipality
Council in 1999-2004, and the project was realized in 2010 with many
entertainments such as artificial beach, indoor and outdoor swimming pools,
restaurants, a large pond, children’s playgrounds, and horse riding areas.'?
Moreover, Sazova Science and Culture Park includes pond, green areas, cafes,
children’s playgrounds, concert area, Fairy Tale Castle (Masal Satosu in Turkish),
and Dekovil (traditional industrial workers’ transportation vehicle which is now used

as recreational purposes).

125 http://www.eskisehir.bel.tr/icerik_dvm.php?icerik id=2&cat_icerik=1&menu_id=24
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There are also social projects, such as Tepebasi Municipality holds with the name of
town-center (beldeevi in Turkish) which are serving as community center with
various facilities meeting people together in their neighborhoods since 2001.
Tepebast Municipality declares that this is a unique project that “meets people with
life”, is a taken as one of the cases of Turkey’s most systematic local government
organization.®® After 2014, Odunpazari Municipality also implemented several
social centers with the name of public centers (halk merkezi in Turkish). In addition
to such centers, there are also youth centers, children and cultural centers for social
and cultural activities in different neighborhoods. 19 Mayis Youth Center (2010),
Ziibeyde Hanim Cultural Center (2011), Ozdilek Art Center (2011), 29 Ekim Youth
Center (2014), 23 Nisan Chidren Art and Culture Center, Children Symphony
Orchestra (Two Hands Make Light Work, Iki Elin Sesi Var in Turkish) (2015), senior
fellow cafes (Deneyimli Kafe in Turkish), Down-Coffee Houses, Assembly
Workshop, The Life Village and Alzheimer’s Guest House, Tepebasi Future Living
Labs by Tepebast Municipality; Yunus Emre Culture and Art Center, Youth Center,
Social Life Center, Public Market, Big Plane Life Center (Koca Cinar Yasam
Merkezi in Turkish), Bee Village (4rikoy in Turkish) and Pigeon Village
(Giivercinkoy in Turkish) after 2014 by Odunpazari Municipality; Atatiirk Culture
Art and Congress Center and Youth Center (2018) by Eskisehir Metropolitan
Municipality.

Sculptures have been located in the city center and big urban parks which are the
products of Metropolitan Municipality. Moreover, Tepebast Municipality has been
using statues made by the artists in Terra-Cotta Symposium in urban environment
since 1999 especially locating on the parks in Factory District after 2011. The city
has been also providing many facilities such as International Eskigehir Festival since
2001, International Children Theatre Festival, National Opera and Ballet Days since

2011, Wooden Sculpture Festival, and Glass Festival.

128 http://www.tepebasi.bel.tr/beldeevleri.asp
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Figure 3. 43. Odunpazar1 Municipality Workshop on Ceramic'®

All these transformations and changes also have started to attract other people than
inhabitants who are visitors from other cities. Moreover, high speed train was
constructed and taken into operation respectively on Ankara-Eskisehir in 2009,
Ankara-Konya in 2011 and Eskisehir-Istanbul in 2014 (TCDD, 2017). In 2009,
before local elections, Prof. Dr. Yilmaz BUYUKERSEN used the advantage of high
speed railway with inviting people from Ankara to Eskisehir for seeing the “city”.

Through the increase in accessibility to Eskisehir it has accelerated the tourism

127 http://pismistoprak.tepebasi.bel.tr/index.asp
128 http://www.odunpazari.bel.tr/haber-715-odunpazarinda_festival_zamani

129 http://www.milliyet.com.tr/odunpazari-nda-yapilan-seramik-eserler-Eskisehir-yerelhaber-2234913/
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activities and daily circulation of university student between Eskisehir and the cities
close to Eskisehir. Eskisehir has started to gain momentum especially in the field of
domestic tourism, with its universities, rich natural and cultural heritage, easy
transportation (high-speed train) and improvements in urban environment
(Governorship of Eskisehir, 2011).
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Figure 3. 44. A Billboard in 2009 advertising the Accessibility of Eskisehir

before the Local Elections®
Source: Illustrated and translated by the Author

Therefore, this change made increase in investments on tourism and new hotels were
constructed in different places of the city. Han Royal Hotel (2008) which passed into
Pasa Mansion Hotel in 2016, Abaci Mansion Hotel (2011), Aslanli Mansion Hotel
(2014), FRZ Mansion Hotel (2014) which passed into Arasta Mansion Boutique
Hotel in 2016, Rixos Thermal Hotel and Spa Center (2014) which passed into Tasigo
Hotels and Resorts in 2016, and La Vie Mansion Hotel (2016) have been providing

accommodation in Odunpazari Region.

After the Factory District Plans were realized in 2011, this region also started to
become attractive for hotels, where was planned as the expanding area of the city
center with commercial, tourism and residential areas, and started to develop through
implementations plans, urban design and parcelization made by Tepebasi
Municipality. In 2015, the railway was placed underground by Turkish Republic

State Railway in the city center from Sugar Factory to the train station. After that an

130 http:/lyerelsecimsonuclari.blogcu.com/yilmaz-buyukersen-in-afisleri/5096189
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obstacle that divided the urban structure in city center till that time was removed,
therefore, the connection from the traditional center towards new commercial areas
in Northern places has gained strength. Through Factory District Plans, sprawl of
CBD and developments in the city on tourism, and hotels were opened especially in
Ismet Inénii Street and University Street, Dedepark Hotel (2009), Verman Hotel
(2010), Sor Hotel (2013), Divan Hotel (2014), Merlot Hotel (2014), Arus Hotel
(2014), Hilton Hotel (2018). In other places various hotels have been providing
accommodation: Eskisehir Turing Hotel which was restorated as Porsuk Thermal
Boutique Hotel (2015) in Sicaksular Region, Beyoglu Palace Thermal Hotel (2016)
in Atatiirk Street and Turung Hotel (2014) in Atatiirk Boulevaurd. The following
table shows the increase in the number of accommaodations licensed by both Ministry
and the Municipalities from 2000 to 2016.

Table 3. 7. Number of Arrivals of Domestic and Foreign Tourists to Eskisehir in
2000 — 2016

Years Foreign Tourists Domestic Tourists Total
2000 2,100 82,546 84,646
2001 2,090 37,372 39,462
2002 1,967 62,772 64,739
2003 3,010 77,174 80,184
2004 2,627 102,012 104,639
2005 4,126 124,739 128,865
2006 3,725 124.244 127,969
2007 8,412 128.056 136,468
2008 9,108 169,892 179,000
2009 6,076 181,052 187,128
2010 7,759 178,245 186,004
2011 11,117 212,878 223,995
2012 10,499 236,820 247,319
2013 12,898 231,109 244,007
2014 16,009 220,169 236,178
2015 19,752 271,559 291.311
2016 18,479 331,510 349,989

Source: Personal illustration of Author; Ministry of Culture and Tourism, 2018"*

B hitp:/fyigm.kulturturizm.gov.tr/TR,201131/tesis-istatistikleri.ntml (The data of accomodations in
Tepebasi and Odunpazari Districts which are licenced by both Ministry and the Municipalities were
used in graphing. Statistics of licenced by the Municipalities for the years of 2001 and 2007 could not

be reached in the source data.)
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The city has been identified with Nasreddin Hodja and Yunus Emre through
mentioning their contributions in various facilities. Especially Governorship of
Eskigehir has expressed Nasreddin Hodja and Yunus Emre in the official article
EskiYeni since 2009. Eskischir was declared as the Culture and Arts Capital of the
Turkish World for the year 2013, and also UNESCO 2013 Intangible Cultural
Heritage; therefore, various facilities and projects were held in following years in
provincial level; moreover, Nasreddin Hodja was the mascot in this event. In the
following painting, Nasreddin Hodja, Yunus Emre and various identities of Eskisehir
are illustrated: Porsuk, tramway, Anadolu University, aviation, ETI, meerschaum,
Es-Es (Football team), Phrygia-Yazilikaya, 26 (license plate code for vehicles),

cinema, boat, raining, etc.

ol I HENKLI “]»l

Figure 3. 45. Symbols for Eskisehir
Source: Sen (2009: 60-61)
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Urban Planning and Changes in the City Macro Form**

After 1986 development plan and 1988-1989 implementation plans, 1990-1994
various partial rehabilitation implementation plans in the previous period, after 1999
earthquake, firstly in Sicaksular Region implementation plans were approved in
2001. However, it could not be implemented except partial arrangement because of

cases and decisions of Courts.

After that in 2002 a revision of development plan at the scale of 1/5000 and in 2004
revision of implementation plans at the scale of 1/1000 were approved. Because of
the effect of the earthquake in 2002, through other revision implementation plans the
floor units are reduced in Tepebasi District according to geological surveys (which

were generally reversed in 2008 and 2009).

Figure 3. 46. Revision Development Plan of 2002

2133

Source: Eskisehir Tepebagt Municipality Archives, 200

132 Information about Tepebasi and Odunpazari plan were obtained through individual interviews in
Eskisehir Tepebasi Municipality and Odunpazar1 Municipality, 2014-2018
133 Individual interviews in Eskisehir Tepebas: Municipality, 2014-2018
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Moreover, in 2003 development plan the function of Factory District was decided as
“second degree trade area, tourism areas, recreational trade, residential and socio-
cultural areas”, similar to former functions. However, the plans could not be
implemented except a few buildings due to the cases in court till the new plans were
approved in 2011. Shortly as a result of decentralization of industries and foundation
of Organized Industrial Zone, the Factory District was decided as the expansion area
of CBD in the plans of 2003 and 2011.

The city has developed spatially in Batikent and Asagis6giitonii regions in Tepebasi
District and in Thlamurkent and Vadisehir in Odunpazar1 District. In 2004, through
the development plans of 2002, the revision implementation plans were approved at
the scale of 1/1000. Moreover, in 2004 Karabayirbaglart development and
implementation plans were approved in the South-Western part of the city in
Tepebast District. Moreover, Asagisogiitonii-Zincirlikuyu additional and revision
development plans in 2003, and implementation plans in 2006 were approved in the
North-Western part of the city in Tepebasi District. In Odunpazari District, Revision
implementation plan were approved for Karapinar Mass Housing Area (Thlamurkent)
in 2005 and for Cankaya Mass Housing Area (Vadisehir) in 2006. Furthermore,
Karapinar slum-prevention and transformation implementation plans were approved
by Housing Authority in 2011. Revision and additional development (in 2013) and
implementation plans (2015) of Southern Part of Emek-71 Evler, and revision of
Stimer (Visnelik) — Kizilyer Region development (2015) and implementation (2016)

plans were also approved in Odunpazari District.

In 2008, administrative changes happened and the first stage districts were widened
through some additional neighborhoods and villages through Law 5747. After that in
2008 a new environmental plan at the scale of 100.000 was approved by
Governorship of Eskisehir and Eskisehir Metropolitan Municipality with giving the
decision for metropolitan area (mainly Tepebasi and Odunpazari Districts) to be
shaped when the plans at the scale of 1/25.000 will be approved.
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Figure 3. 47. Eskisehir Metropolitan Municipality in 2009
Source: Okcu et al. (2010)

In 2009 a development plan at the scale of 1/25.000 was approved with the target
year of 2025 covering the metropolitan area which decided the city growth in
Western parts especially through residential development, in Northern parts through
sportive and recreational developments, and in Eastern parts through industrial
development, and CBD growing toward the Northern parts. However because of
legislative cases and cancellations, the plan could not be implemented. A new
development plan at the scale of 1/25.000 was prepared by Istanbul Technical
University and was approved by Council of Eskisehir Metropolitan Municipality in
2016 and after the assessments of the objections to the plan; it was put on the action
in 2017.
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Figure 3. 48. Eskisehir Metropolitan Area Central Region 1/25.000
Development Plan of 2017

Source: Eskisehir Metropolitan Area Central Region 1/25.000 Development Plan
Report (2017: Annex 3)

After the “Kizilinler Tourism Center” decision of Ministry of Culture and Tourism in
2008, the Ministry approved Kizilinler Environmental Plan at the scale of 1/25.000
in 2010. After that, District Municipalities prepared some of the development and
implementation plans and they were approved by the Ministry for Tepebasi in 2011
and Odunpazari in 2013-2014. Ministry is responsible for the bidding for the health
and tourism investments into the tourism area, and in the year of 2018 no investment

has been made yet.

In 2010 Factory District Conservation Area was decided by Eskisehir Cultural and
Natural Preservation Board; after that in 2011 1/5000 development plans, Factory
District was decided as “second degree trade area, Tourism areas, tourism areas,
recreational trade, residential and socio-cultural areas”. These plans were approved

by Eskisehir Cultural and Natural Preservation Board with the Urban Design of
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Factory District. In 2014, the boundaries of Factory District Conservation Area were
narrowed by Eskisehir Cultural and Natural Preservation Board. Moreover
Odunpazar1 Urban Site Conservation Area Revision plans were approved in 2011
by Municipality Councils and Eskisehir Regional Board of Conservation of Cultural
Assets. Both Factory District and Odunpazar1 Urban Site Area with its buffer zone
are still developing through the projects of restorations, reconstructions and new

constructions of public and private investments.

Other than these two regions there are also individual registered buildings which
have been conserved through the decisions of Eskisehir Regional Board of
Conservation of Cultural Assets. For example, Governmental Office which was built
between 1943 and1947 was registered as a cultural asset by Turkish Republic
Ministry of Culture, Eskigehir Board of Conservation of Cultural and Natural Assets
in 2000 (Eraslan, 2012). Schools complex, which is located between the newly
developed area between Odunpazar1 and railway area, was decided to be preserved
through a “conservation area” by Conservation Board. Atatiirk Stadium area was
planned as Turkish World Urban Square as an urban transformation project after the
new stadium project was started in Sazova Neighborhood in South-Western part of
the city, and the square has not been put into action yet in 2018. Kiligoglu Cinema
which had memorial identity for urban culture of Republican Period was designated
as a listed building; however, the decision was broken through court decision, then
the building was demolished after the decision of permits for demolition by Court

and Conservation Board.

In this period industrial and educational development continued through plans. The
urban plans of the second campus of Anadolu University, which started to be
constructed in 1998 during Muttalip Municipality, were approved in 2007 in
Tepebasi District; moreover, the revision and additional plans were approved lastly
in 2016. Furthermore, in Yunus Emre Campus of Anadolu University, Technology
Development Zone was planned in 2010 by Ministry of Industry and Trade General
Directorate of Industry Research and Development. Anadolu University has a
prestige project of National Rail Systems Excellence Center (URAYSIM in Turkish).
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Organized Industrial District has expanded and industrial developments through
plans continued in this period: Hasanbey Logistic Center development and
implementation plans were approved in 2011, and additional development and
implementation plans for Organized Industrial Zone were approved in 2013 by

Ministry of Science, Industry and Technology.

In 2010, various regions were declared as transformation areas by Metropolitan
Municipality through the Law No. 5393-Number 75, such as Baksan — Keresteciler
Small Industrial Site, and Sicaksular Region. However, because of the cases and
decisions of Court Metropolitan Municipality Council cancelled the decisions. In
further years, an area including Sicaksular Region with the size 56.4 hectare in both
Tepebasit and Odunpazari Districts was declared as a Disaster Risky Area in 2013
through the Law No. 6306, and Metropolitan Municipality was given the task of the
work in this area by Ministry of Ministry of Environment and Urbanization. After
that the projects and plans have been prepared by Istanbul Technical University in
2017. Moreover, in Odunpazar1 District, an area with the size of 66.89 hectare in
Emek, Giindogdu, Yenidogan and Erenkdy Neighborhoods was decided as a Disaster
Risky Area in 2017 through the Law 6306, and through staging the project Eskisehir
Metropolitan Municipality has prepared a project in 2017 with the name of
Gilindogdu 1-2-3, which is still on progress. In addition, Odunpazar1 Municipality
through BNR Urban Transformation Planning Project Co. Ltd. has prepared a
transformation and development project for Small Industrial Site in 2017, which is

still on progress.

BEBKA regional plans for the periods 2010-2013 and 2014-2023 were approved by
Bursa-Eskisehir-Bilecik Development Agency. In the plan for the period 2014-2023,
Odunpazari-Tepebasi is decided as a sub-region through decisions in economic,
social and environment-spatial development. The plan does not include city branding

decision or visions for Eskisehir.
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Figure 3. 49. BEBKA Regional Spatial Development Scheme of 2014-2023
Source: BEBKA (2015: 184)

2011-2015 Eskigehir Tourism Master Plan is prepared by Governorship of Eskisehir,
Anadolu University and Eskisehir Osmangazi University. In this plan, it is mentioned
that Eskisehir had acceleration in domestic tourism in recent years and this plan was
prepared for to plan and sustained this tourism development (Governorship of
Eskisehir, 2011).

In 2014, another administrative change happened and the first stage districts were
widened again through some additional villages as neighborhoods, and the
metropolitan municipality has gained the authority of “Whole City” which means
being responsible for whole Provincial area of Eskisehir by Metropolitan
Municipality.

3.3.  Summary of the Selection of the Case Study Area

Having had the advantage of public investment in railway since the 1890s, cultural
norms at the local level which are senior businesses in early Republican Period, its

ability to create Eskisehir Chamber of Industry (ECI) from its own capacity and
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make public aware of the industry, Eskisehir has been directed industrial
development and economy in the 1960s. These local dynamics have also stimulated
some macroeconomic decisions which are the foundation of Eskisehir Organized
Industrial District in the1970s and sustaining this investment after the decline of such
investments after the 1980s through local policies of ECI. In the 1980s the energy of
universities was added to the cooperation of local initiatives and national decisions of
the 1960s, and this resulted in university-industry togetherness in the city having the
dominance of university in the development of the city till the end of the 20"

century.

In recent years there have been some macroeconomic and governmental investments
such as Logistic center, and some international events such as Turkish World
Capital. However, the main factor that has marked the 21% century is the
contribution of local governments-municipalities. We see the dominance of these
actors with their strategic decisions and implementations in the city for providing a
livable city starting from the European City strategy. Moreover, the governmental
investment of High Speed Railway in 2009 has started to improve the conditions of
accessibility and accordingly the urban developments in the city. Since 2000s
Eskisehir has been pursuing a branding strategy through supporting the living
conditions of social, cultural and physical environment, which also makes the city

attractive in national level.

What is hidden in a “European City Strategy” is actually creating a city which
includes main facilities for living. And after declaring the city as a European City,
Eskisehir Metropolitan Municipality points out slogans such as “City is civilization,
city is beauty, city revives old, city gives life, city is culture and art, city connects
people, city is future, city is history, city protects values, and city educates” and the
district municipalities use the terms “city, human, living”. The municipalities have
been using slogans, but it looks there are strategies beyond these slogans. Through
their strategies the municipalities have prepared urban projects and they have put into

action these projects which are social, cultural, and recreational.
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And at the end of these implementations of facilities we face with a city equipped
with many facilities which are for human being, which has satisfied the people living
in the city. What is more, visitors see the satisfaction of residents as a result of which
more visitors come to see the city and this boosts tourism.
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CHAPTER 4

METHODOLOGY AND DESIGN OF THE CASE STUDY: CITY
BRANDING/IMAGING OF ESKISEHIR

This chapter introduces the methodology of the research; therefore, it includes details
as to who the case study was conducted to and what data are necessary to answer the
research questions that are expressed in the first chapter. In this context, the design of
the case study for testing the theoretical claims based on process, stakeholder, and
product will be created. On this basis, this part of the thesis will be based on the main
hypotheses, and also the description of the data collection and analysis of the

collected data.

4.1. Research Method, Aim and Hypothesis of the Study

Research methods used can commonly be classified in two groups: the qualitative
and quantitative methods. The study is mainly based on both qualitative and
quantitative methods. Quantitative research focuses on giving explanations of
statistical measurements and analysis of the data collected through surveys,
questionnaires, etc. There are different strategies in qualitative research such as
anthropology, action research and case study.

The second chapter, based on city branding definitions and components, have dealt
with the question of what the research is trying to find out through using literature
review. These studies mainly emphasize branding cities through competitiveness.
However, in Eskisehir there is a branding process which is through increasing the
quality of life. Therefore, the aim of this case study is to understand how it is

managed to brand a city through quality of life, to define the differences from
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the mainly argued branding process on globe. Moreover, in this research, main
method is case study analysis and statistical analysis.

Baxter and Jack (2008) summarize different definitions and examples of different
types of case studies: explanatory, exploratory, descriptive, multiple-case studies,
intrinsic, instrumental, and collective. The definitions for explanatory case studies

are shown in the following table.

Table 4. 1. Definitions and Examples of Different Types of Case Studies

Case Study Type Definition Published Study Example

This type of case study is
used to explore those
situations in which the
intervention being evaluated
has no clear, single set of
outcomes (Yin, 2003).

Source: Baxter and Jack (2008: 548)

Lotzkar & Bottorff (2001). An
observational study of the
development of a nurse-patient
relationship. Clinical Nursing
Research, 10, 275-294.

Exploratory

Moreover, in the following figure, basic types of designs for case studies are

illustrated:
single-case designs multiple-case designs
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Figure 4. 1. Basic Types of Designs for Case Studies
Source: COSMOS Corporation (cited in Yin, 2012: 8)
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Since this qualitative and quantitative research study deals with why and how the
brand concept evolved, evaluated and which outcomes brought about, this study
can be example of an exploratory case study. And the context of this case study is
restricted with the urban area which covers the two main districts, Odunpazar1 and
Tepebasi. Moreover, the study is a single case design on Eskisehir city branding and

embedded type of study including three units of analysis.

CONTEXT:
“How can we explain what happened in Eskisehir from the perspective of city
branding?

EXPLORATORY CASE STUDY:
The case of Eskisehir with growing efforts in city branding

1
1

1

1

1

1

1

1

: 1. PROCESS 2. STAKEHOLDER
1 ANALYSIS ANALYSIS
1

1

1

1

1

1

1

1

1

1

3. PRODUCT
ANALYSIS

Figure 4. 2. Proposed Case Study Design
Source: Author’s Personal Graphing; inspired by COSMOS Corporation; cited in
Yin, 2012

Through the aim of the study, some hypotheses are developed below:

I. Hypothesis on Process

“A successful city branding process can be initiated if the brand identity proposed by
local stakeholders (municipal leaders) is consistent with the identity of the city and

initiated projects of the city.”

This discussion is hypothesized in order to understand if there is a consistency
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between “the image created for the city” with “the reality served to the city”.

I1. Hypothesis on Stakeholder

“In a successful branding process, the local municipalities embrace various local
stakeholders in city branding management and enhance the cooperation among

them.”

In this regard, who the local stakeholders as municipalities are, what their projects
are, how they manage the process of city branding, what kind of relations they have;
that is, what the network of these stakeholders is like will be searched.

This discussion is hypothesized in order to understand if there is a leadership,

management, or governance procedures.

I11. Hypothesis on Product

“City branding is successful if both city residents and non-local people with an image

have similar evaluations on the branded image.”

This discussion is hypothesized in order to understand if there is a difference
between the evaluations of different groups: experienced the city, semi-experienced
the city, not experienced the city. The claim is about if the difference between
branded identities and perceived identities are less, then it is a branding strategy

which is more realistic and strong.
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In this study, through the light of these three main hypotheses, there are three types
of analysis techniques: stakeholder analysis, process analysis, and product analysis.

In this regard, in two fields the research and studies are held in: “field” and “desk”.
In these studies, the written or digital documents are analyzed in different types
which are books, articles, web pages, news in web, brochures, etc. Moreover there
are many methods used in data collection, assessment or evaluation: media
analysis, semi-structured in-depth interviews, focus-group interview, questionnaire,

and personal observation in the field.

Moreover, the representatives of specific interest groups in different dimensions are
analyzed in these analyses: representatives of local government such as Mayors of
main municipalities, officers; representatives of local democratic mass organizations
such as Chamber of Commerce, Chamber of Industry, City Planners; representatives
of private sector; representatives of residents; representatives of university students;

representatives of visitors.

Furthermore different software tools are used in this study: N-vivo, Gephi, SPSS,
and Microsoft Office (Word, Excel).

The following table explains the main research questions, hypotheses, analysis
techniques (research methods); data required for this analysis, data collection
methods, data assessment methods and the required literature headings. In this study,
stakeholder analysis, process analysis, and product evaluation analysis need to
collect data through documentary-desk research; therefore, document-desk-web
research is not written in the following figure in order to avoid the repeats. In order
to avoid the difficulty of reading the text, throughout the study, the web materials are

referenced giving as footnotes.
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Figure 4. 4. Data Preparation-Data Evaluation and Their Proposed Outputs

Source: Author’s Personal Graphing
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4.2. Methodology Used in Process Analysis

What kind of image/brand of the city has, in what process and sub-processes that
brand emerged and what are the outcomes of that branding are critical for the
research. In this context, through the knowledge of historical background of
Eskisehir, in order to understand the process of city branding of Eskisehir in a
timeline, it is aimed to manage a process analysis. This analysis is done through three

methods: historical flowchart, media analysis and interviews.

4.2.1. Historical Flowchart

As a first step, a historical flowchart analysis is done in order to understand how the
process of city branding of Eskisehir in a timeline. Therefore, it aims to define
different periods, different characters, different spatial formations, and different

identities of the city.

Although the main context of the thesis is based on after the year 2000, with the help
of this long-time-scaled historical flowchart which is formulated in sequential order,
the study aims to give light to understanding the steps, inputs, outputs, decisions,

outcomes, and the process of city branding of Eskisehir.

4.2.2. Media Coverage Analysis

As a second step in the study, an analysis on media is done in order to capture the
paradigm of city branding of Eskisehir from the point of media. In this study the
media analysis is performed in media coverage of Eskisehir.

When the words “Eskisehir, city, news, image, brand, plan, and European city” are
searched in Google, in Turkish, 297 items collected in August 2014 as database,
which are dated from 2004 till 2014. These Turkish media coverage of Eskisehir is
accessed through NVivol0. Through NVivo Software Program, initially, all the

related data were transcribed with NVivo software program. NVivo allows for
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classifying, sorting, arranging, and exploring non-numerical and unstructured data.

Afterwards the interview texts were coded in order to simplify and interpret this data.

4.2.3. Mind-Mapping through Interviews

How does the brand/image of Eskisehir look like from the views of different groups
(Mayors of the municipalities, city and regional planners, private sector leaders, etc.)

are obtained from focus group interview and semi-structured in-depth interviews.

4.2.3.1. Focus — Group Interview

Wilson (1997; cited in Kumral, 2010: 18) defines focus group interview as

“a group work of interaction that consists of four-to-twelve-person-small-
groups which is held by an educated researcher or a moderator, with the
duration of one hour or two hours; and discussion of chosen topic/topics
in which has an environment that encourages the participant to

participate their views and thoughts.”

As a third step in this study, a focus group interview was done. First of all, the
intention letters were sent to 10 city planners via e-mail in Eskisehir. Later the
participants were decided, and the meeting day, time and place for the interview were
announced via e-mail. The focus group interview was performed with the number of
8 city planners on 09.01.2014 in Anadolu University. All the participants were
having their professions in public or private sector, but during the interview they

were not representing where they were working for.

At the beginning of the interview, all the participants were given identification badge
(Appendix A), the demographic data of the participants was also collected and then
deed of consent was signed by each participant. The interview started with the

introducing of participants themselves. Later, the moderator gave the explanations
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about the topic (Eskisehir city image/brand) and the aim (taking their personal
thoughts, opinions and ideas) of this meeting. After that the participants were given

the information about what focus-group interview is like.

The interview was moderated by the moderator, and recorded by both a reporter who
is also a city planner and recorders. The interview took about two hours. At the end

of the interview the participants were given certificate of participation.

This interview aimed to obtain the technical view of the discipline of city planning.
The recorded data was decrypted and then assessed with the help of software
(Nvivol10) through classifying, sorting and arranging, and then illustrated through
graphs. The assessed data were not only interpreted from the point of process-
stakeholder-product analysis of this study, but also used in the formation of further

analysis in product evaluation in the formation of questionnaires.

4.2.3.2. Interviews

Interviews were held with private sector which also has sub-groups. In 2015 in

January and February, about 15-minute-interviews were made with these businesses:

e Big entrepreneurs in private business sector which are General Directory
of TULOMSAS, TUSAS Motor Industry Joint Stock Company (TEI),
KILICOGLU (Endel A.S), Cooperative of BAKSAN Industrial Estate, FORD
Automotive Industry Joint Stock Company, Giiven Motor Vehicles
Commerce Industry Joint Stock Company.

e Local businesses which are Cihangir Aktas Liiletasi and Tarihi Odunpazari
Koftecisi Ahmet.

e Food-entertainment sector which are Varuna Memphis Pub, Hayal
Eskisehir and David People Big Boss.

e Hotel-accommodation sector which are Dedepark Hotel, Anemon Hotel
and Abaci Hotel.
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All the collected data from the interviews were accessed with the help of Nvivol0
through classifying, sorting, arranging, and exploring non-numerical and
unstructured data in order to have a mind mapping on the process of branding in
Eskisehir.

4.3.  Methodology Used in Stakeholder Analysis

As described in the literature, Gilmore (2002) shapes a circular for placing the spirit
of people at the core and different stakeholders around which are residents, investors,

opinion formers and media, students, retirees, visitors.

It is also observed from the literature that these different groups have different roles
in city branding process such as management, designing, implementing, leading,
participating, involving, monitoring, cooperating, budgeting, financing, emanating,

supporting, etc. from the point of participation, strategic planning and democracy.

As a result, this is a great diversity and complexity of stakeholders in city branding
process; therefore, in order to capture all the relations between stakeholders, their
behavior and network, their role and political view of local leaders, and citizens’
role, civil society and participation processes in the frame of city branding,
stakeholder analysis was done.

For this aim, in the stakeholder analysis, the studies were done in two different

dimensions:

e Stakeholder map showing network of municipal authorities

e Document search on projects, strategies, and perceptions of stakeholders.

Therefore, this study aimed to show the main stakeholders and find out their

contribution to city branding of the case of Eskisehir.
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4.3.1. Stakeholder Map mainly based on Municipal Projects showing
Networking

The main goal of this analysis is to manage the complexity of stakeholders through
understanding the stakeholder network and involvement in city branding projects.
Therefore, the stakeholder map is critical for the research in order to understand who
the stakeholders are, what their roles, their cooperation and conflicts with each other,

their strategies and tools for participation are.

The context of this analysis was restricted to the main stakeholders who are the local
authorities: Eskisehir Metropolitan Municipality, Eskisehir Odunpazari Municipality
and Eskisehir Tepebas1 Municipality. This is because of the context of the thesis
which is restricted to the urban area. As the effects of globalization and localization,
also in Turkey, local governments/municipalities have gained more responsibilities
and roles. Metropolitan Municipality Law No. 5216 was introduced in 2004 and
Municipality Law No. 5393 in 2005. Moreover, the municipalities have become
authorities who directly have the power to shape the city physically, economically,
socially, etc. Since analyzing the whole stakeholders and their projects in the city that
are governorship, Bursa Eskisehir Bilecik Development Agency (BEBKA),
universities, Non-Governmental Organizations etc. and their projects in the city is a
very huge work to study on and hard to assess the collected data through such a
work. As the municipalities are the main dominant authorities in shaping the city
through development (spatial) and strategic (administrative) plans, urban projects
and implementations, this analysis was restricted to the projects of municipalities in
metropolitan area which represent nearly the 90% of the whole Eskisehir provincial
population. Therefore, understanding their network can give the general idea of the
networking of stakeholders in the city.

Furthermore, Eskisehir was the World Capital City of Turkish of Culture for 2013;
therefore, many projects were invested in the provincial scale of the city. Since it will
be valuable to see this huge amount of projects and their relations, in addition to the

three main municipalities, Eskisehir 2013 Turkish World Capital of Culture Agency
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was also added to this study as a fourth stakeholder with its projects in the context of

this study (Odunpazar1 and Tepebas1 Districts).

For this aim, in this study, a map of stakeholders which are declared above will be
drawn in order to illustrate the relations as a network with the help of the projects of
these main stakeholders in leading city branding of Eskisehir. These projects are

main services and implementations on the city.

Table 4. 2. What the Projects Say?
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Eskisehir Metropolitan
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Eskisehir Tepebasi
Municipality

Eskisehir 2013 Turkish World
Capital of Culture Agency

Source: Author’s Personal Graphing

After the decision of stakeholders for the map, first of all, the projects sheets were
prepared using the related municipality web pages and having appointments with
these stakeholders. In order to illustrate the relations as networks of stakeholders for

city branding process, as the next step the projects which are main services and
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implementations on the city were gathered through appointments with the related
officers in 2014-2015. Routine and daily work was not included in these lists such as
changes in urban plan which are decided every month in the Councils. Later, these
four main stakeholders were asked about their networking through project lists

prepared in various dimensions.

After that, the projects are listed using Microsoft Office program (Excel) for
preparation to analyze them through the software Gephi as described in the following
table:

Table 4. 3. Different Stakeholders and Partnership Capacities in Projects for
Gephi

Source Target Weight
Stakeholder A Stakeholder B X

Source: Author’s Personal Graphing

In the source area, it was written the main stakeholder that has the projects.
Moreover, in the target, it was written the stakeholder which was networking with
these projects. Weight is showing the number of project. For all these four
stakeholders through defining them as “source” sequentially, the whole networking

table was produced including all stakeholders in the analysis.

After having the exact Excel file of networking, it was processed through the
software Gephi and the networking map was generated. Gephi, as open-source
software for network visualization and analysis, helps to show the patterns and trends
with outliers.™® It also enables cooperation of different stakeholders through
graphing. Therefore the relationship and networking of these four main stakeholders
were illustrated with their weights of projects they cooperate. In other words, through
Gephi and stakeholder analysis mainly based on municipalities in metropolitan area,

the study aimed to illustrate the shape of the common or single projects.

134 https://gephi.org/about/
158



4.3.2. Written Documents

4.3.2.1. Life History of Prof. Dr. Yilmaz BUYUKERSEN

Tasc¢1 (2009) describes that his book “Zamani1 Durduran Saat” (Time-stopping Clock
in English) is the story of Prof. Dr. Yilmaz BUYUKERSEN through his own words
who is an undeterred man grows up in a very small steppe city with gathering dreams
(at the size of which is disproportionate to the size of the city), and realized these

huge dreams in the city.

Since the life story of Prof. Dr. Yilmaz BUYUKERSEN as a leading stakeholder in
the city will give the essence of the city branding, the book “Zamani1 Durduran Saat”
was analyzed in order to define the effect of Mr. Biiyiikersen. Therefore, a summary
was generated, and this summary was chronologically graphed with a mind-map

through three main life periods:

e Family
e Primary, Secondary and High Schools

e Academy
4.3.2.2. Statements of Stakeholders
In this part the perceptions of the main stakeholders were searched through the
official website of three main municipalities, their slogans-visions and strategic
plans.
Moreover Eskisehir Tourism Workshop was held in 2014, and was participated as a

guest by the author and the views of different leaders in the city were recorded as

notes:

e Governor of that period (Glingdr Azim TUNA),
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e Rector of Anatolian University (Hasan GONEN),
e Rector of Osmangazi University (Naci GUNDOGAN),
e Representative of TURSAB (Akin CAMOGLU).

These notes were examined and tabled for having the general perceptions on city

branding of the city of Eskisehir.

4.3.3. Semi-Structured In-depth Interviews

In-depth interviewing is defined as “a qualitative research technique that involves
conducting intensive individual interviews with a small number of respondents to
explore their perspectives on a particular idea, program, or situation” (Boyce et al.,
2006: 3). The process for conducting in-depth interviews is described as “plan,
develop instruments, collect data, analyze data, and disseminate findings” (Boyce et
al., 2006: 3). Moreover, qualitative interviews are categorized in a variety of ways:

unstructured, semi-structured and structured.

In this research, for the evaluation of process analysis, the data is collected through
semi-structured in-depth interviews with different stakeholders in the city. This
method aimed to have the general views of different stakeholders in the city on the

story of branding process of Eskisehir.

From this perspective, through the light of focus group interview and document
research on city branding concept and the case of Eskisehir, interview questions were
formulated in three folds: process, stakeholder and product including main and sub-
headings. After making appointments with the interviewers, the interviews which
were organized for different groups related to their roles in city branding process of

Eskisehir carried out.

In-depth interviews were held with two mayors of the district municipalities which
form the urban area of the Eskisehir city: Odunpazari and Tepebasi, since they are

the main stakeholders in local management (Appendix B):
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e About 45-minute-interview was performed with Ahmet ATAC, DDS as the
Mayor of Tepebas1 Municipality in 15.01.2014, and
e In 19.07.2014, about a half an hour-interview was made with Lawyer Kazim

KURT as the Mayor of Odunpazari1 Municipality.

4.4. Methodology Used in Product Analysis

Since “how the brand is evaluated” is a critical question in this research, this part
includes the design of product evaluation of Eskisehir and its branding process. The
context of this part is related with different groups of people who are directly
affected or not. These different groups are the residents living in the city, university
students attending the universities and visitors of the city.

These three groups differ from each other from the point of experiencing the city.
The residents live in the city and they actually experience the city; therefore, they see
the city with its realities. Furthermore, the university students experience the city
partially since they live in the city partially; therefore, they have partial reality and
partial virtuality in their minds, because they use the city generally in school time,
and they have the advantages of the city from the point of especially education or
leisure. However, the visitors do not have experience on living in the city; but they
have images about the city through different tools such as television programs, things
in written, drawn and advertised in newspapers, social media and web sites, friends,

and their former visits of this city.

Therefore, this part aimed to investigate in what ways the city and branding of
Eskisehir as a product are considered by the city residents, university students and
visitors. For this aim, the “questionnaires” were designed in three formats for each
group as a data collection method. The population of the study consists of three
groups: residents of Eskisehir, university students attending the universities in
Eskisehir and visitors to Eskisehir. The population is huge; therefore, sample method

was preferred in order to prevent loss in manpower, time and cost and to ensure a
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better compilation of the data. The sampling method provides us with the ability to
gain information on the particular characteristics of the population and to make
estimations for the population. To collect general information on the population,
related questionnaires were applied to 300 people in total, 100 people for each three

groups. (Appendix C)

In this direction, for the data collection through questionnaires, the main place was
decided as Yilmaz Biiyiikersen Waxworks Museum, because all these three groups
use this place. It is the museum where practically the visitors of Eskisehir come and
have time; moreover the city residents and university students also use this place for
their own leisure or for their guests from other cities. As a result, this is one of the
best places where you can witness, search and observe the variety of people.
Moreover, three other places were chosen for each groups, for city residents some
Public offices, for university students Tepebasi Youth Center as a center which is
serving to the university students both from Anadolu University and Osmangazi
University, and for visitors various Hotels were chosen which are a four-star hotel in
Tepebasi District and a mansion hotel in Odunpazari District. Questionnaires were
applied in these various place through one to one application personally or author’s

personal e-mailing in 2015.
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Table 4. 4. Questionnaires Applied to Different Groups in Different Places
through Different Methods

Number qf Respondents Place Method 1 Method 2
Questionnaires
Yilmaz Biiyiikersen
City Waxworks Museum One to one Personal e-
100 Residents of visitors application mailin
Eskigehir Various Public personally g
offices
The Yilmaz Biiyiikersen
university | Waxworks Museum One to one
100 stud_ents visitors application Persqn_al e-
attending the Tepebasi personall mailing
universities | Municipality Youth y
in Eskisehir Center
Yilmaz Biiyiikersen
100 The Visitors | Waxworks Museum gn?igﬁgﬁ Personal e-
to Eskisehir visitors %Fr’sona" mailing
Two Hotels P y
300 TOTAL PEOPLE SURVEYED

Source: Author’s Personal Graphing

The main structure of these questionnaires is based on three headings which

sometimes also have sub-headings.

e Demography and Characteristics of Respondents

e Attitude-Behavior Variables of Respondents

o Physical Transformations

o Determinant Stakeholders/Leadership
o Social Outputs
e Evaluations of Respondents on Different Aspects
o City Definitions
o Satisfaction
o Brand City

Both the literature in this study and the former studies of this dissertation such focus

group, in-depth-interviews and media analysis helped to design the questionnaires.
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The questions were designed starting with a free question in order to understand what
they the respondents have in their minds about the city. This question is critical for
understanding their pure/nature views without any guidance: “What are the first
three words / phrases that come to mind when Eskisehir is mentioned?” In the
following parts of the data collection, multiple-choice questions were organized in
order to understand their behaviors and evaluations, and through the variety of
answers the respondents were made to choose one or more answers. Some of these
questions were designed according to Likert Scale with the size as follows: 1 =
strongly disagree. 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = strongly agree.
Furthermore, at the end open-ended questions were designed, such as “Do you think
Eskigehir is a brand-city? Why? If Yes, in which area is it a brand-city? If No, do you
want it to be a brand-city in the future?” These free vision questions aimed to have

the respondents’ ideas, suggestions, etc. in a freeway.

All the data collected were examined descriptively and statistically. For analyzing
the data, SPSS (Statistical Package for Social Sciences) 16.0 was used. SPSS allows
the user to make both basic and advanced level statistical analyses. In the study, all
the statistics such as demographical findings to lead the study, variables of attitude-
behavior, cross-frequency tables, test of significance between hypothesis tests and
survey groups, independent samples T-Test comparisons, and one way ANOVA
comparisons were obtained by SPSS. Other than SPSS, for analyzing the data, graphs
were used with the help of Microsoft Office (Excel). Moreover, the responses of the
open-ended questions were encoded through NVivo software program. Through

creating related categorizations, the answers were evaluated and visualized.

Cross Frequency Tables

These are the tables that are closely related to each other and include at least two
variables, when they are turned into proportions, they are called probabilistic tables;
in these cases, the data are considered qualitative or categorical; because, each
variable is assumed to have a nominal scale (Kalayci, 2009: 131). Through this

method, the opinions about if Eskisehir is a brand city, demographic findings and

164



attitude-behavior variables of the participants of the survey were examined by

comparing them with the cross frequency tables.

Significance Test between Hypothesis Tests and Survey Groups

Hypothesis tests are used to determine whether there is a difference between two or
more means, in hypothesis testing the main goal is to understand whether there is a
difference between the averages, and different tests are applied according to the
number of groups to be compared (Kalayci, 2009: 131). Through this method, in this
dissertation, the questions that are common to the three different survey groups were

examined to see if there is a difference between the groups.

Independent Samples T-Test Comparison

The Independent Samples T-Test is used to determine whether the averages of two
independent groups are different from each other, and the relevant hypotheses for the
analysis are as follows (Ozgan and Eren, 2007):

e Ho: There is no significant difference between group averages.

e HI1: There is a significant difference between group averages.

Before performing the comparison of the averages, it is necessary to test whether the
variances are equal, and the hypothesis to be established for equality of variances is

as follows (Ozgan and Eren, 2007):

e Ho: Group variances are equal. (c1= 62).

e H1: Group variances are not equal. (c1+# 62).

In order to be able to decide on the variance hypothesis, the value of Sig.=p in the
equation section of variances given in the analysis output of the program is looked at
(Ozgan and Eren, 2007).

165



e ifp>a=0,05, then Ho is accepted;

e Otherwise, H1 is accepted.

After questioning whether the variances are equal, a significance test is performed

between the group averages (Ozgan and Eren, 2007):

e |f the variances are equal, “the t value in the section where the variances are
equal” and “its value of Sig. (2-tailed) = p” are looked at;

e If the variances are not equal, “the t value in the section where the variances
are not equal” and “its value of Sig. (2-tailed) = p” are looked at.

e If p>a =0,05, then Ho is accepted and it is determined that there is no
difference between the averages;

e Otherwise, H1 is accepted and it is determined that there is a difference

between the averages.

In this dissertation, independent Samples T - Test was used in the comparison of the
two groups (city residents and university students) because in the surveys both of the
groups were asked about the services and situations in Eskisehir, the effects of
stakeholders on Eskisehir, and social situations that have effects on Eskisehir.

One Way ANOVA Comparisons

One way variance analysis (ANOVA) is used to test the hypothesis of whether there
is a difference between two or the relevant, and hypotheses for the analysis are as
follows (Ozgan and Eren, 2007):

e Ho: There is no significant difference between group averages.

e H1: There is a significant difference between group averages.

In order to be able to decide on hypotheses, the value of Sig .= p given at the analysis

output of the program is looked at (Ozgan and Eren, 2007):
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e |If p>a=0.05, then Ho is accepted; otherwise, H1 is accepted.

e |If there is no difference between the group averages as a result of the
analysis, the analysis is terminated at this stage.

e If it is found that there is a difference between the group averages,
complementary calculations must be made to determine which group
averages the differences are between. These techniques are called Post-Hoc
techniques, there are many post-hoc techniques available, and the

homogeneity of variances is decisive when deciding which technique to use.

The homogeneity test is located in the ANOVA procedure window; after the relevant
table is obtained, the value of Sig. = p is checked (If >a=0.05, then Ho is accepted;
otherwise, H1 is accepted); and the relevant hypotheses are as (Ozgan and Eren,
2007):

e Ho: Group variances are homogeneous.

e H1: Group variances are not homogeneous.

Techniques used in the case of homogeneous variances (Scheffe, Tukey, Duncan ...)
and techniques used when the variances are not homogeneous (Tamhane’s T2,
Dunnett’s T3 ...) are different from each other; and after testing for homogeneity of
variances, it is decided which post-hoc technique should be used, at the end of this
process the groups with differences between the averages can be determined (Ozgan
and Eren, 2007).

In this dissertation, as the questions of physical structure expressions and city
qualifications of Eskisehir were applied in the survey of city residents, university
students and visitors, One Way Anova test was used in comparison of these three

groups.
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CHAPTER 5

RESEARCH FINDINGS OF THE STUDY

As Kavaratzis and Ashworth (2006) define place branding through brand identity,
brand positioning and brand image, in this part, the story of Eskisehir city branding is
described through process, stakeholder and product analysis and through
identifying brand identity, brand positioning and brand image of Eskisehir in this

process.

Therefore, in order to understand the Eskisehir City Branding Process, historical
flowchart and media analysis maps are described in this part. This shows mainly the
identity of the city through history, and how the city is identified today through

media.

Moreover, in order to understand stakeholders on city branding of Eskisehir,
projects, strategies and statements of major Stakeholders on city branding of
Eskigsehir who are especially the mayors of municipalities are illustrated and
interpreted in this part. Therefore, findings of brand identity and positioning are

pointed out.
Lastly, in order to evaluate the city branding of Eskisehir as a product by different

actors, findings of the questionnaires are described and interpreted in this part;

therefore, the findings of brand image of Eskisehir are given.
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5.1.  Process Analysis — Understanding the Eskisehir City Branding Process
5.1.1. Historical Flowchart

Since 1999, the city has been facing many changes and transformations which are held
by municipalities. Eskigehir has been pursuing a branding strategy through supporting
the living conditions which means that acquiring a variety of social, cultural and
physical equipment and being fed by a more modern set of facilities. These projects

vary in terms of functions such as recreational, sportive, cultural, social, etc.

Therefore, the city has cultivated an image of culture, art, student, university,
livability. This is a branding strategy creating a livable city declaring as a European
city through connecting different social and cultural facilities connected and developed
with a natural element, which is Porsuk River and an artificial element which is
tramway. Moreover, the image of the city is provided with municipal projects of

districts of Odunpazar1 and Tepebasi in social, cultural, and environmental fields.
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Figure 5. 1. Design of Municipal Strategy on Eskisehir City Branding after 1999

Source: Author’s Personal Graphing
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5.1.2. Media Coverage of City Branding of Eskisehir

When these 297 google-search results are categorized according to themes, 198 of the

media statements are found in the group of “brand”.

ATTRACTIONS
199

PROJECTS
41

GOOGLE
SEARCH AT
THE AMOUNT
OF

297

ACCESSIBILITIES
76

Figure 5. 3. Media Coverage of Eskisehir

Source: Author’s Personal Graphing

Moreover, the brand category has sub-categories according to sub-themes. The first
ten themes are “culture-art-tourism-history-congress” (107), “university, student,
freedom, young, innovative, active, alive, living at night” (92), “local municipalities,
Prof. Dr. Yilmaz Biiyiikersen, leaders, success” (70), “attractive, wondered, model,
happiness, modern, love” (65), “Porsuk and parks” (54), “European City” (45),
“inhabitants, society” (35), “Anatolian, steppe, oasis” (33), “brand city” (29),
“industry, employment, economy, commerce” (21) — “other city comparisons” (21) —
“transportation” (21). The following sub-categories are “former images” (11),
“initials” (10), “football, sport” (5), “aviation” (3), “film” (3), “negative image” (2),
“world city” (2), “real estate” (1), and ““agriculture” (1).
172



“culture-art-tourism-history-congress”

“university, student, freedom, young, innovative,
active, alive, living at night”

“local municipalities, Prof. Yilmaz Biiyiikersen,
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Figure 5. 4. Media Coverage of City Branding of Eskisehir

Source: Author’s Personal Graphing

These media coverage is reflecting the identity of city and projects implemented in the
city. In the first category Eskisehir is mentioned as in the following discourses: being a
culture and art city / being the cultural capital of 2013 Turkish World / the city has so
changed so that the tourists are coming to the city / the city is serving many congresses
and symposiums / one of the new discoveries in tourism / tourism miracle / increase in
number of domestic tourists / increase in daily tourism and tours / becoming a city of
museums / hot water flows from beneath / moving to thermal tourism / Odunpazari as
a major civilization project / Phrygian Valley as an alternative to Cappadocia /

theatres, cafes, restaurants, meerschaum, visiting parks and Space Center.

In the category of “European city”, which is the strategy of Eskisehir Metropolitan
Municipality, Eskisehir is mentioned as in the following discourses: a European city in

Anatolia / just like a small European city / having the skill on creation of a European
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city / the city making Europe jealous / Eskisehir is not in Europe but in Turkey /
getting rid of the town image and transforming to a European one / a European city
with its parks and cafes / it is objected to implement projects for reaching a modern

European city.

In the category of “brand city”, which is the subject of this dissertation, Eskisehir is
mentioned as in the following discourses: not having the object of making Eskisehir a
brand city / what is the brand image of Eskisehir: youth city / cultural city, student city
etc. / can Eskigehir be a brand city? / Odunpazari has been a brand / model city /
Eskisehir is a popular city.

In the category of “Anatolian, steppe, oasis”, which is the geographical region of
Eskisehir; Eskisehir is mentioned as in the following discourses: located at the
Anatolian steppe / dynamic cultural and art city of Anatolia / modern face of Anatolia
/ breaking the molds in the middle of Anatolia / shining star of Anatolia / tourism,
university and love city in the middle of the steppe / creating an oasis in the desert / an
artificial beach in the middle of the steppe / becoming one of the brilliant cities in

Anatolia through the railway / founding a shipyard in a city without sea.

In the following picture, a travelling guide in web using a collage of various attributes

in the city, which shows an image for travelers.

R 2 U =5

135

Figure 5. 5. A Collage Picture in a Travelling Guide Website

135 https://kesfegel.com/eskisehir-gezi-rehberi/
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5.1.3. Mind-Mapping on City of Eskisehir through Interviews

5.1.3.1. Understanding the City through the Coverage of City and Regional

Planners in the City™*®

The Focus Group defines in various ways according to the size of the city and its
services such as “not a metropolis”, “both small and big city”, “having the comfort of
a big city but the convenience of a small city”, and “really a town although it is a
metropolitan city”. Moreover, they define the city according to its attractiveness, such
as “it is on media in last years”, “a heaven to live for the people coming outside of the
city”, “it has no dominant function”, and “you can go around in 1 or 2 days”.
Moreover, some definitions are on physical characteristics, such as “the city has not
produced itself physically through architecture, but it does not care about this”. In
addition, there are also descriptions on the social structure: “an immigrant city,
expectation of immigrants and welcoming of residents”, “not othering”, “respect to
each other”, “modern”, “embracing the social life”, “accepting the innovations”,
“adoption”, “happiness”, “self-confidence”. Some definitions are based on functions

such as “heaven of students”.

The social structure of the city is mentioned in various previous images: big
industrial investments in Republican period, man-women, Porsuk, patisseries-
cafes-cinemas, education and Eskisehirspor. Big industrial investments in
Republican period which were railway facilities, Sugar Factory and TULOMSAS
evoke balls, bicycle and bike-parks, cinema, clubs and worker break rings. The society
is mentioned as being together with men and women, the people dressed as if they
were going to balls in contrast to the bad conditions of buildings/physical structure.
According to the view in focus group interview, it is declared that in the 1960-1970s
the physical conditions and infrastructure were in bad conditions and everywhere was
in mud; in the 1980s Eskisehir was in a muddy condition; and in the 1990s Porsuk was

a dirty place with wastes; however, this was not a reason for being unhappy. Porsuk

138 Individual Focus-Group Interview, 2014
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was a meeting place with 8-9 summer cinemas, an amusement park, and small crafts.
It was nice while having bad physical conditions. Cinemas also had a significant role
in Eskisehir, especially Kiligoglu Cinema, with their loggias and orchestra. When new
foreign movies came to Turkey, they were firstly on at the cinema in Eskisehir and
then Istanbul. Another meeting place was patisseries that are located around railway
station and Hamamyolu: Emek, Nur and Venedik Patisseries. In the 1960s-1970s the
city was under the effect of the university; in each period education was paid attention;
and in the 1970s it was the most intellectual city in Turkey. In the 1965s Eskisehirspor
was forging ahead the city of Eskisehir.

Three of the participants are from Eskisehir and the others are not, and all of them
agree on the view for living in Eskisehir, they are all satisfied to live in this city. They

define different images for the city of Eskisehir for today:

e European city, education city, aviation city, leader city, modern city, and
livable city. Some agree on “a European city”, some agree that it is beyond a
European City, and some agree on the fact that it does not have an
extraordinary beauty, but say it has a very well-grounded structure with
Porsuk, big parks (Sazova and Kent Park), Hamamyolu, and Bars Street.
Moreover, it is mentioned becoming a European city is not only possible
through physical structure, but also through people, culture, city identity and
citizens, and accessibility.

e A participant declares that students sharpen the citizens, and the citizens are
ready to be sharpened; moreover, Mayor of Metropolitan Municipality Prof.
Dr. Yilmaz Biiyiikersen promoted it. Five of the participants accept that
students have changed the city and citizens in a positive way. One declares that
there is qualified migration to the city.

e From the point of livability, one does not believe in arguments such as a
livable city; one agrees that life is easy in this city; one says that it is
comfortable; one says that it is secure; and one says that it is social.

From the concept of branding, there are different views. One says that it is not a
brand, but another says it is a brand, one says that the city has raised the level, another
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says that it is essential to recognize the city more, and five of them agree that there is

dual character like a shop window and the displayed material.

From the political view, the general opinion is on being a municipality with the same
opinion as the ruling party makes great advantages; however, in Eskisehir the political
conditions are vice versa and the reconciliation is very weak between central and local
government; furthermore, the investments in Eskischir are not done properly; as a
result the city stands on its own feet. In addition, in Eskisehir local institutional

cooperation is evaluated as weak.

Moreover, Mayor of Eskisehir Metropolitan Municipality Prof. Dr. Yilmaz
BUYUKERSEN is defined in different ways. Common opinion is that he is
influencing the urbanization of Eskisehir, he has managed to contribute in socio-
cultural areas in the city, being a local man, he has internalized the city of Eskisehir,

and “Eskisehir and Prof. Dr. Yilmaz Biiyiikersen” cannot be mentioned separately.

There are opinions on the implementations and assets of the city. Two participants
declare that the city does not have outstanding features. The implementations should
be accepted by everybody; from this perspective, it is observed that the
implementations in art and culture are the ones needed and accepted, even
traditionalized in the city. Moreover, the general opinion is that there are also
imitations and inspirations in these implementations in the city; one of the participants
thinks that nothing can happen without imitation. For example, statues have been
located in different common places and they are criticized in different ways: “they are
not aesthetic”, “they are exaggerated”, “it is like a makeup”, “it is perceived

99 e

relatively”, “these are actually remediable implementations, then it is not a problem”,

9 ¢

“many people take the photo of them”, “visitors from outside like them”. There are
those who interpret “museology”, “cafes around Porsuk River-Adalar”, “tramway” as
innovative applications; moreover, tramway is also seen as an urban image for the
city. Meerschaum is mentioned as “something ordinary”, and “it is available but
cannot be utilized”. Culture Capital of Turkish World project is interpreted as being

impellent”. In addition, the city is mentioned with “Odunpazar1”, with “the character
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of living in the city”, as “education city” and as “aviation city”.

5.1.3.2. Understanding the City through the Coverage of Private Sector in the
City137

Two of the private stakeholders have the opinions that Eskisehir is not a brand city,
while ten of them agree that the city is a brand. These brands vary: first group is
“livable, modern, tolerant city” (4), second is “education, student city” (4), the others

b 1Y 99 C6y % ¢¢

are “being different in domestic”, “aviation”, “industry”, “entertainment”.

“university, student, freedom, young, innovative,
active, alive, living at night”

“modern, model, social, livable”

aviation city

Figure 5. 6. Talks on Identity of the City with Private Sector

Source: Author’s Personal Graphing from Interviews

17 Individual Interviews, 2014
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Table 5. 1. What do Different Stakeholders in Private Sector Statements?

Name of the What does the stakeholder say?
Stakeholder Identity of the city Brand City or not?
. European City Yes.
1 Industrial Sector Il. Education (University, | CIVILIZATION,
| Student) City TOLERANCE AND
I11. Industrial City CULTURAL LEVEL
. . City of Aviation Yes.
2 '”dus”'l"’l" S Il. Young City AVIATION
I1l. Modern City
I.  Anatolian City No.
Industrial Sector 1. C!ty of Fre.ed_om In the future I would Iikg it will
3 n I11. City of Aviation become because reputation and
prestige are desirable
everywhere.
I. City of Immigrants Yes.
1. Shining Star of BEING DIFFERENT IN
4 Industrial Sector Anatolia DOMESTIC.
v I, Industrial City and
Education (University,
Student) City
. Education (University, No.
Hotel St_udent) Qity In the future 1 would like it will
5 I (four-star) 1. Livable City become because Eskisehir is a
I1. Social City city that anyone visit can find
something unique.
Hotel l. Mode(n Cit)_/ _ _ Yes.
6 I (boutique Il. Day nlght Living City EDUCATION, INDUSTRY,
hotel) I11. Education _(Unlversny, ENTERTAINMENT
Student) City
I.  Education (University, | Yes.
7 Hotel Student) City LIVABILITY.
1 (five-star) Il.  Young City
I1l. Livable City
Traditional I.  City of Meerschaum Yes.
8 Craft Il. Modern City STATUES, MODERN,
| I1l. Day night Living city LIVABILITY.
Traditional I Cit_y of Av_iation and Yes.
9 Craft R_allway City STUDENT.
T Il. City of Water
I11. City of Meerschaum
Entertainment l. Mode(n Cit)_/ _ _ Yes.
10 I Il. Day night Living City STUDENTS CONVENIENCE-
111. Model City SOCIAL COMFORT.
. European city Yes.
Entertainment Il. City of Nasreddin STUDENT.
11 .
I Hodja
I11. City of freedom
I. City of Yes.
Entertainment toleratipn/allowancg SOCIAL LIFE, TOLERANCE,
12 n Il. Education (University, | CHARM.
Student) City
I11. City of Aviation

Source: Author’s Personal Graphing from Interviews
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5.2. Stakeholder Analysis — Projects, Strategies and Statements of Major
Stakeholders on City Branding of Eskisehir

5.2.1. Municipal Stakeholders as the Agents in City Branding

The local municipalities have had the dominant character since 1999 as explained in
the part of historical development. There are three municipalities in the city center of
Eskigehir: Eskisehir Metropolitan Municipality, Eskisehir Odunpazart Municipality
and Eskisehir Tepebast Municipality.

5.2.1.1. Eskisehir Metropolitan Municipality

According to the legislative framework, metropolitan municipalities are responsible
for infrastructure (water, canalization, gas, etc.), public transportation, upper scale plan
and environmental projects. Since 1999, Eskisehir Metropolitan Municipality has been
implementing these legislative duties with a human and city-based strategy. Starting
with the strategy of a “European City”, and then having projects on the visions
focusing life, city and living, today the city statistically differs from other cities in
terms of social / living quality indicators, which makes the city a brand. In this process
Eskisehir Metropolitan Municipality has various projects that reflect the branding of

city.

In the strategic plans of Metropolitan Municipality, there is no idea or statement to
make Eskigehir a brand city. The plans include creating a modern city through dealing
with the main urban problems. In these plans, it is declared that Eskisehir is an
education and industrial city; and the focus is on “city” and being a “model” for other
cities in Turkey. The plans show the strategy of creating a city dealing with any
function that the city needs, which are transportation, infrastructure, culture, art,
conservation of historical heritage. Dealing with city refers to dealing with citizens;
therefore, the plans are reflecting human-based strategies.
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Table 5. 2. Eskisehir Metropolitan Municipality Strategic Plans

Period

Vision

2006-2010

We want everybody who is born, raised and living in Eskisehir
to get a share from Eskisehir, which is alive and developing; to
be a citizen who is proud of the city where they grew up and lived,
to help Turkey and humanity with qualifications gained through
being born, growing up or living in Eskisehir. In order to realize
this desire, we see it as our foremost duty to make those that are in
the share of the Metropolitan Municipality.

2011-2015

Eskisehir is a model city of urbanization of Turkey. We will
continue improving this situation and lead to the process of
regaining the cities of Turkey.

2015-2019

Eskisehir is a model city of urbanization of Turkey. We will
continue improving this situation and lead to the process of
regaining the cities of Turkey.

Source: Author’s Personal Graphing

138

Metropolitan Municipality says:

The city as a whole has various functions, and balance of these functions
is critical. Many of these functions are listed in the European Urban
Charter; it is also stated in the same text that these functions must be
performed harmoniously and in a mutually supportive manner. The
European Urban Charter was published in 1992; while all other European
charters address as a center to the governments, the European City Charter
addresses to the local government. All the vitality is based on balance, and
all cities are alive. In Eskisehir, almost all of the things we did together
with the inhabitants of Eskisehir are meaningful when you see the city as a
whole. According to the definition of city, it must be the place of
everyone. The roads of different people intersect in the city. Eskisehir is
becoming a city where every person can make room for. (Eskisehir

Metropolitan Municipality Document-1, 2008). ***

138 http://www.eskisehir.bel.tr/sayfalar.php?sayfalar_id=26

39 Individual interviews in Eskisehir Metropolitan Municipality, 2014-2018
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SEARCH CONFERENCE FOR COMMON MIND

CITY

\ 4

FIRST STAGE PROJECTS: MAIN URBAN PROBLEMS
e decreasing the disaster risks
e modern mass transportation
e green areas
e cultural and art facilities

\ 4

SECOND STAGE PROJECTS: DEVELOPING PROJECTS IN DIFFERENT
DIMENSIONS

¢ designing places for common for different social layers in the society

e developing cultural and art facilities

e investing on children projects

Figure 5. 7. Process of the City Branding of Eskisehir Metropolitan Municipality

Source: Author’s Personal Rendering and Graphing

European Urban Charter includes urban rights which are security, an unpolluted and
healthy environment, employment, housing, mobility, health, sport and leisure,
culture, multicultural integration, good quality architecture and physical surroundings,
harmonization of functions, participation, economic development, sustained
development, services and goods, natural wealth and resources, personal fulfilment,

inter-municipal collaboration, financial mechanisms and structures, equality.'*°

Keles (1998: 75) defines the city as

“a settlement unit which is in constant social development and where
the needs of population for settlement, traffic, work, marriage, rest and
entertainment are met, with very few people are engaged in
agriculture, and when compared with villages having more dense in

terms of population and consisting of small neighborhood unit.”

140 https://rm.coe.int/168071923d
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Strategic plans and municipal statements are showing that Eskisehir Metropolitan
Municipality gives emphasis on “city”. The municipality publishes a municipal
bulletin called “BizimSehir” (OurCity in English) which also points out European City

motto.

AVRUPA KENTI LUYORUZ

Figure 5. 8. “Modern Tramway Projects is starting, we become a European City”
Source: BizimSehir (2002: 1)

ESKISEHIH’E AVRUPA GOHUNI'USU

Figure 5. 9. “European View for Eskisehir”
Source: BizimSehir (2003: 1)

Metropolitan Municipality has been using mottos including “city” also in its various

documents, brochures and websites: “a city to be proud of”, “city is civilization”, “city

% ¢e 29 <6 9% ¢¢

is beauty”, city is culture and art”, “city connects

city revises old”, “city gives life”,

29 ¢¢ 99 ¢ 9% ¢c

people”, “city is future”, “city is history”, “city protects values”, and “city educates”.

These mottos are indicating the urban rights of European Urban Charter.
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A City to be
Proud of!

Figure 5. 10. City Emphasis of Eskisehir Metropolitan Municipality141

As declaring mottos including “city” terms, Metropolitan Municipality implements the
projects for city and citizens. For example, Metropolitan Municipality describes the
aim of Kent Park (City Park in English) Project focusing on its recreational and social

contributions for human and also its future attractiveness for tourism and congress:

“Kent Park is a large-scale recreation area. Eskisehir is a city extending on
the East-West axis. At the exit of Ankara on the East side of the city
Organize Industrial Zone is located; therefore, from the center to the East,
the worker and the low-income population are concentrated. Eskisehir,
when compared with the other cities in Turkey, is socioeconomically
uniform. Income distribution is fairly straightforward. In addition, since
the migration resources of the city are not so diverse, there are no great
differences between sociocultural aspects. However, the recent political
polarization on general trends in Turkey has accelerated the decomposition
in the social fabric also in Eskisehir. Kent Park is a large-scale meeting
place, designed as a means of softening this disintegration that threatens
the future of the city. The main goal of the project is to bring all the
social layers of Eskisehir together in one place and to provide the
ground for the contact between the different sectors, especially for
young people and the elderly to get rid of the stress of daily life.
Another project aimed at children is being carried out at the same time in

4 http://www.eskisehir.bel.tr/dosyalar/gurur_veren_sehir/eng.pdf

184



the West of the city. Moreover, Kent Park is regarded as a piece of green
touch that will take place along Porsuk River. Kent Park is thought to be
one of the starting points of a continuity expected to be decisive for the
city over time. Comfort, prestige and sociability were regarded as the
dominant criteria in the design of the park. The Slaughterhouse, built in the
1940s and rescued from the devastation, was renovated with new
functions. The park has horse riding tracks, indoor and outdoor swimming
pools and a beach. In the park, creating options for those with different
income levels, thus bringing together different social segment is
considered important. Kent Park is the only option in the city for the
benefit of water from low income families who cannot find a holiday
opportunity in summer. When the Kent House in the park is completed, the
city will have won a contemporary wedding hall. The park will be an
alternative art, culture and recreation center for Eskisehir. Kent Park will
bring vitality to an already developing region of the city. Kent Park in
Eskisehir, which aims to be an important congress and health tourism
center in the future, will be an important attraction center not only for
residents of Eskisehir but also for sightseeing.” (Eskisehir Metropolitan
Municipality Document-11, 2008).

In the strategic plans of Metropolitan Municipality, there is no idea or statement to

make Eskisehir a brand city, but by the year 2009, it is observed that Eskisehir

metropolitan Municipality uses the term of “brand city” for Eskisehir. In the 5

International Conference on Management, Business and Economy organized by Yasar

University with the cooperation of USA Valporaiso University and the contributions

of Ege University in 2009, in his speech “Brand City: Eskisehir”, Mayor of

Eskisehir Metropolitan Municipality Prof. Dr. Yilmaz Biiyiikersen said that “My

greatest success is changing the state of mind of the city, correcting the deteriorating

morale of the city and creating a brand city. The city became a city of people who are

proud to be from Eskisehir. We aimed to make Eskisehir a cultural and artistic
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center of Anatolia. ”.*** Prof. Dr. Yilmaz Biiyiikersen also mentioned the projects

have been implemented for a modern city, which made the city a brand of model city
in Turkey with its urbanization studies; he added that artistic identity of city has been
contributing to the brand of city, and the brand of Eskisehir has been providing a city
having vibrant, innovative, inviting, unifying and respectful to differences
(Eskisehir Metropolitan Municipality Document-11l, 2013). Moreover, in Eskisehir
Metropolitan Municipality Strategic Plan 2015, Eskisehir is defined as “a brand city

in Turkey”.

In the Workshop of Tourism held by Governorship of Eskigehir on 14.04.2015 in
Eskisehir, Prof. Dr. Yilmaz BUYUKERSEN expressed that at METU and Bilkent
master and doctoral theses, it had been emphasized that Eskisehir was a brand city.

He said:

“How many brands do we use? It’s not just a name, it needs to be used by
enthusiasts, and it needs to attract tourists. The Symphony Orchestra has
also attracted participators from Istanbul since it provided economic
accessibility. Moreover, Eskisehir is desired to be the sister city of foreign
cities such as Kyrgyzstan, Mongolia, Frankfurt, Belgium, Colombia and

Venezuela.”'*?

From the point of think-tank of the projects, Prof. Dr. Yilmaz Biiyiikkersen pointed out
that the team to take part in this whole process of transformation was a small group of
“young social democrat assembly members of the Municipality most of whom are his
students” and “skilled manpower transferred from university to the municipality”

(Eskisehir Metropolitan Municipality Document-111, 2013).

Prof. Dr. Yilmaz BUYUKERSEN also mentioned there were cities taken as examples
in implementing the projects in Eskisehir, such as the cities with water resources in it

such as lake and river, and the cities with parks (no matter whether they were brand

142 hitp://v3.arkitera.com/h46432-Eskisehirin-morali-duzeldi-marka-kent-oldu.html

143 Author’s individual notes in the Workshop of Tourism, 2015
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cities or not) contributed to the projects of municipality, especially Strasbourg and
Vienna had great influences on the projects (Eskisehir Metropolitan Municipality

Document-111, 2013).

o R
CASEE |

Figure 5. 11. Eskisehir Metropolitan Municipality Projects
Source: Eskisehir Metropolitan Municipality Facebook Page™**

Since 1999 Eskisehir Metropolitan Municipality has the role of creating a European
city. Through this aim, the mayor and his think-tank have made their plans and
projects in the way to make the Eskisehir the “city”. Therefore, they have cleaned the
bad images in the city through rehabilitating Porsuk River and its surroundings,
implementing restoration projects of historical heritage, decorating the urban place

with sculptures, revitalizing the urban site through museums, connecting people

1% hitps://www.facebook.com/Eskisehirbb/photos/a.273200212861676.1073741827.273072856207745
/273397999508564/?type=3&theater
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through gathering them in recreational areas, providing a new mode of public
transportation and pedestrian paths, fulfilling the inhabitants’ need for cultural, artistic
and social facilities such as concerts, festivals, handcrafts, etc. The municipality uses
its official website and Bizimsehir bulletin. In this bulletin, projects are announced and
the reflection of the metropolitan municipality strategies has been observed since
2001.

Shortly, the role of Eskisehir Metropolitan Municipality is first to provide the citizens
with the necessary facilities that a city (a modern city) should have and then be a
model for others as a leading city in urbanization.

5.2.1.2. Eskisehir Odunpazar1 Municipality

In the strategic plans of Odunpazart Municipality since 2011, the focus has been on

urban life, quality of life and becoming a leading municipality.

Table 5. 3. Eskisehir Odunpazari1 Municipality Strategic Plans

Period Vision

Becoming a leading municipality through promoting the urban
2011-2014 life quality, urban consciousness and service manner to the
modern levels

Raising the quality of life of all the people living in Odunpazari
2015-2019 with the understanding of sustainable municipality and to making
city life easier and more beautiful.

Source: Author’s Personal Graphing™®

In this direction, Odunpazari Municipality uses the slogan of “Odunpazari to be

lived”.

145 \www.odunpazari.bel.tr/icerik-26-stratejikplanlar
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Figure 5. 12. Slogan of Odunpazari1 Metropolitan Municipality: “Odunpazar to

be lived”*°
Mayor of Odunpazar1 Municipality mentioned,

The city should provide all that people need. If a city sustains this
principle, then this makes the citizens happy. In the world, the most livable
cities are generally the Western European cities such as Paris and
Dusseldorf. All of them have big traffic problems. | think the most
important thing is to get a standard of living that will make people happy.
We have a claim: ‘The city is Eskisehir’. The vision of a ‘European City’
means for us “a civilization goal for Eskisehir”, that is, perceiving the
whole city with its life standards, human rights, legacy structure, economic

structure, and health and education systems.**’

Through attaching importance to the society and making plans, projects and
implementations on this way, Odunpazar1 Municipality works on the conservation
plan and its implementation since it has Odunpazar1 Historical Site Area inside its
borders. Through various conservation and cultural projects, this area has become
today one of the main nodes that the visitors use as a frequent destination. It is
possible to see tour buses around Odunpazar1 which is the traditional settlement of the
city. The residential type of historical function has been changing since 1999 towards
being a tourist attraction with museums, hotels, restaurants and shops of local cuisine,

cafes, etc.

146 http://www.odunpazari.bel.tr/

Y7 Individual In-dept Interview, 2014
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Since 2015 (the year the data of this research is gathered), the municipality have
increased the social projects which are Public Centers in various neighborhoods,
Public Market and Card, Life Center for elderly people, etc.; as well as, recreational

and pedestrian projects, such as Hamamyolu Project and various small parks.

5.2.1.3. Eskisehir Tepebasi1 Municipality

In the strategic plans of Tepebast Municipality since 2010, the focus has been on

quality of life and becoming a model settlement.

Table 5. 4. Eskisehir Tepebas1 Municipality Strategic Plans

Period Vision

Becoming a model and leading settlement at local,
2010-2014 national and international levels which is respectful to
individuals and having high quality of life

Becoming a model and leading settlement at local,
2015-2019 national and international levels which is respectful to
individuals and having high quality of life

Source: Author’s Personal Graphing™*®

In this direction, Tepebasi Municipality uses the slogan of “Life is in Tepebas1”.
Mayor of Tepebast Municipality Ahmet ATAC, DDS declares that Tepebasi
Municipality attracts great attention of citizens, besides making physical conditions
livable, Tepebasi has begun to be remembered with the slogan “Life is in Tepebagi” in
the eyes of domestic and foreign travelers with many projects related to urban and

social life, environment and green energies, smart city applications.**

The answer of Mayor of Tepebasi Municipality Ahmet ATAC, DDS gave to the

question of “what comes to your mind when you hear the word Eskisehir:

The people of Eskisehir are the ones that affect me the most. I can say that

this city is derived from the people living here, which I define as its basic

198 http://www.tepebasi.bel.tr/stratejikplan.asp
149 http://www.tepebasi.bel.tr/hd.asp?hid=6715
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is well-grounded (mayas: iyi in Turkish). What is this being well-
grounded? It is contemporaneity, respect and love of the people to each
other, acceptance of the innovations. They are the people who truly
embrace social life and they do not give up their values. Eskisehir is a city
that is treated with honor and a booming city. Parks are built. However,
what the people coming to Eskisehir are mostly interested in is the streets
in Tepebasi district where the life goes on day and night. Students also
have great influence on this situation. A young generation! Seeing such a
community is influential. In the last 10 years the cities of Anatolia have
been vacated at nights and there are safety problems at nights. However,
the city is a human organism; and this is one of the points that make
Eskischir the Eskisehir.**

9151

Figure 5. 13. “Life is in Tepebasr’

In recent years Tepebasi Municipality continues to implement social and cultural
projects such as Children’s Symphony Orchestra, Tepebast Future Living Labs, The
Life Village and Alzheimer’s Guest House. Other than these types of projects,
Tepebast Municipality also attaches importance to the energy and environment
projects such as Solar Energy Animal Irrigation System, Smart Cities
(REMOURBAN), Rural Development Project, Solar Charging Stations, and Solar

Panels for Municipality building, in order to improve the quality of the environment.

%0 Individual In-dept Interview, 2014

15 https://www.youtube.com/watch?v=uWpSrHUMXVc
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In summary,

At this point, when we look at the statements, reports and plans of municipalities in
Eskisehir, we see that the word of “brand” or “branding” is not used in documents.
The main actors have not created a branding or marketing strategy or plan. They have
strategies for the city which attach great importance to the “life” itself, which focus on
the “quality of life”; therefore, the reflections of these strategies are statically
documented in various analyses, report etc. Actually, if every city in Turkey had high
standards of living qualities and quality of life, probably Eskisehir could not have
come to the fore this far.

According to the results of the Human Development Index™? (IGE-I) Report (IGEB-
2017), 150 districts, which can be regarded as the largest cities of Turkey, are found to
be moderate human development when evaluated generally. Among the 150 districts
covered by the analysis are Cankaya, Yenimahalle and Kecgioren from Ankara;
Kadikdy, Besiktas, Beyoglu, Bakirkoy, Sisli, Fatih, Atasehir and Uskiidar from
Istanbul; Muratpasa and Konyaalti from Antalya, Odunpazari and Tepebasi from
Eskisehir, Niliifer and Osmangazi from Bursa, and Kocaeli from izmit are ranked as

the districts where the highest human development is identified.

Table 5. 5. Municipal Social Report Card / Social Life Index

Index District Province
1 Tepebasi Eskisehir
2 Yiiregir Adana
3 Muratpasa Antalya

Source: Human Development Report (2016)™°; translated and illustrated by the

Author

152 https://www.esgazete.com/gundem/eskisehir-en-yasanabilir-2-sehir-secildi-h129339.html

153 https://www.esgazete.com/gundem/eskisehir-en-yasanabilir-2-sehir-secildi-h129339.html
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Table 5. 6. Municipal Social Report Card / Development Index

Index District Province
1 Cankaya Ankara
2 Kadikoy Istanbul
3 Besiktas Istanbul
4 Muratpasa Antalya
5 Odunpazan Eskisehir

Source: Human Development Report (2016) —*

Author

, translated and illustrated by the

5.2.2. Stakeholder as the Egocentric Networks in Branding based on Municipal

Projects

Since the context of this thesis is restricted to the urban area of Eskisehir and
searching stakeholders’ behavior in city branding through the local authorities
(Eskisehir Metropolitan Municipality, Eskisehir Odunpazar1 Municipality and
Eskisehir Tepebasi Municipality), municipal projects and their cooperations were
analyzed. The findings are illustrated according to the data that can be gathered
through author’s individual interviews with the related officiers of the source
institutions in 2014. Main projects have been tried to be included to the study.
However, inaccurate information was not taken into the working envelope. Moreover,
routine and daily works are not included to the work such as urban plan changes which
are decide every month in the Councils. These three municipal projects were
categorized according to their functions and analyzed illustrated according to their
weights. Therefore, it is aimed to show the general view of network of municipal

projects through the following figures and tables.

The 129 projects of Eskisehir Metropolitan Municipality which data have been

collected are categorized according to their functions in the following graphic.

54 https://www.esgazete.com/gundem/eskisehir-en-yasanabilir-2-sehir-secildi-h129339.html
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Figure 5. 14. Projects of Eskisehir Metropolitan Municipality

= CONSTRUCTION

URBAN TRANSFORMATION AND
PLANNING

Source: Author’s Personal Graphing

The 76 projects of Odunpazart1 Municipality which data have been collected are
categorized according to their functions in the graphic above.

m SOCIAL PROJECTS
m CULTURAL ASSETS,

CONSERVATION AND TOURISM
®RECREATION.ENTERTAINMENT,

SPORT. HEALTH
B SCINCE. CULTURE, ART
= ENVIRONMENT

= TRANSPORTATION

= ADVERTISING

= OTHER

Figure 5. 15. Projects of Odunpazar1 Municipality

Source: Author’s Personal Graphing

The 68 projects of Tepebasi Municipality which data have been collected are
categorized according to their functions in the following graphic.
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Figure 5. 16. Projects of Tepebas1 Municipality

Source: Author’s Personal Graphing

In the following tables, the term of “weight of municipality itself” shows the own
contribution of municipality to the projects through budgeting, technical personnel,
project making, implementing etc. Weight of build-operate-transfer or tender
(constructors-subconstructors) shows the weight of the municipality held by its own
finance but through other tenders. Moreover, weight of other stakeholders shows the
contributions of other stakeholders through various ways such as financing, technical

support, Project making, and advertising.

The projects of Eskisehir Metropolitan Municipality have 347 weights of stakeholders
included the municipality itself as a stakeholder, Odunpazar1 Municiapality projects
have 152, and Tepebasi Municipality projects have 149 stakeholders. The following
tables indicate three of the municipalities mostly undertake their own projects or
through budgeting themselves and providing the realted project through build-operate-
transfer or tender (constructors-subconstructors) as the first main finding of the

analysis.
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Table 5. 7. Eskisehir Metropolitan Municipality Weights of Stakeholders

weight of weight of build-operate-transfer or weight of other
Municipality itself tender (constructors-subconstructors) stakeholders
114 62 171

Source: Author’s Personal Graphing

Table 5. 8. Eskisehir Odunpazari1 Municipality Weights of Stakeholders

weight of weight of build-operate-transfer or weight of other
Municipality itself tender (constructors-subconstructors) stakeholders
69 14 69

Source: Author’s Personal Graphing

Table 5. 9. Eskisehir Tepebas1 Municipality Weights of Stakeholders

weight of weight of build-operate-transfer or weight of other
Municipality itself | tender (constructors-subconstructors) stakeholders
71 6 72
Source: Author’s Personal Graphing
The rings around the main nodes indicate the weight of Municipality itself.
e o o o
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Figure 5. 17. Stakeholder Map showing the “Weight of Municipality itself”

Source: Author’s Personal Graphing
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The second finding of the municipal stakeholder analysis is that the stakholders of the
cooperated projects vary. As shown in the following tables*®, the variety of
stakholders arises from differents levels local, regional, national and international
stakeholders. Moreover the variety is also on diiferent authorities such as unions,
agencies, ministires, provincial bodies, universities, private organizations, Non-
Governmental organizations, individuals, etc. Furthermore, the types of partnerships

also vary through budgeting, technical support, project making, etc.

Table 5. 10. Eskisehir Metropolitan Municipality Weights of Stakeholders

Stakeholders Weight
Eskisehir Provincial National Education Directorate 13
Anadolu University
ILBANK Inc.
Osmangazi University
Eskisehir Water and Sewerage Administration General
Directorate (ESKI in Turkish)
My Bilet
Amateur Sports Clubs
Bursa Eskisehir Bilecik Development Agency
Coaches
Eskisehir Police Department
Eskisehir Light Rail Property (ESTRAM)
European Investment Bank
Istanbul Technical University
Odunpazart Municipality
Disabled People and Girls
An International Institute Center
Europian Union
Referees
An International Joint Ventures
Tepebas1 Municipality
Source: Author’s Personal Graphing

NINININININ| WL WW|WW|Ww|W|o1] & |||

1% The data with the indicators of weight “1” are not shown int the table.
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Table 5. 11. Eskisehir Odunpazar1 Municipality Weights of Stakeholders

Stakeholders Weight
Bursa Eskisehir Bilecik Development Agency 5
Artisans
Prime Ministry General Directorate of Foundations
General Management of State Water Affairs
Anadolu University
Eskisehir 2013 Agency of Cultural Capital of Turkish Cities
Housing Development Administration of Turkey
Ministry of Culture and Tourism

Eskisehir Special Provincial Administration

Tepebas1 Municipality
Treasary Office
Source: Author’s Personal Graphing

NINININDININDINDN WS>

Table 5. 12. Eskisehir Tepebas1 Municipality Weights of Stakeholders

Stakeholders Weight

ol

Osmangazi University

Anadolu University

Artists

Bursa Eskisehir Bilecik Development Agency
Disabled People

Down Syndrome Children

International Artists

Iskur Directorate
Non-Governmental Organisations
Odunpazar Municipality

Private Sector
Source: Author’s Personal Graphing

NININININININDINIW| D>

All these projects are asked if they have in cooperation with other various
stakeholders. It is aimed to understand the network of municipal projects through their

projects stakeholders. The following figure also shows the variety of the stakeholders.
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Figure 5. 18. Stakeholder Map showing the Variety

Source: Author’s Personal Graphing

Newman (2003; cited in Sedereviciute, 2010: 46) states four main fields and
categories of networks. Sedereviciute (2010: 46) mentions that each network is

constituted from nodes and edges, and edges connect the nodes.

Figure 5. 19. Main Network Typologies of Stakeholders
Source: Author’s Personal Graphing illustrating Newman (2003; cited in
Sedereviciute, 2010: 46)
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Figure 5. 20. Stakeholder Map as Egocentric Networks

Source: Author’s Personal Graphing

When we look at the general network of the municipal projects we see as main nodes
the municipalities and Eskisehir 2013 Turkish World Capital of Culture Agency as a
fourth stakeholder. Other than main nodes which are the sources in this analysis, other
related nodes are illustrated where the projects have been cooperated through Gephi
software. As a third finding of the analysis, these three municipalities have their own
networks. The network shows us each municipality mainly has their own network, and
three of the municipalities mostly undertake their own projects or through tenders.
They sometimes cooperate with each other in some projects. They create a map of
separated nodes with their own diversified stakeholders. This type of networking looks
like a case of egocentric networks with an ego (in the middle) and their alters that are

one step away from the ego. Carrington et al. (2005; cited in Sedereviciute, 2010: 47)
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descirbes egocentric networks with a focal node (ego) and the nodes (alters) to which

the initial node is connected.

s e

Figure 5. 21. Examples of Egocentric Networks
Source: Sedereviciute (2010: 47; inspired by Scott, 2000, Wassermann and Faust,
2007)

Sedereviciute (2010: 47) describes the examples of egocentric networks:

e An ego (in the middle) and its alters that are one step away from the ego
(Degree of 1),
e Anego and links between its alters (Degree of 1.5),

e An ego network with its alters and their alters (e.g. “friends of friends”, Degree

of 2).

Shortly, according to the projects analyzed, three municipalities indicate egocentric
networks with their egos (in the middle) and their alters which have varieties in level,

type and function.
5.2.3. Life History of Prof. Dr. Yilmaz BUYUKERSEN

The life history of Prof. Yilmaz BUYUKERSEN includes three periods before 1999
when he became the mayor of Eskisehir Metropolitan Municipality. These three
periods are “Family”, “Primary, Secondary and High School” and “Academy”. The
mind-map of life history of Prof. Dr. Yilmaz Biiyiikersen described below will give

clues in order to understand his following projects and implementations in the city.
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He was born in 1937 in Kopriibagi/Bayatpazari. His grandmother from mother’s side
is a Bulgarian immigrant; his grandfather from his father’s side is a Pleven immigrant
and his grandfather from his mother’s side is a Crimean Tatar. His uncle was one of
the first Republican members of the Parliament. He grew up in a Bagdadian house
built with Tatarian architecture. His family ties have been strong since his childhood.
He is very successful in setting goals and dreaming whole his life. Moreover, in his

childhood, he had a family with low income.

He had attempts on making puppetry, playing “Karagdz Shadow” (Karagézciiliik in
Turkish) and cinema projectors during the last year in primary school. In the primary
school period, his teacher made him to study on painting; meanwhile, he got interested
in caricature. With the guidance of the teachers, he was directed to the theater, shows,
monologue and reading, then his interest in art increased. Both his ability of
entrepreneurship and his interest in commerce arose in this period. Designing a
primitive projection tool at home, making his friends to watch and earning money on
this tool indicate the creativity and desire of winning. He held his first cartoon
exhibition at the age of fourteen in 1953. He started to publish his cartoons in
newspapers and magazines. He started secondary school in 1949, and graduated in
1957 as a very social student being a writer, painter, journalist, and actress. He has

worked in about fifteen professions until today.

In 1957, he was firstly enrolled at the Istanbul Fine Arts Architecture Department;
however, due to economic difficulties he was then enrolled at Ankara Faculty of
Law; after one year at Eskisehir Academy of Economics and Commercial Sciences,
which was newly opened in 1958. Since he both had to work and study, he entered
into journalism, where he gained experience. He set up his first journal printing with
his friends and some businessmen in 1958; however, again due to economic
conditions, this business was closed after three months. Meanwhile, he worked as a
reporter in Istanbul Newspaper and Cumhuriyet Newspaper. When the Menderes
government increased oppression towards people and the youth was organizing and
doing insurrectional attempts, in that situation he founded the Association of Turkish

Revolutions (Tiirk Devrim Ocaklar: in Turkish) and became the head of this
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association in 1959. With his faculty rector Orhan OGUZ, they lead together to open
the first flower store in the city. In 1959, at the launching of the first cement plant
in Eskisehir, Mr. Biiyiikersen was ready there as a journalist when the Prime Minister
Menderes was opening the business; however, after the news about the cement
produced was tainted, Biiylikersen who reported the news presented documents to
Menderes, the truth was revealed and the opening ended with the annoyance of the

Prime Minister.

In 1959, after negotiations with the Minister of Finance Hasan POLATKAN,
construction of Opera House was started; however, the construction was stopped by
reasoning the cement had been faulty. Therefore, the building was tested and the
completed building was demolished; however, the cement had been perfect. During
the government oppression in 1960, some of the intellectuals and journalists were
started to be interrogated; in that period, Sakarya Newspaper Office, which

Biiyiikersen also was working in, was also closed and banned to press.

May 25, 1960 Menderes came to Eskisehir for military rally, but left the city on the
news that it was the revolution, and then he was arrested in the entrance of Kiitahya.
Biiyiikersen transmitted the entire news flow to Istanbul and he prepared the first hand
announcements of the revolution by order of the Garrison Commander and distributed
to the public with his friends. After the May 27 Revolution, as the first time, a bust of
Atatiirk, which had not formerly possible under the influence of bigotry, was prepared
precipitately with the lead of the Biiyiikersen and located in front of the Provincial
Office Building, and Biiylikersen made a speech with a leading role. In 1951
Community Centers (Halkevi in Turkish) were closed which were the places of
enlightenment of public and children. In 1960, in the May 27 Revolution, 147

university scientists were recruited.

In 1960, Biiyiikkersen became the head of branch of Turkish Revolutions, secretary of
Academy Student Society, Academy theater member and member of AKEDE

magazine. During the establishment of Revolution Branch Chamber Theater in
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1960 Eskisehir, Turkey and the world experienced something for the first time. The
theatre was founded through collecting bloods from more than 200 students, which
became the subject of international press. With the entrepreneurship of
BUYUKERSEN, the support of master actresses from Ankara was taken; many stages
were performed including in villages. As the municipal theater after istanbul, in 1962
The Municipal Theater was established with the support of the Governor of the
Republic of Turkey and the support of Haldun TANER, Muhsin ERTUGRUL and
Ciineyt GOKCER. Moreover, in 1963, children’s theater was also established. There
happened some attempts to prevent theatrical activities, and two interferences were
blocked; however, in 1966, the building was burned down and the theater activities

were interrupted.

In 1962, Biiyiikersen graduated from university, got married to Mrs. Seyhan in
1963, he had master degree in education for one year in London in 1966, and he
worked as an Associate Professor at the Academy in 1968. He used his own method to
grow up trees by debiting them to students. In 1971, Distance Education was
initiated through a compromised studio which TRT broadcasts were received and
broadcasted, and in 1973 Education Institute for Television was established. In the
same year, he received the title of Professor. The theater building was built for the
second time by the head of the Academy Ilhan CEMALCILAR in 1973. In 1975 he
had his military duty as a short term reserve officer in 1975; in the meantime, the Law
on Higher Education Institution (Yaykur) came out, and the institution was closed a
year later. In 1976, he became the head of the Academy. Foundation of Deaf-and-

Dumb Children Education was constituted in 1979.

In 1982 Open Education Faculty was established and the university was named as
Anadolu University. In 1982, Higher Education Institution was established.
Biiyiikersen became rector of Anadolu University, and open education started.
Printing house was established in 1983, and books started to be published in this
printing house. He became the president and member of the Supreme Council for
Radio and Television in 1983, and continued for many years. In 1984, Kurtulus

movie was prepared through the leadership of Biiyiikersen for Turkish Radio and
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Television Association (TRT in Turkish). In 1987, Higher School of Civil Aviation
was founded and Atatiirk Cultural Center was opened, State Conservatory was
established, International Culture and Art Festival was started with the leadership
of Zeytinoglu Foundation, and Faculty of Fine Arts was opened. At various times,
campsites and recreation facilities were established for university in Gemlik,
Gokgeada, Sile and Antalya.

In 1993, Anadolu University and Osmangazi University were divided into two for a
better management, and Biiyiikersen became the chairman of the inter-university
board. In 1993, he resigned his duty of rectorship in university. After that in 1993
he became the head of the International Space University branch. Disabled Integrated
High School was opened in 1993-1994 academic year. In 1994 he worked for the
creation of sub-structure of TV of Kanal D and he worked for a while. In the same
year, he founded Educational Volunteers Foundation with the request of Vehbi
KOC and for four years he became the chairman in this foundation. He has been given

many awards, honorary doctorates, medals and so on till now.
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Figure 5. 22. The Mind-Map of Life History of Prof. Dr. Yilmaz Biiyiikersen

Source: Author’s Personal Graphing

206



5.2.4. Other Stakeholders’ Statements

Other stakeholders in the city use the term of “brand” for the city of Eskisehir. Being a
culture and European city also ascribed to Eskisehir. Moreover, Eskisehir is mentioned
with tourism, congress tourism, being a center of attraction and increasing number of

domestic tourists.

Table 5. 13. Statements of Different Stakeholders

Stakeholder

Statements

Governor, Giingor
Azim TUNA
(2003-2016)

Eskisehir has the BRAND CITY feature.

Rector of Anadolu

We appreciate the development of congress tourism.

University, We aim to have a recreation water sports center and an
Prof. Dr. Naci international observatory. We aim for international
GUNDOGAN mobility.
(2003-...)
With transportation, communication, health, shelter,
Rector of ESOGU, gastronomy, sports, scientific features, Eskisehir is a
Prof. Dr. Hasan center of attraction. The 2013 Turkish World Capital of
GONEN (2011- Culture has increased this attractiveness. Eskisehir has
2018) made significant improvements in the way of becoming
a BRAND CITY.
Eskisehir Regional
Executive
Committee

President of
Association of

Eskisehir is a culture and a European city with its own
unique structures.

Turkish Travel

Agencies

(TURSAB), Akin

CAMOGLU (2008-

2017)

Eskisehir General Gondolas etc. are taking interest in the cameras, and
Secretary of City Eskigehir began to take part in the excursion program.
Council, Meanwhile, Turkey started the habit to travel via high
Ahmet speed railway. Tourists have been coming to Eskisehir
KAPANOGLU for the last 10 wyears. The construction sector
(2015-...) accelerated. But there are still many deficiencies.

Source: Author’s Personal Graphing based on Tourism Workshop on 14.04.2015
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5.3.  Product Analysis — Evaluation of City Branding of Eskisehir as a Product
by Different Actors

In this part the data collected through questionnaires are presented and interpretations

are made on the base of this data.

5.3.1. City Residents

5.3.1.1. Characteristics of Respondents

Gender: Eskisehir statistics of the year 2013 (TUIK, 2013) show that 50% of the
urban population aged 15 years and over living in Eskisehir are women, and 50% are
men. When it is considered that the questionnaire is applied in the central districts and
the population statistics of Tepebast and Odunpazari districts are compared, 50% of
the urban population aged 15 years and over living in these two districts are women
and 50% are men. Therefore, in this case, it can be said that the questionnaire has

gender representation.
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Figure 5. 23. Gender Distribution of City Residents
Source: Author’s Personal Graphing from Questionnaires
(Eskisehir statistics were obtained from TUIK, 2013)
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Age Range: Eskisehir statistics (TUIK, 2013) show that 9% of the urban population
aged 15 years and over living in Eskisehir are 15-19, 22% are 20-29, 20% are 30-39,
18% are 40-49, 15% are 50-59% and 16% are 60 years old and over. The survey is
applied in the province center; therefore, when the population statistics of Tepebasi
and Odunpazari districts are compared with the surveyed population, it can be said that
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the survey is representative of the age range.
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Figure 5. 24. Age Range Distribution of City Residents
Source: Author’s Personal Graphing from Questionnaires
(Eskisehir statistics were obtained from TUIK, 2013)

Business/Work Status: The following figure shows the distribution of business/work
status of surveyed residents as percentages and numbers. However, in terms of
representation, the data of Tepebasi and Odunpazar districts to be compared cannot be

accessed.

209



N
[(e]

30

25 21

Figure 5. 25. Distribution of Business/Work Status of City Residents

Source: Author’s Personal Graphing from Questionnaires

Education Status: Eskisehir statistics (TUIK, 2013) show that 52.8% of residents
living in Eskisehir are in primary education, 28.5% in high school, 16% in university
(associate degree/bachelor’s degree) and 1.4% has doctoral degrees. When the
population statistics of Tepebasi and Odunpazari1 districts are compared with the
surveyed population, it is seen that the representation of the university graduates
(masters and associate degree), masters and doctoral graduates have the majority, and
the representation of the primary and high school graduates are less in the survey.
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Figure 5. 26. Distribution of Education Status of City Residents
Source: Author’s Personal Graphing from Questionnaires
(Eskisehir statistics were obtained from TUIK, 2013)

5.3.1.2. Findings of Attitude-Behavior Variables

Top Three Definitions

When the answers of the question of “What are the first three words / word group
that Eskisehir reminds you?” (Without giving any options) is ordered: the top three
answers are “Student City” (14 people of 100 people), “Porsuk” (13 people of 100
people) and “Comfort” (5 people of 100 people).
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Figure 5. 27. Frequency Table of the Top Three Words of Residents in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

According to the top evaluations, the residents think that the effect of university is
remarkable; having two universities and the environment the student create in the city.
Therefore, the top evaluation is that it is defined as a city of student. Moreover,
Porsuk can be thought as the transformed area from a bad image to a good one, and
being provided with different facilities, cafes, green areas, bridges, and gondolas. As
the residents experience the city through living in it, Porsuk represents one of the main
nodes in the city. It is also one of the main identities used in the European City
strategy. Furthermore, comfort (or being comfortable) is defined as “a sense of
physical or psychological ease, often characterized as a lack of hardship”, and persons
who are lacking in comfort are uncomfortable or experiencing discomfort.'*®
Therefore, comfort represents that the residents see Eskisehir city as the place without
hardships of city life. Moreover, comfort can be integrated to the whole physical,
cultural and social facilities served in the city. From this point of view, opinions of
residents on service quality enable to make some interpretations. The mean values
shows that all the services except transportation are evaluated in a good quality, which
are eating and drinking facilities (nutrition), residential/apart hotel facilities (shelter),

work and employment opportunities, entertainment facilities (day-night), recreation

156 https://en.wikipedia.org/w/index.php?title=Comfort&oldid=850137389
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areas (fun-rest), education facilities, supportive facilities to education (libraries,
research centers, etc.), municipal services, central management services (ministries
and provincial institutions of the ministries), cultural and artistic services, to be aware
of various events in the city, health services. However, in the evaluations of
transportation facilities, the residents remain indecisive status. (Appendix D. Table

D.1. Opinions of the Residents in Eskisehir on Service Quality)

Definitions as Brand Images

When the options are given for the definitions of Eskisehir, the mean values
(Mean>3,5) shows that the residents agree that Eskisehir is a European City,
Education (university, student) City, Culture and Tourism City, Thermal City, Shining
Star of Anatolia, City of Aviation, Logistic City, City of Parks, City of
Toleration/Allowance, City of Yunus Emre, City of Meerschaum, City of Immigrants,
City of Tramway, Railway City, Social City, Livable City, Modern City, Leader City,
Democrat City, Love City, City of Wonder, City of Freedom, Young City, Dynamic-
live City, Day-Night Living City, City of Fun, City of Festivals, Innovative City,
Model City, Fashion City, City of Firsts. However, in the evaluations of some
definitions, residents remain indecisive status, that is some residents are undecided
about whether the following descriptions for Eskisehir are true or not: Anatolian City,
World City, Cultural Capital of Turkish World, City of Museums, City of Commerce,
City of History, Industrial City, City of Water, Green City, City of Nasreddin Hodja,
City of Pedestrians and City of Bikes. (Appendix D. Table D.2. Frequency of City
Definitions of the Residents in Eskisehir)

The respondents choose the three top definitions among these definitions, which are
“education (university, student)”, “modern” and “livable” city. The definitions that
residents agree on are meeting the branding strategies of municipalities that attach

importance to the city through European city idea, social projects, and city life.
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" Brand ldentity of Eskisehir:
“European City”
“City”
Brand Positioning of Eskisehir:
“Livability” and “Modelling”
Brand Image of Eskisehir:
“Student City”, “Porsuk” and “Comfort”
(options are not given)
“Education (university, student) City”,
“Modern City” and
“Livable City”
. (options are given) y,

Figure 5. 28. The Interconnection of Brand ldentity, Brand Positioning and
Brand Image of Residents in Eskisehir

Source: Author’s Personal Graphing from Questionnaires; inspired by Kavaratzis and
Ashworth, 2006

Transformation in the Physical Structure

There is a brand identity that is put forward by the stakeholders (municipalities), and
in order to support this brand identity there are many services provided in the city by
these stakeholders. These services are mainly the implementations that transform the
physical structure through different projects. Residents’ opinions differ in evaluation
of these services. Some of the transformations are found out with highly positive
evaluations by residents. For example, in the evaluations of Porsuk River, sandals,
boats, rowboats, sculptures, bridges, parks, Odunpazar1 Region, tramway, high
speed train, pirate ship, Barlar Street, phaeton, accommodation, eating and
drinking places and museums they give positive opinions; however, in the
evaluations of pedestrian paths, artificial beach, bikes/bike paths and
transportation they remain indecisive status. (Appendix D. Table D.3. Opinions of

Residents in Eskisehir about the Transformations in Physical Structure)
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Figure 5. 29. Evaluations of Residents on Transformations in the Physical
Structure in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

There are two outstanding evaluations on the physical structure derived from focus-

group interview:

e There is a dual structure of vitrine/contents in Eskisehir. In other words, there
is a partial region that is showed as Eskisehir; however, when we look overall,
Eskigehir is different than that part.

e There is a dual structure of virtual/reality in Eskischir. In other words, the
Eskisehir that is shown in press, media, advertisement — the Eskisehir that
reflects the city image (how the city is assessed externally) is different than the

Eskisehir that is lived in reality.

When these two phrases are asked to the residents, the means of the responses for both
phrase show indecisive status. (Appendix D. Table D.4. Frequency of Evaluation of

the Physical Situation of Eskisehir by the Residents)
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Cultural and Art Facilities Provided in the City

There are various facilities provided in the city such as opera, theatre, cinema, festival,
etc. To what extent the residents use the opportunities that are provided in the city is
also important in order to understand if the evaluations of residents are represented or
not. Therefore, the question “Which culture-arts activities do you attend in
Eskisehir?” is asked to the residents. This is a question that can be answered with more
than one answer; therefore, the total number of answers is 302. These answers show
that almost all residents participate in the cultural and art facilities except 1.7% of the
residents whose answers are “I don’t attend at all”. That is, among the cultural and art
facilities used by the residents in a way, some are relatively more preferable such as
cinema, theatre and concert. (Appendix D. Table D.5. Which Cultural and Art

Facilities are the Residents using in Eskisehir?)

m Cinema

® Theatre

2%
m Concert

m Symposiums,
conferences, fairs,

exhibitions
m Festival

= Opera

I don’t attend at all.

Figure 5. 30. Evaluations of Residents on Cultural and Art Facilities in Eskisehir

Source: Author’s Personal Graphing from Questionnaires
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Social Qutput

There are six outstanding evaluations on the social structure of Eskisehir derived from

focus-group interview:

e It has the social structure that is not othering, on the contrary, is accepting,
which means tolerance.

e The people of Eskisehir embrace/accept university students.

e There is social integration.

e It has a modern, contemporary, libertarian social structure.

e University students affect the city and the citizens positively.

e Eskisehir stands out in terms of its social structure, this structure creates the
contemporary city image (how the city is assessed externally) under the

influence of leaders and university students.

When these six phrases are asked to the residents, the means of the responses for all
phrases are on agreeing status. (Appendix D. Table D.6. Frequency of Evaluation of
the Social Output of Eskisehir by the Residents)

Having social integration and tolerance means that different groups integrate in the
city. At different times other populations have been added to the urban population of
Eskisehir since pre-republican period till now. These groups are immigrants and
university students. The evaluations show that there is no segregation but integration.
As the city has been identified as a University City after the 1980s, its effect on the
physical and social structure is inevitable. However, not every city has the same
tolerance towards the new comers. What is seen in the case of Eskisehir is that the city
welcomes the university students; besides, the residents themselves evaluate the
effects of university and students on the city positively. These effects can especially be
interpreted with the terms “vitality, energy, young, dynamic”. Moreover, as the
Yunus Emre Campus of Anadolu University is located in the center, the students are

experiencing the city together with residents. Therefore, this spatial situation promotes
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more social interactions in the daily life, especially in various places in the city center,
in University Street, in Adalar region, in Factory District, etc. The residents experience
the vitality and dynamism of the campus area by joining the facilities at university.
This shows us the spatial advantage and contributions of the university locating in city
center. Other than university students, also the leaders are evaluated with their positive
contributions to the city.

Leadership in City Branding

The answers of the residents to the question that aims to understand to what extent the
stakeholders are active in Eskisehir are two dimensional. It has been found in the
evaluations that some stakeholders are active in the city and some others are neither
active nor passive. (Appendix D. Table D.7. Frequency of Evaluation of Stakeholders
of the City by Residents)

Indecisive:
e Private
Active: companies/busines
e Prof. Dr. smen etc.
Y‘1‘1n.1.az e Non-governmental
Biiyiikersen (the organizations,
mayor Of_ Foundations,
Metr_op_)ollt_an associations, etc.
Municipality) THE CITY « Central
o University .OF .
e ESKISEHIR IET RIS
e University — services
Stud?n_ts y . v (ministries and
e Municipalities provincial
o Citizens institutions of the
o Immigrant ministries)
culture, multi- » Cooperation/colla
cultured boration between
structure institutions

A 4 \ 4
Figure 5. 31. Evaluations of Residents on Stakeholders in Eskisehir

Source: Author’s Personal Graphing from Questionnaires
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In the active group of evaluations, Prof. Dr. Yilmaz Biiyiikersen as the major of
Metropolitan Municipality is placed at the top. This shows a leading role among the
stakeholders in the eyes of residents with the percentage of 94, they agree on this
situation (totally agree 67% and agree 27%). He is regarded as a leader by the
participants (residents) of the questionnaire and this fact has consistently been proved

through local elections since 1999.

From the point of governance, we can talk about active citizenship and direct
democracy. The residents agree that citizens are active in the city. Since the
governmental system in Turkey is representative democracy, legally the participation
method of citizens is based on electing the representatives for government; therefore,
the direct participation is not provided in the system. However, there are possible ways
to manage participation and be active citizens in municipalities which are Eskisehir
Metropolitan Municipality City Council, Odunpazari Municipality City Council and
Tepebas1 Municipality Association of Healthy Cities. City Councils in Eskisehir have
working groups of disaster, car-free, addiction, environmental health, energy, youth,
human rights, awareness, traditional art, etc. They also include councils of women,
children, sport, youth, and neighborhood. Association of Healthy Cities has projects in
four groups: environment, health, education, and socio-economics. Through these
platforms the citizens get the place to become more active. Moreover, from the point
of membership in any kind of NGOs, foundation, student center or Municipality
courses, the findings of the questionnaires show that 65% of the residents do not
attend, and 35% of them attend such membership facilities. This indicates a large
majority of the residents use such social places provided in the city, which also have

participatory tools inside.

From the point of cooperation and collaboration, the answers show that the residents
remain indecisive status in the evaluation of “cooperation/collaboration between
institutions”. This result gives ways to two options: the first is that they may not know
or be aware of it, and the second is that they may think either there is no cooperation

and collaboration or there is no visible cooperation or collaboration. This evaluation
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also supports the research findings in this dissertation on the part of stakeholders as the
egocentric networks in branding, which indicated that separated nodes working with
their own networks with little connections but for a common goal: being a city, a

European city which satisfies the citizens through various facilities that a city needs.

5.3.1.3. City Branding Attitudes of Residents

When the attitudes towards branding are examined, it is seen that 69% of the residents

think Eskisehir is a brand city in a context.

H Yes mNo

Figure 5. 32. Attitudes of Residents towards Branding of Eskisehir

Source: Author’s Personal Graphing from Questionnaires

Through these attitudes of the residents, they are cross-tabled with the top-three
definitions, demographic findings and their behaviors, it shows if there is a difference
in their branding attitudes according to city definitions, gender, education status,

hometowns, etc. or not?

For Eskisehir, (when the options are given for the definitions of Eskisehir) 71.4% of
those who make the evaluation of education (university, student) city definition,
68.8% of those who make a modern city definition and 66.7% of people who make a
livable city definition recognize Eskisehir as a brand city. (Appendix D. Table D.8.
Attitudes of Residents towards Branding of Eskisehir according to the Top Three
Definitions)
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Figure 5. 33. Attitudes of Residents towards Branding of Eskisehir according to
the Top Three Definitions

Source: Author’s Personal Graphing from Questionnaires

When analyzed according to gender, 70.9% of the women and 66.7% of the men
regard Eskisehir as a brand city. (Appendix D. Table D.9. Attitudes of Residents
towards Branding of Eskisehir according to Gender)

When analyzed according to age range, it is seen that 84.2% of the residents who are
aged between 40 and 49 see Eskischir as a brand city. (Appendix D. Table D.10.
Attitudes of Residents towards Branding of Eskisehir according to Age Range)

When analyzed according to occupational status, 75.9% of the public-sector
employees, 61.9% of the private-sector workers and 71.4% of the public sector
employees regard Eskisehir as a brand city. (Appendix D. Table D.11. Attitudes of

Residents towards Branding of Eskisehir according to Occupational Status)

When analyzed according to educational background, it is observed that as the
education status increases, the percentage of the branding attitude also increases,
which is the attitude of regarding Eskisehir as a brand city by residents having primary
education status is 50%, while the ones’ having PhD degree status is 87.5%.
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Table 5. 14. Attitudes of Residents towards Branding of Eskisehir according to

Educational Background

Educational Background
; ; ; Total
Primary High . . Associate
education | school Ui || ks A degree
> g Count 2 7 43 9 7 1 69
O[> % 50.0% 58.3% 68.3% 75.0% 87.5% 100.0% 69.0%
©
S o | Count 2 5 20 3 1 0 31
5|2
@ % 50.0% 41.7% 31.7% 25.0% 12.5% 0.0% 31.0%
Count 4 12 63 12 8 1 100
Total
% 100.0% | 100.0% | 100.0% 100.0% | 100.0% 100.0% | 100.0%

Source: Author’s Personal Graphing from Questionnaires

When analyzed according to period of living in Eskisehir, the 50% of the respondents
have been living in Eskisehir since they were born. (Appendix E: Figure. Year of
Living in Eskisehir) The number of the residents thinking Eskisehir is a brand city is
very close to the other half’s attitude: 34% of the residents have been living since they
were born in Eskisehir and 35% of the residents have been living for 1-58 years.
(Appendix D. Table D.12. and Figure D.1 Attitudes of Residents towards Branding of
Eskisehir according to the Years of Living in Eskisehir, and Figure D.2. Year of
Living in Eskisehir)

When analyzed according to hometowns, half of the residents (50 people) came from
other cities, mostly from Ankara (11), Bursa (4), Istanbul (3), izmir (3) and Konya (3).
72.7% of those came from Ankara, 75% of those came from Bursa, 33.3% of those
came from Istanbul, 66.7% came from Izmir and 100% of those came from Konya see
Eskisehir as a brand city. (Appendix D. Table D.13. and Figure D.3 Attitudes of
Residents towards Branding of Eskisehir according to Hometowns)

When analyzed according to the reasons for living in Eskisehir, which can be
answered with more than one answer, the total number of answers is 177. The top two
reasons given for living in Eskisehir by those whose hometown is not Eskisehir are:

“Because it is business opportunity / business is here” and “Due to the comfort,
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freedom, modernity and livability of Eskisehir life”. 73.8% of those who gave the
answer “Because my family lived here”, 69.3% of those who gave the answer
“Because it i1s my hometown”, 79.3% of those who gave the answer “Because of job
opportunities”, 79.3% of the respondents who gave the answer “because of the
comfort, freedom, modernity, livability” see Eskisehir as a brand city. (Appendix D.
Table D.14. Attitudes of Residents towards Branding of Eskisehir according to the

Reasons of Living in Eskisehir)

I visited Eskisehir before, this was a factor.
Because of health services

Because it is near my hometown

Because marriage

Because it is near where my family lives

Because of education (of my education or
education of members of my family)

Because | prefered to live after university
education

Because of the comfort. freedom, modernity,
liveability in Eskisehir

Because of job oppurtunities/because my job is
here

Because I am from Eskigehir

Because my family lives here

0 5 10 15 20 25 30 35 40 45

Figure 5. 34. The Reasons for Living in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

When analyzed according to the satisfaction, it is seen that the residents have high
satisfaction degree. Moreover, 85.2% of the respondents who gave an 8 on the scale of
satisfaction degree, 85% of those who gave a 9 and 69.2% of those who gave a 10
regard Eskigehir as a brand city. It is seen that people with low satisfaction degrees do
not agree that Eskisehir is a brand city. (Appendix D. Table D.15. Attitudes of
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Residents towards Branding of Eskisehir according to Satisfaction of Living)

While 70.9% of those who want to continue living in Eskisehir see Eskisehir as a
brand city, 29.1% of them do not regard it as a brand city. While 57.1% of those who
do not want to continue living in Eskisehir see Eskisehir as a brand city, 42.9% of
them do not regard it as a brand city. (Appendix D. Table D.16. Attitudes of Residents
towards Branding of Eskisehir according to the Desire to Continue to Live in

Eskisehir)

5.3.2. University Students Educating in Eskisehir

5.3.2.1. Characteristics of Respondents

Gender: When the number of students at Anadolu University in 2015 May and at
Eskisehir Osmangazi University in 2014-2015 Fall Semester are compared with the
population surveyed, from a representation point, it is seen that there is about 10%

more representation for women and about 10% less for men.

= University Students
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10 v The People Surveyed
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Figure 5. 35. Distribution of Gender of University Students
Source: Author’s Personal Graphing from Questionnaires; University students’
statistics were obtained from their Official Web sites: AU" and ESOGU**®

57 https://www.anadolu.edu.tr/universitemiz/sayilarla-universitemiz/ogrenci-sayilari/2014-2015-
ogrenci-sayilari/mayis-2015

158 http://ogrenciisleri.ogu.edu.tr/icerik.aspx?1D=91
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Sections/Department Educated: 14% of university-student respondents attend
architecture, 7% business administration, 7% economics and 6% education. (Appendix

E. Table E.1. Frequency of Sections/Department of the University Students Surveyed)

5.3.2.2.Findings of Attitude-Behavior Variables

Top Three Definitions

When the answers of the question of “What are the first three words / word group
that Eskisehir reminds you?” (Without giving any options) is ordered, the top three
answers are “City of student” (20 people of 100 people), “Anadolu University” (9
people of 100 people) and “Cold” (8 people of 100 people).

8;
0
22% = City of student
® Anatolian
University
Cold

Figure 5. 36. Frequency Table of the First Three Words of the University
Students

Source: Author’s Personal Graphing from Questionnaires

According to the top two evaluations, the university students think that the effect of
students and Anadolu University are remarkable in the city; however, these
respondents that experience the city less than residents probably use and experience

mainly the university and students facilities in the city. The third evaluation is defined
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as “cold”, probably because of the duration of university students in education time. It
IS a negative evaluation but this is a criticism of a natural element of Eskisehir related
to climate; but not the life or facilities in the city. When the opinions of university
students on service quality are analyzed, the mean values show that all the services are
considered good quality, these services include transportation facilities, eating and
drinking facilities (nutrition), residential/apart hotel facilities (shelter), work and
employment opportunities, entertainment facilities (day-night), recreation areas (fun-
rest), education facilities, supportive facilities to education (libraries, research centers,
etc.), municipal services, central management services (ministries and provincial
institutions of the ministries), cultural and artistic services, to be aware of various
events in the city, health services, and. (Appendix E. Table E.2. Opinions of the
University Students in Eskisehir on Service Quality)

Definitions as Brand Images

When the options are given for the definitions of Eskisehir, the mean values
(Mean>3,5) show that the university students agree that Eskisehir is an Anatolian City,
a European City, Cultural Capital of Turkish World, Education (university, student)
City, Culture and Tourism City, City of Museums, Shining Star of Anatolia, City of
Aviation, City of Parks, City of Toleration/Allowance, City of Yunus Emre, City of
Meerschaum, City of Immigrants, City of Pedestrians, City of Bikes, City of
Tramway, Railway City, Social City, Livable City, Modern City, Democrat City, Love
City, City of Wonder, City of Freedom, Young City, Dynamic-live City, Day-Night
Living City, City of Fun, City of Festivals, Innovative City, City of Firsts, Model City,
Fashion City. However, in the evaluations of some definitions, the university students
remain indecisive status: World City, Thermal City, City of Commerce, City of
History, Industrial City, Logistic City, City of Water, Green City, City of Nasreddin
Hodja and Leader City. (Appendix E. Table E.3. Frequency of City Definitions of the
University Students in Eskisehir)

Among these definitions, the respondents choose the top three as: Education
(university, student) City, Young City and City of Freedom. The definitions that

university students agree on are meeting the branding strategies of municipalities,
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which attach importance to the city through Porsuk River, Haller Project, Factory

District, Youth Centers, etc.

Figure 5. 37. The Interconnection of Brand Identity, Brand Positioning and
Brand Image of University Students in Eskisehir

Source: Author’s Personal Graphing from Questionnaires; inspired by Kavaratzis and
Ashworth, 2006

Transformation in the Physical Structure

University students’ opinions differ in evaluation of the implementations that
transform the physical structure through different projects provided by the
stakeholders. Some of the transformations are found out with highly positive
evaluations by university students. That is in the evaluations of Porsuk River,
sandals, boats, rowboats, sculptures, bridges, parks, Odunpazari Region,
tramway, high speed train, Barlar Street, accommodation, eating and drinking
places and museums the university students give positive opinions; however, in the
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evaluations of pedestrian paths, pirate ship, phaeton, bikes/bike paths,
transportation they remain indecisive status; and in the evaluations of artificial
beach they give negative opinion. (Appendix E. Table E.4. Opinions of the University

Students in Eskisehir about the Transformations in Physical Structure)

Brand Image
of
Eskisehir:
“City of Student”,
“Anadolu
University” and
Positive: «“Cold” -

Porsuk River, (options are not given) deC'S'\_/e:
sandals, boats, Pedestrian
rowboats, sculptures, “Education paths pirate
bridges, parks, (university, student) hi ' haet
Odunpazari Region, ) City”, “City of ship, phaeton,
tramway, high speed Freedom” and bikes/bike
train, Barlar Street, y “Young City” path s,

accommodation,
eating and drinking

places and museums y \ J

(options are given) transportation

/ Negative:
' Avrtificial beach
I ——

Figure 5. 38. Evaluations of University Students on Transformations in the
Physical Structure in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

There are two outstanding evaluations on the physical structure derived from focus-
group interview about the dual structures of vitrine/contents and virtual/reality in
Eskisehir, which is asked to the residents in the questionnaires. When these two
phrases are also asked to the university students, the mean of the responses for the first
phrase is on agreeing status, and the second phrase’s is on indecisive status.
(Appendix E. Table E.5. Frequency of Evaluate the Physical Situation of Eskisehir of
the University Students)
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Cultural and Art Facilities Provided in the City

When the question “Which culture-arts activities do you attend in Eskigehir?” is asked
to the university students which can be answered with more than one answer; the total
number of answers is 325. These answers show that almost all university students
participate in the cultural and art facilities except 0.9 % of the university students
whose answers are “I don’t attend at all”. That is among cultural and art facilities that
are used by the university students in a way, some are relatively more preferable such
as cinema, theatre and concert. (Appendix E. Table E.6. Cultural and Art Facilities

used by the University Students in Eskisehir)

m Cinema

3% 1%/_0% H Theatre

m Concert
® Symposiums,

conferences, fairs,

exhibitions
m Festival

m Opera

I don’t attend at all.

Match

Figure 5. 39. Evaluations of University Students on Cultural and Art Facilities in
Eskisehir
Source: Author’s Personal Graphing from Questionnaires

Social Output

There are six outstanding evaluations on the social structure derived from focus-group
interview asked to the university students (which are also asked to the residents in the
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questionnaires), the mean of the responses are on agreeing status. (Appendix E. Table

E.7. Frequency of Evaluate the Social Output of Eskisehir of the University Students)

Leadership in City Branding

The answers of the university students for the question that aims to understand to what
extent the stakeholders are active in Eskisehir are two dimensional. In the evaluations
they consider that some of the stakeholders are active in the city, and some are neither
active nor passive. (Appendix E. Table E.8. Frequency of Evaluation of Stakeholders
of the City by University Students)

Active: Indecisive:

e University e Immigrant culture,

o University multi-cultured
Students structure

e Professor e Private
Yilmaz companies/busines
Biiyiikersen (the smen etc.
mayor of o Cooperation/colla
metropolitan THECITY boration between
municipality) OF institutions

e Municipalities N ESKISEHIR e Central

e Non- < o management
governmental services
organizations, (ministries and
Foundations, provincial
associations, institutions of the
etc. ministries)

o Citizens

L ) A\ J

Figure 5. 40. Evaluations of University Students on Stakeholders in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

In the active group of evaluations, university (with the mean value: 4.55) and
university students (with the mean value: 4.52) are placed at the top. This shows a
leading role among the stakeholders in the eyes of university students. In the third

place as a leader Prof. Dr. Yilmaz Biiyiikersen (the mayor of Metropolitan
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Municipality) (mean value: 4.42) takes place. What the university students experience
substantially is the university itself; therefore, it is evaluated at the top; after that they

regard the mayor of the city they live as a leader.

From the point of governance, university students agree that citizens and university
students are active; therefore, this can show the participation and being active through
City Councils, Association of Healthy Cities, and also the youth centers provided by
municipalities. Moreover, from the point of membership in any kind of NGOs,
foundation, student center or Municipality courses, it is seen that while 42% of the

university students do not attend, 58% of them attend such membership facilities.

From the point of cooperation and collaboration, the answers show that the
university  students remain indecisive status in the evaluation of
“cooperation/collaboration between institutions”. This result gives ways to two
options: the first is that they may not know or are not aware of it, and the second is
that they may think either there is a cooperation and collaboration or is there is no
visible cooperation or collaboration. This evaluation also supports the research
findings in this dissertation on the part of stakeholders as the egocentric networks in
branding, which indicated that separated nodes working with their own networks with
little connections but for a common goal: being a city, a European city which satisfies
the citizens through various facilities that a city needs.

5.3.2.3. City Branding Attitudes of University Students

When the attitudes towards branding are examined, it is seen that 63% of the

university students think Eskisehir is a brand city in a context.
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EYes

m No

Figure 5. 41. Attitudes of University Students towards Branding of Eskisehir

Source: Author’s Personal Graphing from Questionnaires

When these attitudes of the university students are cross-tabled with the top-three
definitions, demographic findings and their behaviors, it shows whether there is a
difference in their branding attitudes according to city definitions, gender, education

status, hometowns, etc. or not?

For Eskisehir, (when the options are given for the definitions of Eskisehir) 57.10% of
the students surveyed chose the option of education (university, student) city, and
63.60% of those who chose a city of freedom definition recognize Eskisehir as not a
brand city; and 64.30% of those who chose a young city definition recognize Eskisehir
as a brand city. (Appendix E. Table E.9. Attitudes of University Students towards
Branding of Eskisehir according to the Top Three Definitions)
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Figure 5. 42. Attitudes of University Students towards Branding of Eskisehir
according to the Top Three Definitions

Source: Author’s Personal Graphing from Questionnaires

When analyzed according to gender, 68.9% of the women and 53.8% of the men
regard Eskisehir as a brand city. (Appendix E. Table E.10. Attitudes of University

Students towards Branding of Eskisehir according to Gender)

When analyzed according to age range, it is seen that 63.4% of the university students
who are aged between 20 and 29 see Eskisehir as a brand city. (Appendix E. Table
E.11. Attitudes of University Students towards Branding of Eskisehir according to
Age Range)

When the university students are asked in the survey about the reasons for the

preference of educating in Eskisehir which can be answered with more than one

answer, the total number of answers is 208.
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Because of the famous people form Eskisehir
(artists, politicians, sportsman, etc.)

Because, the section that | preferred is only in that
university

Because of written sources (books, booklets,
magazines)

Because of the high school that | educated and my
high school teachers

Media

I visited my university before, this was a factor

Because of the hearsay expressions (I don’t
remember where | heard

I visited Eskisehir before, this was a factor

Because, | have already been living here

Because of relations (family, friend, relative and
other relations)

Because of the ease of the transport from the city |
come Eskigehir

Because of my score (of university exam)

Because of the education of the university

Because of the comfort, freedom, modernity, etc.
of student life in Eskigehir

60

Figure 5. 43. Branding Attitudes according to the Reasons of the Preference of
Educating in Eskisehir of University Students

Source: Author’s Personal Graphing from Questionnaires

When we analyze the top three answers; it is seen that 64.00% of the answers are
“Because of the comfort, freedom, modernity, etc. of student life in Eskisehir” (50
answers), and 66.70% of the answers are “Because, of the education of the university”
(48 answers) and the respondents recognize Eskisehir as a brand city. However,
51.50% of the answers are “Because of my score (of university exam)” (33 answers)
and the respondents do not consider Eskisehir a brand city. (Appendix E. Table E.16.
Attitudes of University Students towards Branding of Eskisehir according to the

Reasons of the Preference of Educating in Eskisehir)
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65.6% of the university students who visited Eskisehir before their education had
started in Eskisehir, and 63.9% of the ones who did not visit regard Eskisehir as a
brand city. Therefore, visiting Eskisehir before education started does not have much
effect on the of brand city evaluation. (Appendix E. Table E.17. Attitudes of
University Students towards Branding of Eskisehir according to visiting the City
before)

When analyzed according to the satisfaction, it is also seen that the university students
have high satisfaction degree. Moreover, 72.7% of the respondents who gave an 8 on
the scale of satisfaction degree, 76.5% of those who gave a 9 and 82.6% of those who
gave a 10 regard Eskisehir as a brand city. It is seen that university students with low
satisfaction degrees do not agree that Eskisehir is a brand city. (Appendix E. Table
E.18. Attitudes of University Students towards Branding of Eskisehir according to

Satisfaction of Living as a Student)

While 74.1% of those who want to continue living in Eskisehir after graduation see
Eskisehir as a brand city, 25.91% of them do not regard it as a brand city. While
47.6% of those who do not want to continue living in Eskisehir see Eskisehir as a
brand city, 52.4% of them do not regard it as a brand city. Those who do not prefer to
live in Eskisehir after graduation have negative views about a brand city. (Appendix E.
Table E.19. Attitudes of University Students towards Branding of Eskisehir according

to the Desire to Continue to Live in Eskisehir after Graduation)

5.3.3. Visitors of Eskisehir

5.3.3.1.Characteristics of Respondents

In this case, the representation cannot be discussed because of not having the

information concerning all the visitors to the city.
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Hometown as Eskisehir:

The following figure shows the distribution of the visitors according to their

hometowns.

89%

100
80
60
40
20

O T T T
Hometown as  Not hometown as
Eskisehir Eskisehir

Figure 5. 44. Distribution of Visitors according to Hometowns

Source: Author’s Personal Graphing from Questionnaires

Gender: The following figure shows the distribution of the visitors according to

gender.

%52

Female Male

Figure 5. 45. Distribution of Visitors according to Gender
Source: Author’s Personal Graphing from Questionnaires

Age Range: The following figure shows the distribution of the visitors according to
age range. The data shows that the visitors surveyed are between 20 and 50 which is a

wide range; especially the 20-29 age range has the majority.
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15-19  20-29  30-39  40-49 50-59 60and
more

Figure 5. 46. Age Range Distribution of Visitors

Source: Author’s Personal Graphing from Questionnaires

Visiting Forms: It is seen that the majority of the visitors surveyed have their visits

with their family or groups of friends.

m Family

m Groups of
friends

= Single

m Groups of
business

= Groups of
students

Figure 5. 47. Distribution of Visitors according to Their Visiting Formations

Source: Author’s Personal Graphing from Questionnaires
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Business/Work Status: When we look at this distribution, it is seen that the major

group visiting Eskisehir are students and those working in private and public sector. In

the second group, there are retired and self-employed people.

Figure 5. 48. Distribution of Visitors according to Business/Work Status

Source: Author’s Personal Graphing from Questionnaires

Education Status: The following distribution shows that especially the university

graduates seem to have received the biggest share of the visit. When the rates of

bachelor, master, doctorate are calculated, it is seen that 65% of the graduates of

university have the majority of visitors.

50
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0

%43
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education  school

Figure 5. 49. Distribution of Visitors according to Education Status

Source: Author’s Personal Graphing from Questionnaires
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5.3.3.2.Findings of Attitude-Behavior Variables

Top Three Definitions

When the answers to the question of “What are the first three words / word group
that Eskisehir reminds you?” (Without giving any options) are ordered, the top three
answers are “Porsuk” (11 people of 100 people), “Odunpazarr” (8 people of 100
people) and “Yilmaz Biiyiikersen” (7 people of 100 people).

m Porsuk
B Odunpazari

Yilmaz Biiyiikersen

Figure 5. 50. Frequency Table of the First Three Words of the Visitors

Source: Author’s Personal Graphing from Questionnaires

According to the top evaluations, the visitors reflect the things that have in their
minds; therefore, Porsuk and Odunpazar are the two main places that are showed in
media, in news, and also in city tours. Porsuk with its “recreational” functions and
Odunpazar1 with its “urban site” character are both showing the two images in the
visitors’ views. Moreover, the third definition is Yilmaz Biiyiikersen. These answers
show the potential of these three definitions as influencing people before or during
their visit of the city. Visitors, consciously or not, evaluating the city according to the
brand image, refer to the two elements of a European City strategy which made
transformation and revitalization projects in Porsuk and Odunpazari. Actually, the

reasons for their visits give clues for making connections to their evaluations.
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In order to search for the reasons for their visits, the question to which more than one
answer could be given was asked, so a total of 184 opinions were given. The answers
of the majority of the respondents who visit Eskisehir include the following: “Visit for
fun”, “Learning its cultural structure” and “Seeing environment and around”. In

other words, visitors aim to see an environment that has the images in their minds.

Because it is fashionable 3
For education 4
For business
Because of hearsays 10
Visiting friends / family 15

Learning new things 19

Learning its cultural structure 28

Seeing the environment and around A8

Visit for fun 49

0 10 20 30 40 50 60

Figure 5. 51. Reasons for Visiting Eskisehir

Source: Author’s Personal Graphing from Questionnaires

Furthermore, the formation of these images depends on what makes them decide to
visit that city. This question also has more than one possible answer, so a total of 127
opinions were given. The answers of the majority of the respondents who visit
Eskisehir include the following: “Acquaintances”, “Media” and “Hearsay”. This
data tells us the ways that have made influences on the decision regarding the visit to

Eskisehir.
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For Business

Nearest City

For education of University in Eskisehir
Tour agencies

R e

Famous from Eskisehir 3
School/Business Trip 4
Written sources 8

Hearsay 14
Media 33
Acquaintances 61
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Figure 5. 52. Ways of Influencing on the Decision of Visiting Eskisehir

Source: Author’s Personal Graphing from Questionnaires

Acquaintances and hearsay mean that visitors are influenced by people who are
friends, relatives and others through communication. Moreover, media tools, used for
technological communication include digital, print, social platforms, etc., and have the
ability to influence people in building the brand images. As described in this
dissertation in the media coverage analysis through news on Eskisehir city branding,
the top five definitions are “culture-art-tourism-history-congress”, “university, student,
freedom, young, innovative, active, alive, living at night”, “local municipalities, Prof.
Yilmaz Biiyiikersen, leaders, success”, ‘“attractive, wondered, model, happiness,
modern, love”, “Porsuk and parks”, and “a European City”. Moreover, the media
coverage creates ideas and images in people’s minds, and also inspires people to visit
and experience the city exhibited. This shows us what is said in the media is consistent
with the factors and ways that make people visit Eskisehir, and also with the three
words through which they define the city.

Definitions as Brand Images

When the options are given for the definitions of Eskisehir, the mean values shows
that (Mean>3,5) the visitors agree that Eskisehir is a European City, Cultural Capital
of Turkish World, Education (university, student) City, Culture and Tourism City,
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City of Museums, City of History, Industrial City, Shining Star of Anatolia, City of
Aviation, Logistic City, City of Water, Green City, City of Parks, City of
Toleration/Allowance, City of Yunus Emre, City of Nasreddin Hodja, City of
Meerschaum, City of Immigrants, City of Pedestrians, City of Bikes, City of
Tramway, Railway City, Social City, Livable City, Modern City, Leader City,
Democrat City, Love City, City of Wonder, City of Freedom, Young City, Dynamic-
live City, Day-Night Living City, City of Fun, City of Festivals, Innovative City, City
of Firsts, Model City and Fashion City. However, in the evaluations of some
definitions the visitors remain indecisive status: Anatolian City, World City, Thermal
City and City of Commerce. (Appendix F. Table F.1. Frequency of City Definitions of
the Visitors in Eskisehir)

Among these definitions, the respondents choose the top three definitions as:

“modern”, “education (university, student)”, and “young” city.

Figure 5. 53. The Interconnection of Brand ldentity, Brand Positioning and
Brand Image of Visitors in Eskisehir

Source: Author’s Personal Graphing from Questionnaires; inspired by Kavaratzis and
Ashworth, 2006
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The visitors desire to try what the residents experience and the university students
partially experience. In other words, how the residents and university students define
their city attracts the attention of visitors to the city and they experience it for a short

time, which reinforces the branding of the city.

Transformation in the Physical Structure

Visitors’ opinions differ in evaluations of the implementations that transform the
physical structure through different projects provided by the stakeholders. Some of the

transformations are found out with highly positive evaluations by visitors.

Brand Image
of
Eskisehir:
» “Porsuk”, “Yilmaz
Positive: Biiyiikersen” and
Porsuk River, sandals, “Odunpazan’”
boats, rowboats, (options are not given)
sculptures, bridges,
parks, Odunpazari “Modern”,
Region, tramway, high “education Indecisive:
speed train, Barlar (university, Artificial beach
Street, accommodation, student)”, and phaeton '
eating and drinking “young” city
places and museums, (options are given) EEEEEE—

pedestrian paths,
meerschaum, pirate ship,
bikes/bike paths,
transportation
e —

—

Figure 5. 54. Evaluations of Visitors on Transformations in the Physical
Structure in Eskisehir

Source: Author’s Personal Graphing from Questionnaires

243



That is in the evaluations of Porsuk River, sandals, boats, rowboats, sculptures,
bridges, parks, Odunpazar1 Region, pedestrian paths, tramway, high speed train,
pirate ship, Barlar Street, bikes/bike paths, transportation, accommodation,
eating and drinking places and museums the visitors give positive opinions;
however, in the evaluations of artificial beach and phaeton they remain indecisive
status. (Appendix F. Table F.2.Opinions of Visitors in Eskisehir about the

Transformations in Physical Structure)

5.3.3.3. City Branding Attitudes of Visitors

When the attitudes towards branding are examined, it is seen that 73% of the visitors

think Eskisehir is a brand city in a context.

mYes
mNo

Figure 5. 55. Attitudes of Visitors towards Branding of Eskisehir

Source: Author’s Personal Graphing from Questionnaires

When these attitudes of the visitors are cross-tabled with the top-three definitions,
demographic findings and their behaviors, it shows whether there is a difference in
their branding attitudes according to city definitions, gender, education status,

hometowns, etc. or not?

For Eskisehir, (when the options are given for the definitions of Eskisehir) as 92.90%
of the visitors surveyed who make the evaluation of modern city definition, 75% of
those who make education (university, student) city definition, and 72.70% of those
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who make a young city definition recognize Eskischir as a brand city. (Appendix F.
Table F.3. Attitudes of Visitors towards Branding of Eskisehir according to the Top

Three Definitions)

13
14
12 -
10 - 2 8
8 -
mYes
° N
m No
4 - 3 3
2 . 1
0 . .
Modern city Education Young city
(university,
student) city

Figure 5. 56. Attitudes of Visitors towards Branding of Eskisehir according to the
Top Three Definitions

Source: Author’s Personal Graphing from Questionnaires

When analyzed according to gender, 75% of the women and 71.2% of the men regard
Eskisehir as a brand city. (Appendix F. Table F.4. Attitudes of Visitors towards
Branding of Eskisgehir according to Gender)

When analyzed according to age range, it is seen that 63% of the visitors who are aged
between 20 and 29 see Eskiscehir as a brand city. (Appendix F. Table F.5. Attitudes of
Visitors towards Branding of Eskigehir according to Age Range)

When analyzed according to occupational status of visitors, 78.6% of the public-sector
employees, 67.9% of the students and 60% of the officer in public sector regard
Eskisehir as a brand city. (Appendix F. Table F.6. Attitudes of Visitors towards

Branding of Eskisehir according to Occupational Status)

245



When analyzed according to educational background, it is observed that 55.6% of the
PhD degree visitors do not participate in brand city interpretation and at least 73% of

the other groups have participated in branding evaluation for the city.

Table 5. 15. Attitudes of Visitors towards Branding of Eskisehir according to

Educational Background

Educational Background
Primary High . Total
education | school University | Master PhD
«» | Count 1 25 33 10 4 73
2| 5
O % 100,00% 73,50% 76,70% 76,90% | 44,40% | 73,00%
©
8| . | count 0 9 10 3 5 27
m| z
% 0,00% 26,50% 23,30% 23,10% | 55,60% | 27,00%
Count 1 34 43 13 9 100
Total
% | 10000% |10000% | 100009 | %% | 100,000 | %%

Source: Author’s Personal Graphing from Questionnaires

It is seen that the majority of the people who come to Eskisehir as visitors are not from
Eskisehir. 81.8% of those who are from Eskisehir and 71.9% of those who are not
from Eskisehir see Eskisehir as a brand city. (Appendix F. Table F.7. Attitudes of

Visitors towards Branding of Eskisehir according to being from Eskisehir)

Most of the visitor respondents come from Ankara (32 people), Istanbul (26 people)
and Izmir (7 people). 68.8% of those coming from Ankara, 80.8% of those coming
from istanbul, and 85.7% of those coming from Izmir see Eskisehir as a brand city.
(Appendix F. Table F.8. and Figure F.1 Attitudes of Visitors towards Branding of

Eskisehir according to the City where Visitors live in)
For the purpose of visiting Eskisehir, 69.4% of those who gave the answer to “Visit

for fun”, 85.7% of those who gave the answer “Learning its cultural structure” and

79.2% of those who gave the answer “Seeing the environment and around” regard
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Eskisehir as a brand city. (Appendix F. Table F.9. Attitudes of Visitors towards
Branding of Eskisehir according to Reasons for the Visit for Eskischir)

For the ways of influencing the decision to visit for Eskisehir, 51.1% of the
respondents who gave the answer of “Hearsay”, 75.8% of the respondents who gave
the “Media” answer and 68.9% of the respondents who gave the “Acquaintances”
answer regard Eskischir as a brand city. (Appendix F. Table F.10. Attitudes of Visitors
towards Branding of Eskisehir according to the Ways Influencing on the Decision of
Visit for Eskisehir)

When analyzed according to the satisfaction, it is seen that the visitors have high
satisfaction degree. Moreover, 66.7% of the respondents who expressed their opinion
giving an 8 as on the scale of satisfaction degree, 87.5% of those who gave a 9 and
87.5% of those who gave a 10 regard Eskisehir as a brand city. It is seen that visitors
giving low satisfaction degrees do not agree that Eskisehir is a brand city. (Appendix
F. Table F.11. Attitudes of Visitors towards Branding of Eskisehir according to
Satisfaction of Visiting Eskisehir)

While 74.2% of the visitors who want to visit Eskisehir again see Eskisehir as a brand
city, 66.7% of those who do not want to visit again do not regard it as a brand city;
therefore, the visitors who desire not to visit Eskisehir again have negative evaluations
about Eskisehir city branding. (Appendix F. Table F.12. Attitudes of Visitors towards
Branding of Eskisehir according to the Desire to Visit Eskischir again)

75% of those who have visited Eskisehir before, and 67.9% of those who have not
visited Eskisehir see the city as a brand; therefore, the situation of whether visiting
Eskisehir before or not does not affect the opinion about seeing Eskisehir as a brand
city. (Appendix F. Table F.13. Attitudes of Visitors towards Branding of Eskisehir
according to whether Visiting Eskisehir before or not)

Regarding the question about the means of transportation to Eskisehir, a question
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which has more than one possible answer, a total of 112 opinions were given. “High
Speed Train” (33 answers), “Bus” (41 answers) and “Car” (30 answers) are included
in the answers as the means of transportation that the majority of the respondents use
to come to Eskisehir. 63.6% of high speed train users, 78% of bus users and 76.7% of
car users regard Eskigehir as a brand city. (Appendix F. Table F.14. Attitudes of
Visitors towards Branding of Eskisehir according to Transportation Vehicles)

75% of the visitor respondents who accommodate in Eskisehir and 62.5% of those
who did not accommodate see Eskisehir as a brand city. (Appendix F. Table F.15.

Attitudes of Visitors towards Branding of Eskisehir according to Accommaodation)

Regarding the questions about the format of visit to Eskisehir, a question which has
more than one possible answer, a total of 118 opinions were given. Answers of
“Single” (13 people), “Family” (48 people) and “Friends group” (36 people) are
among the ways in which the majority of the respondents arrange their visit. 76.9% of
those giving the “Single” answer, 85.4% of those giving the “Family” answer and
63.9% of those giving the “Group of friends” answer regard Eskisehir as a brand city.
(Appendix F. Table F.16. Attitudes of Visitors towards Branding of Eskisehir

according to Format of Visits)
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CHAPTER 6

RESEARCH FINDINGS OF THE STUDY (COMPARATIVE)

6.1.  Evaluations on Physical Transformation, Determinant Stakeholders /

Leadership and Social Output
These evaluations are found through the comparisons made with independent
Samples T-Test. As residents living in the city and university students partially live

in the city, they both use and get the benefit of the services.

Table 6. 1. Similar and Different Views of Residents and University Students on

Services

There is no difference of
opinion between residents
and university students

There is the difference of opinion between residents and
university students

In which service:

In which service:

What is the difference:

Transportation facilities

Work and
employment
opportunities

While the university students thought
that the work and working
opportunities in Eskisehir are good, the
residents have indecision.

Eating and drinking facilities
(nutrition)

Entertainment
facilities (day-night)

While the residents thought that the
entertainment facilities in Eskisehir are
good, the university students have
indecision.

Residential/aparthotel facilities
(shelter)

Recreation areas (fun-
rest)

Municipal services

Education facilities

Central management services
(ministries and provincial
institutions of the ministries)

Supportive facilities
for education
(libraries, research
centers, etc.)

The difference is only on point
averages and they gave a good
opinion on the relevant expressions in
both groups as the opinion.

Cultural and artistic services

To be aware of various events
in the city

Health services

Source: Author’s Personal Graphing from Questionnaires
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Residents generally evaluate the services provided in the city in a similar way; most
of the services are evaluated in the same way, while some are evaluated in different

ways. (Appendix G. Table G.1. Evaluations of Services by Citizens and Students)

As residents living in the city and university students partially live in the city, they
are also asked about stakeholders; they generally evaluate the stakeholders in the city
in a similar way. (Appendix G. Table G.2. Evaluations of Stakeholders by Citizens
and Students)

Table 6. 2. Similar Views of Residents and University Students on Stakeholders

There is no difference of
opinion between residents
and university students
Stakeholders: Stakeholders: What is the difference:
Professor Yilmaz o The difference is only on

. . Non-governmental organizations, .
Biiyiikersen (the major of . ot point averages and they
2 - Foundations, associations, etc. ; g .
metropolitan municipality) gave indecision view on
the relevant expressions

There is a difference of opinion between residents and
university students

Bg!vg:z!:y Students, _(r:g;)_i)etr_e:)trl](;n/colIaboratlon between in both groups as the
iversity instituti opinion.
Municipalities

Central management services
(ministries and provincial
institutions of the ministries)
Citizens

Immigrant culture, multi
cultured structure

Private
companies/businessmen etc.

Source: Author’s Personal Graphing from Questionnaires

Residents and university students evaluate the physical transformation phrase in the
following table in the same way; there is no difference in their evaluations.
(Appendix G. Table G.3. Evaluations of Physical Transformation by Citizens and
Students)
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Table 6. 3. Similar Views of Residents and University Students on Physical

Transformation

There is no difference of opinion between residents and university students

There is a dual structure of vitrine/contents in Eskisehir. In other words, there is a
partial region that is shown as Eskisehir; however, when we look overall, Eskisehir is
different than that part.

There is a dual structure of virtual/reality in Eskisehir. In other words, the Eskisehir that
is shown in the press, media, advertisement — the Eskisehir that reflects the city image
(how the city is assessed externally) is different than the Eskisehir that is lived in
reality.

Source: Author’s Personal Graphing from Questionnaires

As residents living in the city and university students partially live in the city, they
experience the social structure of the city. They generally evaluate the services
provided in the city in a similar way; most of the social output phrases are evaluated
in the same way, while some are evaluated in different ways. (Appendix G. Table
G.4. Evaluations of Social Output by Citizens and University Students)

Table 6. 4. Similar and Different Views of Residents and University Students on

Social Output

There is no difference of opinion between There is a difference of opinion between
residents and university students residents and university students
There is social integration. It has the social The difference is only on
structure that is not point averages and they
othering on the gave a positive opinion
contrary that on the relevant
accepts, that is expressions in both groups
tolerant. as the opinion.

It has a modern, contemporary, libertarian The people of While the residents agree

social structure. Eskisehir on this phrase, the
embrace/accept university students have
university students. indecision status.

University students affect the city and the

citizens positively.

Eskisehir stands out in terms of its social

structure, this structure creates the

contemporary city image (how the city is

assessed externally) under the influence of

leaders and university students.

Source: Author’s Personal Graphing from Questionnaires
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6.2.Evaluations on Facilities, Satisfaction, City Definitions and Brand City

These evaluations are found through ANOVA Test, and significant results are
reported. Porsuk River, sandals, boats, rowboats, sculptures, bridges, parks,
Odunpazar1 Region, high speed train, Barlar Street, accommodation, eating and
drinking places, museums, phaeton are evaluated in the same way by three groups
surveyed who are residents, university students and visitors. However, in some
expressions about the physical structure of Eskisehir, there is a difference between
the survey groups. (Appendix G. Table G.5. Evaluation of Different Groups on the

Physical Transformation)

Table 6. 5. Different Views of Resident and University Students on Social
Output

Residents University Students Visitors

Pedestrian Paths indecisive indecisive positive

Tramway indecisive indecisive positive
Avrtificial Beach indecisive negative indecisive

Pirate Ship positive indecisive positive

Bikes/Bike Paths indecisive indecisive positive

Transportation indecisive positive positive

Source: Author’s Personal Graphing from Questionnaires

Moreover, in some definitions of the city, there is a difference between the survey
groups. The table shows that visitors have a more positive perspective and
evaluation, while the ones who experience the city more as residents and university
students have more critical and unsteady views. (Appendix G. Table G.6. Evaluation
of Different Groups on City Definitions)
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Table 6. 6. Different Views of Resident and

University Students on City

Definitions
; niversit .
Residents UStuo(Iaeri tsy Visitors
Cultural Capital of Turkish World indecisive positive positive
. o . highl o i
Education (university, student) City posgiti\)//e positive prggi?il\)//e
City of Museums indecisive indecisive positive
Thermal City positive indecisive positive
City of History indecisive indecisive positive
Industrial City positive indecisive positive
City of Water positive indecisive positive
Green City indecisive indecisive positive
City of Parks positive indecisive positive
City of Pedestrians indecisive positive positive
City of Bikes indecisive positive positive
City of Festivals indecisive positive positive
City of Firsts positive indecisive positive

Source: Author’s Personal Graphing from Questionnaires

As a result of the analysis made, it is determined that there is no difference between

survey groups in terms of brand city view on Eskisehir. The opinions of residents,

university students and the visitors evaluate the city of Eskisehir as a brand city.

(Appendix G. Table G.7. Evaluation of Different Groups on Brand City)

1 —

00 63 69 73

80 -

60 -

40 ?

20 - — ——

0 . . .

University Residents Visitors
Student Frequency Frequency
Frequency

Figure 6. 1. Brand City Evaluation between Groups

Source: Author’s Personal Graphing from Questionnaires
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As a result of the analysis made, it is determined that there is no difference between
the survey groups in terms of satisfaction level from Eskisehir which means the
satisfaction of living as residents, living partially as university students and visiting
Eskisehir as visitors. The average satisfaction of the students from Eskisehir is 8.10,
residents’ is 8.14 and visitors’ is 8.47. In summary, there is no difference between
the groups in terms of satisfaction, and satisfaction of each group is positive.
(Appendix G. Table G.8. Evaluation of Different Groups on Satisfaction | and Table

G.9. Evaluation of Different Groups on Satisfaction I1)

10,00 - 810 8.14 8,47

9,00 -

8,00 -

7,00 - /

6,00 - /

5,00 - /

4,00 - /

3,00 - /

2,00 -

1,00 : ; .
University Residents Visitors
Students

Figure 6. 2. Evaluation of Satisfaction between Groups

Source: Author’s Personal Graphing from Questionnaires

The respondents are asked if they think Eskisehir is a brand city; it is followed by
open-ended questions according to the main response. In case the response is “yes”,
then they are asked in which area Eskigehir is a brand city, and if the response is
“no”, they are asked whether they want Eskisehir to be a brand city in the future and
why. As this is an open-ended question, the answers are categorized as a result of the
Nvivo analysis through categorization for three groups: residents, university students

and visitors.
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Table 6. 7. In which area the Residents see Eskisehir as a brand city

In which area Eskisehir is a brand city? | Number of phrases

modern 11

-
o

culture

student

education

university

art

social

mayor-Biiyiikersen

innovative

visual

model

tourism

young

livability

Odunpazari houses

wondered

transportation

European-Western

meerschaum

Sazova park-parks

awareness raising in central Anatolia
region

urbanization

local municipalities and investments

rapidly developing in recent years

leader (education, municipalities, social
areas)

peaceful

comfort

welfare

happiness

culture of life

affiliated with the cult

conscious people

thermal

football es-es

industry

shopping malls

(SN PSRN [ RN [T PN RN N TN TN TS Y RSN PN U TN SN §Y 1O DT OY T 1Y Y 1Y [IV] 1o%) BN IS TN S NN o) IEN] RN

no explanation

total definitions 100

Source: Author’s Personal Graphing from Questionnaires

255



In this open-ended question, 69% of the residents who think Eskisehir as a brand city
give 100 answers in total. When these answers are categorized it shows that
Eskisehir is perceived as a brand city in terms of the keywords: modern, culture,
livable, student, education, university, art, social, the mayor (Biiyiikkersen),
innovative, visual, model, tourism, etc. If the responses are categorized according to
more general categories, it is seen that 94 of the answers are defined in these

following groups:

30 -
26
25 A 22 21
20 / 18
15 /
10 / 7
5 /
0 ; . . .
life, society, student, urban culture, art, municipality,
livable, education, transformations, tourism, thermal  Biiyiikersen,
European university, visuality, mayor,
young innovative, urbanization,
model model, leader

Figure 6. 3. Top Branding Fields of Eskisehir according to Residents

Source: Author’s Personal Graphing from Questionnaires
31% of the residents think that Eskisehir is not a brand city; 23 of them wants

Eskisehir to be a brand city in the future while 8 of them not. Their opinions on

Eskisehir about being brand or not are illustrated in the following tables.
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Table 6. 8. Explanations of the Residents who do not see Eskisehir as a Brand
City but have a desire for it

Explanation

I have a desire for Eskisehir to become authentic and developed enough to be a
brand city, for the motto of “City is Eskisehir”” become reality

I have a desire for Eskisehir to develop a more vivid destination image and has
more tourists

Levels of education, culture, industry and transportation necessitate a brand city.
It is a city that is open to novelties besides its strategic location. Provided that
this is utilized, it would complete its vision of innovation in Turkey.

The value that corresponds to the “brand” should be dominant and immediately
prominent. I can’t properly categorize Eskisehir as a brand city. Meerschaum is
unique; however, it’s not well-promoted in the world. We cannot specify it as a
brand in the field of education since it is average in value. It has more than one
characteristic that might be a brand. So yes, it might be a brand but not yet.

If art is supported, investments in the city would increase. This would contribute
to the development of the city and would make Eskisehir a more livable city.
It’s not a brand city yet but I believe that it can be one in the future. The tourist
development is not enough yet, but it is accelerating.

It has values to be a brand.

It might be a brand by bringing its resources into the forefront.

I want to see it as a brand because I am from Eskisehir.

It cannot be a brand city with the current traffic problem; it has to solve this.

I want to see it as a brand because it’s hometown.

It’s a culture, tourist, history and at the same time an industrial city.

It might be a brand in issues such as the universities, meerschaum, culture if
better promoted.

Boron and meerschaum should be better promoted.

It has beautiful places and richness; however, there is no promotion.

I want it to become a brand for its further development.

Who would ever not want to become a brand in the related field?
It can be a brand since it’s appropriate for social development, it’s enlightened
and it’s comfortable to live in.

I want to see Eskisehir as a brand because I love it and want it to be in better
levels.

I want to see Eskisehir as a brand because I love it and want it to be in better
levels.

I want Eskigehir to become a brand so that it can grow.

no explanation
Source: Author’s Personal Graphing from Questionnaires
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Table 6. 9. Explanations of the Residents who do not see Eskisehir as a Brand

City and does not have a desire for

Explanation

Branding would be accompanied by commodification and this would
be in contrast with human life and aliveness.

I neither think that Eskisehir is a brand city nor it has the
characteristics to become one.

I do not want it to become a brand city because the rapid development
in urban scale would affect the livability standards in a negative way.

I do not believe in the necessity of the term “brand city”

Being a brand city does not mean much to the locals.

I do not think that it has characteristics corresponding to “brand”
especially when compared to Istanbul or Bursa.

Venetians cannot live in Venice since it’s expensive and they are
estranged to their own city.

no explanation

Source: Author’s Personal Graphing from Questionnaires

The university students are also asked about branding attitudes through open-ended

questions.

258



Table 6. 10. In which area the University Students see Eskisehir as a brand city

In which area Eskisehir is a brand city? Number of phrases
student 9
young
education
modern
social
university
culture
art
municipality
entertainment
tolerant
European
freedom
tourism
livable (in the circumstances of Turkey)
integration
democratic
love
live
active
dynamic
communication
no alienation
city planning
urbanization
developed
leader in Anatolia
park
tidy, well-ordered
transportation
innovative
sport
in more than one field in the circumstances
of Turkey
natural characteristics
industry
ETI
cheap
no explanation 10
total definitions 99
Source: Author’s Personal Graphing from Questionnaires
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In this open-ended question, 63% of the university students who evaluate Eskischir
as a brand city give 99 answers in total. When these answers are categorized, it is
seen that Eskisehir has a city brand in terms of the keywords: student, education,
university, livability, modern, culture, art, municipality and urban transformations. If
the responses are categorized according to more general categories, it is seen that 83

of the answers are defined in the following groups.

20 20
JU cJd
30 -
25 /
20 /
15 A 10
/‘ 9
10
[ g
/ 1d
5 .
0 . . . . .
student, life, society, culture, art, municipality, urban
education, livable, tourism, entertaintment, transformations,
university, European city planning, visuality,
young urbanization, innovative
leader

Figure 6. 4. Top Branding Fields of Eskisehir according to University Students

Source: Author’s Personal Graphing from Questionnaires

37% of the university students think that Eskisehir is not a brand city while 27 of
them have a desire that Eskisehir will be a brand city in the future, 8 of them have
not and 2 of them give no explanation. Their opinions on Eskisehir about being brand

or not are illustrated in the following tables.
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Table 6. 11. Explanations of the University Students who do not see Eskisehir as

a Brand City but have a desire for it

Explanation

Despite Eskisehir has significantly developed over the last 15 years, it still
has to solve particular problems to become a brand city. One such problem
is the traffic. Provided that these are solved, it can become a brand city.

It has many successful works to deserve being a brand city.

It’s a city known in the fields of culture and art in Turkey. | want it to
become a brand in these areas.

It has shown considerable development compared to previous years and |
believe that it will continue to develop. Provided that the development
continues in this way, it will be a brand city.

It should be a brand city for the benefit of students.
| wish, however, | do not think that it can become one.
Turkey needs cities that can correspond to a perception of a brand.

Eskisehir can become a brand city thanks to its development, tourism
opportunities and its ability to attract tourists.

Being a brand would contribute to Eskisehir’s development and
modernization.

In my opinion every city’s name should be followed by an emotion
(brand).

It deserves it.

A city with the young population. The people are broad-minded. There is
constant development, it deserves being a brand.

Why not?

It’s a beautiful city. Why not being a brand?

Beautiful city. (2 phrases)

| love it.

The social structure and level of culture should change.

no explanation (9 phrases)

Source: Author’s Personal Graphing from Questionnaires
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Table 6. 12. Explanations of the University Students who do not see Eskisehir as

a Brand City and does not have a desire for it

Explanation

I don’t find the branding of the cities logical. I fear that when branded, the
contents would lose quality and it may cause the formation of an ethnocentric
background.

How can it ever be?

I think that if it becomes a brand city, it would lose its beauty, sincerity,
identity. The dynamics of the work would change. Different motivations would
change the quality, aim and scope of the services. Whereas | am happy with the
current situation.

| do not want it to degenerate.

I don’t like the city.

| just do not want it.

No need

no explanation

Source: Author’s Personal Graphing from Questionnaires

A respondent among the university students thinks about the branding of Eskisehir

as:

“I think that Eskisehir is seen as a brand city by domestic tourists or by
people following the media. As far as | witnessed their conversations,
people think that branding in Eskisehir is provided by the municipal
work. It is thought that the city is branded through recreational areas,
landscaping, sculptures, and similar urban arrangements by the
municipality. In my opinion, elements that don’t belong to the cultural
identity of the city in these recreation areas such as Fairytale Chateau
(Masal Satosu), pirate ship cause deidentification; however, some tourists
visit the city to see these elements. Despite these unfavorable things, 1
think that the municipal work has a role in the branding of the city. In
addition, media has a considerable contribution to the process. As an
example, after the news such as ‘The sea came to Eskisehir’, many
friends of mine, who had never seen Eskisehir before, asked me
guestions on this and considered this as a miracle. Again, by the media

news such as ‘a livable city’, ‘a European city’, Eskisehir is started to be
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perceived as something to be curious about and this led to people from
different cities visit the city even as one-day excursions. While | defend
that it is a livable and a European city, | think that these are exaggerated
by the media. 1 believe that Eskisehir being a river city has great
contribution in the branding of the city. This opportunity, that is the
river crossing the city from the center, is tried to be utilized by the
municipality. When compared to Canakkale, another city in which I live,
I can assume that the Eskisehir case is successful. (It is also crossed by
Sarigay; however, it is not utilized such as in Eskigehir) In addition,
Eskisehir shines out with a city identity involving many historical and
cultural values. Odunpazar: houses are an example of these values. |
consider the usage of the ground floors of Odunpazari houses as
commercial units and the continuing residential function on the upper
floor through restoration work as a sustainable conservation approach.
Though | approve of the approach, | disapprove the construction of
buildings that have no relation to traditional houses, such as the Abaci
Mansions. | see meerschaum craft, one of the cultural values, as an
intrinsic art of the city and | believe that the city also comes into the
forefront in this field. Again, art work that is performed in the workshops
in the city such as the glass art positively contributes to the identity of the
city. Apart from these, another field that Eskisehir is perceived as a
brand is being a universities city. The two universities in the city
increase the young population and contribute to the modern structure of

the city. Besides, | see that this also supports being a 24hour city.”

The visitors are also asked about branding attitudes through open-ended questions.
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Table 6. 13. In which area the Visitors see Eskisehir as a brand city

In which area In which area
C Number of N Number of
Esklsehn_' isa phrases Esklsehn_' isa phrases
brand city? brand city?
student 9 freedom 1
modern 9 warm people 1
culture 8 dynamic 1
education 7 being popular 1
among students
livability 7 tourism 1
social 6 science 1
innovative 6 resto.r ation 1
projects
university 5 public space 1
municipality 5 beach 1
city planning 5 tramway 1
art 4 originality 1
parks 4 differentiation 1
young 3 aesthetic 1
entertainment 3 nice region 1
urbanization 3 9l fir S Ui (e 1
fields
development 2 environmental 1
conservation -
green 2 1
usage
Mayor- 2 investment 1
Biiyiikersen
services, projects 2 the tag of “ES” 1
sculptures 2 aviation 1
museums 2 economy 1
transportation 2 industry 1
pedestrian 2 world 1
model 2 meerschaum 1
democrat 1 no explanation 4
European city 1 Total Definitions 132

Source: Author’s Personal Graphing from Questionnaires

In this open-ended question, 73% of the visitors who think Eskisehir as a brand city
give 132 answers in total. When these answers are categorized it is seen that
Eskigehir has a city brand in terms of the keywords: urban transformations, social,

life, student, education, university, Biiyiikersen, city planning, culture, art. If the
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responses are categorized according to more general categories, it is seen that 122 of

the answers are defined in these following groups.

33
35 + 30
0 o
/‘ 5
25 A 21
20 /
/ 14
15 A
10 /
5 /
0 r r r r :
urban life, society, student, municipality, culture, art,
transformations, livable, European education, Biiyiikersen, tourism, science
visuality, university, young  entertaintment,
innovative city planning,

urbanization

Figure 6. 5. Top Branding Fields of Eskisehir according to Visitors

Source: Author’s Personal Graphing from Questionnaires
27% of the visitors think that Eskisehir is not a brand city; 18 of them have a desire

that Eskisehir will be a brand city in the future and 9 of them have not. Their

opinions on Eskisehir about being brand or not are illustrated in the following tables.
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Table 6. 14. Explanations of the Visitors who do not see Eskisehir as a Brand
City but have a desire for it

Explanation
Since it is one of the cities in my country, | want that city to develop.
It is a city that invests in people and has powerful social relationships.
It has the potential to become a brand city; however, it still needs to get far.
The surrounding cities are not brands.
It’s nice to hear new names other than particular cities under the circumstances of
Turkey.
What wouldn’t I want it?
It’s for the benefit of the country.
I of course want it to become a brand city since it’s a model town with the established
works and | believe that anywhere that involves art would provide peace and happiness
for the people. This might be a reason for Eskisehir to become a brand. Besides, I really
liked very much the transportation, order, the respect and the friendly helpfulness of the
residents. .
I think that it already proceeds in being a brand city; however, it still has a long way.
Eskisehir, this pretty and broad-minded city in Anatolia deserves being a brand city.
It’s one of the cities that have the biggest potential to become a brand city.
It should soften its political attitude and be a brand city through work in education and
culture.
| want it to become a model city.
It is a city in progress of being a brand city but has not completed the process yet. I’d
like to visit it again.
no explanation (3 phrases)
Source: Author’s Personal Graphing from Questionnaires

Table 6. 15. Explanations of the Visitors who do not see Eskisehir as a Brand

City and does not have a desire for it

Explanation
It needs more transformation. The number of elegant gastronomic units is inadequate.
Since it’s a students’ town, the facilities are slightly in low quality.
In case the process is not well-managed, being a brand city would affect the cultural and
social infrastructure of the city in a negative way.
The more a brand city, the fastest the degeneration.
If it becomes a brand city, the population would increase beyond the threshold of
Eskisehir.
Looked from diverse points, Eskisehir has different characteristics. When it comes to
branding, it seems to me that only one point is being highlighted; therefore, other
characteristics would disappear.
The current authenticity is sufficient.
| prefer it to remain more compact and more conserved.
Being a brand might cause the degeneration of the current historic and social fabric.
no explanation
Source: Author’s Personal Graphing from Questionnaires
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CHAPTER 7

CONCLUSION: EVALUATION OF FINDINGS

As a result of globalization, cities started to initiate strategies in order to increase
their competitive power. Several cities used the inherited advantages, if any, while
the others have been forced to create new areas of competitiveness. They forced
cities to be creative and learning, innovation, creativity are critical issues for cities in
this competition. In this period, cities have tried to create a new image for their future
development as well. The aim of building a new image is mainly defined by the
attempts to integrate global economic system and triggered by the changes in the
perception of time and space, changes in consumption patterns of people, changes in
travelling practices of people. Obviously, city branding has become the core issue in
creating a new image. The literature shows that the terms related to city branding are
various; such as becoming brand, branding cities, creating a brand, brand cities, the
brand identity of cities, brand image of cities, etc. Therefore, managers, inhabitants,
investors and visitors of cities frequently spell the word “brand” connected to the
cities they manage, live, invest or visit. Several cities use some logos, projects,
strategies, plans, organizations, events, etc. through urban branding or brand
management for reaching their visions about their city brands in various assets such
as culture, tourism, business, etc. In this respect, Eskisehir is a good example of the
city branding attempts in Turkey. It is also a peculiar example since its city branding
strategy has not built upon creating an attraction for financial capital, but to increase
the livability of the city. In fact, Eskisehir is placed at the top of the list of livability
and quality of life index since 2008 among Turkish cities. Moreover, the city has

started to be recognized as a city tourism destination since 2005.
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As the main argument of this thesis, it can be declared that Eskisehir has been
pursuing a branding strategy through supporting the living conditions which means
that acquiring a variety of social, cultural and physical equipment and being fed by a
more modern set of facilities since 1999 the year when Prof. Yilmaz
BUYUKERSEN did start his work in Eskisehir Metropolitan Municipality as a
Mayor, and declared the city as a European city. As a result of this strategy through
the created conditions and facilities, the city becomes attractive and it makes a

difference with the other cities in Turkey.

Therefore, the main task of this thesis is to “make a critical evaluation of city
branding strategies, processes, stakeholders and product” through an experience of
Eskigehir case within the context of urban scale Odunpazar1 and Tepebas1 Districts.
Through this critical evaluation, it is also aimed to discuss the outcomes of the city
branding policies. There are three main questions in this study (see Figure 7.1):

e How is the Process of City Branding in Eskisehir?

e Who are the Stakeholders of City Branding in Eskisehir?

e How is the City and Branding as a product Evaluated by Different Groups of
People?

HI CITY HII
HOW HAS IT EVOLVED TO WHAT? DING CASE OF ESKISEHIR WHO EVOLVED (STAKEHOLDERS' ROLE AND
(PROCESS) T INVOLVEMENT)

“A successful city branding process
can be initiated if the brand identity H III
proposed by local stakeholders HOW HAS IT BEEN EVALUATED?
(municipal leaders) is consistent {PRODUCT EVALUATION)
with the identity of the city and
initiated projects of the city.”

“In a successful branding process, the
local municipalities embrace various local
stakeholders in city branding management

and enhance the cooperation among
“City branding is successful if both city residents them.”
and non-local people with an image have similar
evaluations on the branded image.”

! e OF THE “STAKEHOLDER ANALYSIS”
“ANALYSIS OF THE

BRANDING PROCESS™

“PRODUCT ANALYSIS”

“STRONG AND SUCCESSFUL

“LIVEABLE
CITY/EUROPEAN CITY
BRAND”

(the accumulation of
railway, industrial,

academic and
municipal
developments)
Providing the basic needs
of a city in a conjecture of

Turkey’s urbanization

“COMMON EVALUATION/LITTLE
DIFFERENCE BETWEEN THE BRANDED
AND PERCEIVED IDENTITY”

(the model city that starts to be seen
as a BRAND through aiming at
LIVABILITY (through slogans, visions,
missions), by applying (projects,
plans) and registered (by awards,
ratings)

MANAGEMENT / MANAGER
IMAGE.”
(collection/collaboration/at
projects/success of immigrants,
Chamber of Industry, local
leaders, students) (egocentric)
same vision with segregated
networks

Figure 7. 1. Conceptual Model and Three Main Hypotheses

Source: Author’s Personal Graphing
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In the coming sections, the main steps and issues in the city branding process of

Eskisehir through findings of the dissertation are introduced briefly.

City Branding Process: Identity building

Although Eskisehir had different identities, since 1999 a new identity has been
defined, namely “European city”. This identity is fulfilled with various
transformational projects in urban equipment. It is analyzed that the owner of these
projects is mainly the municipalities. The city has gained a new identity with a
European City strategy and resulting in a livable city and becoming an attractive city
for especially domestic city tourism. This attractiveness is still growing through
accessibility (high-speed railway) and increase in the travelling habit in Turkey, and

people regard the city as a modern and livable city in their evaluations.

Initiated Projects:

The municipal projects are important in city branding paradigm. They mainly
improved the facilities and amenities of the city by making transformations in an

urban environment in Eskisehir.

e Natural Elements: Porsuk River

e Historical Elements: Odunpazari, Haller, Ibis, Factory District

e Cultural and Art Facilities: Opera, Theatre, Cultural Centers (children and
youth), Cultural and Conventional Center, Children’s Symphony Orchestra

e Big Parks and Facilities: Science Culture Park, Kent Park, Selale Park

e Transportation: tram, bridges, pedestrian areas

e Thermal Potentials: hot water-spa and hotels

e Neighborhood community houses: Community houses, public centers

e Centers for Disadvantaged Groups: Down-syndrome people (Down-Coffee
Houses, Assembly Workshop), The Life Village and Alzheimer’s Guest
House, Tepebasi Future Living Labs

269



e Environmental Projects: Solar Energy Animal Irrigation System, Smart Cities
(REMOURBAN), Rural Development Project, Solar Charging Stations, Solar
Panels, Electricity Generation and Solid Waste Recycling Plant

The analysis of the historical identity of the city shows that Eskisehir is a water city.
In the world, there are many settlements having a river passing through the city.
Eskisehir has the water city character not only having Porsuk River but also hot
water-spa potentials in the city centre which goes back to Dorylaion times. Porsuk
River and its surroundings are also the fundamental characteristic places of today’s
urban environment. Moreover, hot water-spa areas and their surroundings (Sicaksular
Region and Hamamyolu) are also the focal places. Porsuk River in the historical
timeline, because of industrial effects has gained bad images with its unqualified
conditions. After 1999 through municipal projects, through the rehabilitation of
Porsuk River, all the bad images were cleared up and the attractiveness of this river
is maintained through various urban elements such as parks, pedestrian paths,
sculptures, bridges, Venice-style gondolas, Amsterdam-style boats. Moreover, the
transformed area is provided with different facilities which include recreational,

sport, cultural, eating places, etc.

Other than Porsuk and surroundings, the traditional settlement Odunpazar: is
another fundamental characteristic place with the urban site and intangible cultural
heritage values. Odunpazari region is being conserved and used through conservation
plans, street rehabilitation projects and implementations, restoration and
reconstruction projects. Today the site area is serving as both a residential area and a
new character with various museums, local fish restaurants and cafes, handicraft
including meerschaum, wood and glass, and various facilities and touristic tours.
Eskisehir is declared as the Culture and Arts Capital of the Turkic World for the year
2013, and also UNESCO 2013 Intangible Cultural Heritage; therefore various
facilities and projects are held in following years in provincial level. Another
historical conservation area is around railway station which includes Haller Youth

Center, Ibis Hotel and Factory District Area and developing as a new attraction point.
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Cultural and art facilities are all provided by three municipalities since 1999 which
are Opera, Symphony Orchestra, Theatre, Cultural Centers for children and young
people, Cultural and Conventional Center. These facilities are accessible both in
price and location; therefore, the people get the benefit of these facilities which
create cultural integrity and continuity. What is more, there are people who find it
more feasible to access from Istanbul buy seasonal tickets for Symphony Orchestra.
In other words, these facilities are attractive not only for the people live in this city,

but also people live in other cities.

Another transformation field that creates attractiveness is the establishment of large
parks: Sazova Science Culture Park, Kent Park. Through these thematic parks,
people find a place for interrelations, recreation, especially children’s entertainment

and scientific educational development, festivals and concerts.

What important also is the accessibility of these facilities increased through

introducing tram and pedestrian-oriented transportation plans and strategies.

All of these projects have made spatial, social and economic transformations in
the city. Therefore, these transformations not only improved the quality of life in the
city but also resulted in the distinction of the city by external users. Currently, there
is the interest of media, visitors-domestic tourists, and other local authorities on
Eskisehir city. The construction sector accelerated and big hotels and boutique hotels
have built in the city. In national level, it is started to be talked about Eskisehir. In
this context, it can be said that the strategies pursued in the city have created city
brands.

The way the brand identity has been introduced and adopted by different

stakeholders

When we analyze these strategies it is seen that although it is defined in 2011-2015

Eskisehir Tourism Master Plan Eskisehir has acceleration in domestic tourism in
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recent years and this plan is prepared for to plan and sustained this tourism
development, Eskisehir is not introduced as a brand city in 2023 Tourism Vision
which identified 19 cities as candidates of cities with brands. Moreover, Bursa
Eskisehir Bilecik 2014-2023 Regional Plan by Bursa Eskisehir Bilecik Development
Agency (BEBKA) does not include city branding strategies of Eskisehir. When we
analyze the local strategies determined by municipalities (in strategic plans) we see
the traces of branding of the city of Eskisehir. What we see here is that municipalities
do not vision or spell the city as a brand, but they pay attention to the living
conditions, life itself, providing a city for people. Moreover, they define a goal as
being a “model” in doing these tasks. After doing all implementations since 1999,
now the city of Eskisehir is being called with some brands. And these brands points
out the life quality of life, livability, social structure, modernity, urban
transformations, local municipality, mayor, city planning, and innovativeness. In
other words, the strategies leading up to create a model city is turning into a brand
in the circumstances of Turkey as a livable, modern city. Moreover, this has created

brand images in the evaluations of different groups.

In Turkey’s urbanization process, Eskisehir visions being a city, a European city;
therefore, becomes a model city as a brand in livability. In Eskisehir, it is analyzed
that by emphasizing “life-city-living” in the mouths of the local leaders of Eskisehir,
it is possible to catch “quality of life” by approaching different groups like children,
young and old and disadvantaged groups such as women, disabled and sick people,
and doing projects on art-culture and recently also nature-energy-smart cities. Then it

can be concluded that in Eskisehir there is a hidden claim of “livable city brand”.

In order to meet these claims, the projects initiated by municipalities made the city
more livable. Moreover, this became the brand of the city. Therefore “A successful
city branding process can be initiated if the brand identity proposed by local
stakeholders (municipal leaders) is consistent with the identity of the city and
initiated projects of the city.” What the local stakeholders (municipalities) declare as
being a city and model as brand identity is consistent with the city identity (Porsuk,

Odunpazari, historical structure, etc.) and initiated projects in Eskigehir by
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municipalities. Of course, it cannot be said that the projects reflect all city identity
elements. But what is made here the increasing city branding value which is directly
related with the improvements performed in physical, cultural and social conditions
in the city. Therefore, the projects provide the livability features in urban equipment.
And a city is a city with not only with its residential areas but also with its

recreational, social, cultural areas.

Figure 7. 2. Initiated projects by Municipalities forming the City brand

@
/
@

@

Source: Author’s Personal Graphing

Then here a question comes “If Eskisehir were a city in Europe, could it draw this
kind of attraction from its country?” As declared in strategic plans of Eskischir
Metropolitan Municipality “Eskisehir is a model city of urbanization of Turkey. We

will continue improving this situation and lead to the process of regaining the cities
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of Turkey”. The Eskisehir example points out the need for more livable Turkish
cities and aspirations of different stakeholder to have livable areas. Actually, what
Eskisehir provided for people is the basic needs of a city, and as described in the
literature European cities mainly have such basic needs, and such implementations
which make Eskisehir a brand city can be considered ordinary implementations in
Europe. Probably being a “European City” for Eskisehir means having the

necessities of a city in the circumstances of Turkey.

The experience of Eskisehir shows that the city is evolving according to the changing
conditions through following up the international agenda which is the European
Urban Charter. This is not an emerging condition what is created in the life, but it is
actually strategically planned. What is not planned but emerged is having a city

brand after all these projects.

The branding process on living conditions and livability has been observed rather
than emphasizing the more competitive power of branding the city in national or
global level. This is not an only economically-directed branding, but if you improve
the local living conditions and create some new living areas and different places in
the city, but not for especially attracting tourists; then the result is the increase in life
quality and livability for the people living in the city. This is a locally focused and
initiated policy on city branding but it has also given birth to make Eskisehir a model
city with a brand of livability in national level. However, this result also attracted
visitors although the brand identity is not about tourism but with a brand identity of
“European City”. Although some of the created places are criticized by different
actors because of being synthetic, what is created is different and is appealing to
people. From this point, “being a model city with a brand of livability at the national
level” contributes to the literature.

The Eskisehir case also shows us not only physical transformations but also social
improvements in the life are critical in cities. In Eskisehir, the analysis indicates that
residents and university students use these cultural and artistic facilities, the opera,

theatres, etc.; therefore, what provided mainly reach users, and this is an achievement
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of the municipal stakeholders’ target to create areas of interaction. The use of these
facilities is important because if the people do not use these areas, then these areas
have not the chance to create interaction, as it is criticized for the gated communities.
Gated communities include very luxury facilities or services and they use special
areas and prefer to go shopping malls, etc. Eskisehir case is not showing us such
tendency of developing the city through shopping malls, luxury gated communities,
etc. It is not something having option value, which means knowing the availability of
a facility although not using this facility, because having the idea of the ability to
reach something makes also satisfaction. However, there is both usage of such
facilities and satisfaction of living in Eskisehir. So, if something else other than
consumption society serves is done, it can also satisfy people as in Eskisehir where
we see that both physical and social transformation areas are managed to enhance the
interaction among people. In that respect, Eskisehir case is a model in Turkey. In the
World, city branding strategies also follow up creating social interaction places
through physical transformations. This is observed in all cities that desire to be
brand, especially the public transformation projects and they tried to shine out
through these projects. From this perceptive of the literature, it can be said that there
is a parallel behavior in the World cases through implementing social places through

physical transformations.

In the global context, the literature shows us that the dominant approach in city
branding emphasizes competition, being a global city, being important, being more
competitive, and being number one, more emphasis on creating a strong image,
creating international events, dominating the world and serving the world. However,
in Eskisehir, the case indicates a livability, social, life quality brand. This is a case
which does not vision competitiveness but livability. From this perspective, within the
scope of the criticisms made for city branding concept, the findings of the study gain
importance due to the fact that it is a respondent to city branding essence. When we
look at the literature on the city branding, many criticisms such as competition
madness, injustice, loss of city identity, environmental destruction, consumption,

socialization, the commodification of cities have declared. The Eskisehir example, lie

275



as supporting this critical view, makes an important contribution since it is a
branding that emphasizes “quality of living”. The leaders express that the city is a
brand, but when they express this they do not show a stance of adhering being brand
or speak highly of being a brand. In that respect, Eskischir case is showing a counter
model in Turkey and in the world. Actually, a project addresses the human scale;
therefore, it maintains the attraction, usage and success.

In the literature, we see the cases in city branding process implementing
conservation, restoration and street rehabilitation projects in the historical
environment. Through these projects the cities achieve revitalization and
regeneration; therefore, they create cultural, social and economic revitalization and
regeneration. This behavior is taken over also in Eskisehir, in Odunpazari, railway
station and surroundings and Factory District through restoration, reconstruction,
street rehabilitation, and new construction projects. Therefore, the urban site area and
in some civic buildings which are listed as cultural assets have been gaining new
functions, like hotels, museums, commercial places. From this perceptive, it can be
said that there is a parallel strategy of Eskisehir with respect to the World cases

through conserving-using the historical environment.

Another method used the cases in city branding process creating new images for the
attraction of users. This can be by urban transformation projects, public spaces such
as squares, architectural elements such as buildings, statues, etc. From this
perceptive, it can be said that Eskisehir followed a parallel behavior with the world
cities through using new images through creating interrelation places which are
Sazova Science Culture Park, Kent Park, and also the sculptures, gondolas and
bridges. Some municipalities have implemented or projected the idea of gondolas in
Eskisehir: Munzur Stream in Tunceli, Kilig6zii Stream in Klrsehir159, Seyhan River

160

in Adana™", Biiylikgekmece Lake in Biiyiikkgekmece (and ordered 10 gondolas from

159 http://www. haberturk.com/kirsehir-kilicozu-deresi-nde-gondol-sefasi-1766823

190 http://www.iha.com.tr/adana-haberleri/dolar-bozdurana-gondol-gezisi-bedava-adana-1565922/
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181 Yesilirmak River in Tokat'®. Therefore,

Eskisehir Metropolitan Municipality)
these new images could be an inspiration and the behavior of other municipalities,
like a trend. Moreover, it also shows that a model of “Porsuk River Projects” can
give ideas for awarding about their own local potentials. Moreover, it can be said that
water as a connection element can bring people as an interrelating urban element.
Another example is the artificial beach which is also projected by Kahramanmaras

Metropolitan Municipality™®3.

Stakeholder’s perspectives and concerns

In the case of city branding of Eskisehir, there is the management of the process
through offering physical transformations, culture-art facilities and social integration
amenities which provides the basic needs of the society and making improvements in
this regard; with this way becomes a city brand in the field of livability and a model
of this in the conjecture of Turkey. In this way, the municipalities vision of being a
model in the strategic plans and referencing the European Urban Charter in
Metropolitan Municipality declarations. In order to meet the vision, what the
municipalities implement projects and this made the city more livable. This case
builds its city policy in the form of using the European City image, city and life
slogans and projects, providing citizens’ well-being and thus creating an image/brand
at the country level; and at the end accepts it is a brand city. In this example, being a
brand city is not part of an inclined vision, but the visions as a whole in the city have
created the brand city of Eskisehir. That is being a brand for Eskisehir is not in
national plans/visions, not in regional development plans, not in strategic
plans/visions of local municipalities, not in municipal projects and implementations,
not in NGOs projects, but in reality (media search, questionnaires). And, this became
the brand of the city. In this respect, the case is showing a city evolving according to

the changing conditions by following the international agenda. This is not an

161 http://www.bcekmece.bel. tr/tr-tr/Buyukcekmece/Haberler/Sayfalar/Buyukcekmece-Golunde-
gondol-sefasi.aspx
162 http://www.milliyet.com.tr/yesilirmak-ta-gondol-sefasi-yapilacak-tokat-yerelhaber-2337097/

163 http://www.marasmanset.com/guncel/hayal-denilen-proje-gercek-oluyor-h9200.html
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emerging condition what is created in the life, but it is actually strategically planned.
What is not planned but emerged is having a city brand after all these
implementations. “An emerged city brand” is something unique because it is a very

unusual example when we look at the cases in the world.

Mr. BUYUKERSEN’s influence in the city has been continuing since 1999. This is,
in fact, the most fundamental factor in maintaining the continuity of the environment.
At this point, we can talk about the leadership of Biiyiikersen, as being a local man
who analyzed the locality well. This can be the main reason reactions of the objected
projects in life. Moreover, this can also be a reason for objecting to the “city” itself in
visions. Three municipalities in the metropolitan area in Eskisehir have actually
taken a “city/life” approach to a basic goal with different projects. When we
analyzed the network map of the projects of these municipalities, the joint projects
with other stakeholders show us the existence of an “egocentric” network, which
indicates collaboration among different stakeholders. In other words, the
municipalities implement their projects with other stakeholders in order to satisfy

users. It denotes that collective actions of municipalities create city brand.

Therefore, as declared in hypothesis “In a successful branding process local
municipalities embrace the locality in city branding management and cooperate with
different stakeholders” the municipalities cooperate based on their visions in
separate projects, and these projects directly focus on the locality as can be seen in

these three findings of management.

e Follow-up the international agenda,

e Physical transformations and

e Interrelating society of different groups: women, children, young, elderly
people, disabled people.

Because when the goal is livability then the target group is the society itself,
including all the users in the city. However, Eskisehir is a not city that has solved all

problems yet, as declared in open-ended questions in the questionnaires, there are
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transportation problems in the city. But, the environment created in the city displays
an attitude differentiating from the cities in Turkey and through some indexes in

livability stands out a model.

The city branding case of Eskisehir brings about a new perspective: the issue of
quality of life in Turkish cities. In many cities, while the built-up environment has
been transformed by the use of norms of the consumption society through shopping
malls, residents, etc., Eskisehir case indicates the importance of quality of life and
livability (or the discussion of these concepts) which focuses on more social areas,
interaction areas, cultural activities and city attributes as showing a modelling role in
Turkey. The questionnaires show us the residents, university students and visitors all
declared their satisfaction to the extent that they have experienced, from the point of
living, educating or visiting. And the visitors’ satisfaction is the most positive
evaluation. There are many city tours coming from various cities to experience the
city. This actually shows us the visitors’ aspirations for other quality of living than
they have in their cities. For example, there are visitors who come from surrounding
cities to Eskisehir for the artificial beach, although the university students in the city
were not fully convinced the necessity of such recreational and social facilities. As
we know from the case study findings, the city leaders do not concern being a brand
city in a field, except being a European city, but calling as a brand city in living
conditions. Therefore, these emerging brand calls exemplify a desire for alternative
living styles in Turkey. In daily lives we may think that people do demands on
residential areas only; however, if the living style is provided through social
facilities, urban equipment and social cycles then it gets positive reactions not only
by residents and university students in the city but also visitors of the city. Livability
mentioned here and declared in the questionnaires is not based on private (housing)
consumption but “city attribute”. This is also meaningful from the point of urban
planning. In Turkey, urban planning procedures and standards are defined through
Development Law with Law No: 3194 and its regulations. However, we see that
Turkish cities still facing urban quality problems as a result of not-able to-be-

urbanized. Unfortunately, Turkish cities still have the problems of settlements with
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low quality of life and livability as a result of squatter housing, various repentance
laws. This shows that there are problems in building audit mechanisms. Even the
provision of the sufficient qualified housing areas is a problem in Turkey;

unfortunately, the provision of facilities is still a major problem.

Moreover, in the context of political concerns, social state policies are reflected in
the city, the projects are produced for the citizens, furthermore, the city has become a
unique city, then all of these also have brought about the branding of the city and its
consequences have become good examples for the whole of Turkey. In Turkey, it is
observed that the local authorities are dependent on central management both for
investments and development of cities and also for planning (although the
municipalities are authorized with making and approving urban spatial planning
through Development Law with Law No: 3194). As indicated in the findings of the
questionnaires the respondents did not agree on the role of the central government
and private sector’s effect in the city of Eskisehir; that is they don’t point out these
two in their evaluations. In this thesis, the projects of other stakeholders in the city
are not analyzed; surely they have projects in the city. What is trying to be said here
is that in the perception of people, Biiyiikersen and the municipalities have the
dominant role, but the central government and private sector are indifferent. From
this point, as a local management model, the Eskisehir case is showing a strong local
government making effort in maintaining socialization through producing new places
and a living style for society. So, it is a model how a strong local management could
be built which can give us clues for a local management model. Therefore, this
model through protecting the quality of life by local governments is raising the

awareness on the subject of “localization” and “embracing the locality”.

Through the vision of being a model in the strategic plans of municipalities, they
used such slogans: European City, Odunpazar1 to be lived, Life is in Tepebasi, City
is civilization, City is beauty, City revises old, City gives life, City is culture and art,
City is future, City is history, City protects values, City educates. Metropolitan
Municipality uses such slogans referencing European Urban Charter. Similarly, the

literature points out that the cities use some logos, slogans, mottos, etc. through
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urban branding or brand management for reaching their visions about their city
brands. From this perceptive, it can be said that there is a common tendency among

different world cities in using attractive mottos.

In the case of city branding of Eskisehir, the leading group (3 municipalities) has
joined together with respect to their strategies. Although the municipalities do not
call their strategies as brand creation strategies, they initiated a strategic approach
starting with a search conference for common mind for the future of Eskisehir. From
this point of view, the starting of the process includes participative behavior,
although Turkish legislative frame does not include participation process in planning.
In the process of management, there are the projects shows efforts for the creation of
places for the participation of citizens which are the tools for creating an active
citizenship for different groups in the society, such as City Councils, Women

Assembly, Youth Centers, Children Centers, and Elderly People Centers.

The differences among different groups on the work that led branding Eskisehir

as a European city

The questionnaire survey covered three different groups: residents, university
students, and visitors. These three groups differ from each other from the point of
experiencing the city. The residents live in the city and they actually experience the
city; therefore, they see the real city, not the imagined or branded city. University
students experience the city partially since they live in the city partially; therefore,
they have partial reality and partial virtuality in their minds, because they use the city
generally in school time, and they have the advantages of the city from the point of
especially education or leisure. However, the visitors do not have experience on
living in the city; but they have images about the city through different tools such as
television programs, things in written, drawn and advertised in newspapers, social

media and websites, friends, and their former visits of this city.

This discussion is hypothesized in order to understand if there is a difference
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between the evaluations of different groups: experienced the city, semi-experienced
the city, not experienced the city. The claim is if the difference between branded
identities and perceived identities is small then the branding strategy which is more

realistic and strong.

Figure 7. 3. Synthesis of Brand Identity-Positioning-ldentity of Three groups:
Resident-University Students-Visitors

Source: Author’s Personal Graphing

When we look at the findings of questionnaires we see that there is a common
evaluation on city images and branding of the city by both residents, university
students and visitors that the city has recreated itself positively. The opinions of
residents, university students and the visitors evaluate the city of Eskisehir as a brand
city 63% of the university, 69% of the residents and 73% of the visitors. Moreover,
the average satisfaction of the students from Eskisehir is 8.10, residents’ is 8.14 and
visitors’ is 8.47. In summary, there is no difference between the groups in terms of
satisfaction, and the satisfaction of each group is positive.
282



Table 7. 1.

Top Branding Fields of Eskisehir according to Different Groups

1% brand 2" brand 3" brand 4" brand 5" brand
group group group group group
The
Urban CL
2 Life, society, Stude_nt, transformations, | Culture, art, mgn!glpallty,
5 livable edycanpn, visuality tourism Biyukersen,
= Europea'n university, innovativé thermall mayor,
4 (26 people) young model , (18 people) UEET ZEer,
(22 people) 21 people) model, leader
(7 people)
The
> Student, . . municipality, Urban
E é education, L'fﬁ’vzg?éety’ Culture, art, | entertainment, | transformations,
o -§ university, Europea{n tourism city planning, visuality,
'E':) B young (29 people) (10 people) urbanization, innovative
(30 people) ( IeaderI ; (5 people)
9 people
The
Urban Life. societ Student, municipality,
g transformations, Ii;/able 4 education, Biiytikersen, Culture, art,
= visuality, Europea{n university, entertainment, | tourism, science
s innovative (30 people) young city planning, (14 people)
(33 people) (24 people) u(rbanizatio)n
21 people

Source: Author’s Personal Graphing from Questionnaires

Firstly, the three different groups surveyed in the questionnaires have as the first
brand group which is most related to themselves. That is while the first evaluation for
residents is on social structure and living, the first evaluation of university students is
on the education-university-student behaviour of the city, and the first evaluation of

the visitors is on urban transformations, visuality, innovative, etc.

Visitors are making comments on the livability of Eskisehir as the second group of
evaluation as the people who do not live in the city. This is interesting because they
are the people who do not experience the city. What they see in Eskisehir with city
tours is making the brand images on the social life and quality of life in Eskisehir.
When they visit by a tour agency, the visitors go around Porsuk (city centre, Adalar,
Kopriibasi), Odunpazar1 (Museums, Atlihan Bazaar, Kursunlu Kiilliyesi), parks
(Kent Park, Sazova Science Culture Park, Selale Park), and Haller Youth Center.
Moreover, they see a vital daily life outside, an open society view, a lot of students or
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young people around. They sometimes get the benefit of Opera, or just know there is
an Opera in Eskisehir. All these collections meet with their mental map created on
Eskisehir through hearsays, media, television, newspapers, billboards, friends, and
indexes on Eskisehir. Therefore, these collections of mental maps of visitors make

evaluations on the livability of Eskisehir without living there.

As the findings of the three groups make similar evaluations on the characteristics of
the city and brand image, it can be said that it is a successful city branding strategy
since it has the ability to make similar perception for different groups. From this
point of view, this thesis and the research study put forward in city branding
literature where there is a lack in empirical studies in order to understand impacts of
city branding from a collective group of residents, university students and visitors

point of view.

Recommendations for further research

City branding/image building is a new paradigm which is still been developing and
this study mainly focused on the process, stakeholder and product regarding city

branding practices in Eskisehir after 1999.

The study shows that city branding can be used for different aims, including
improving the quality of life in cities, and should not be restricted to the
enhancement of competitiveness. The policymakers should think that if they focus
on the quality of life and social enhancement of local citizens, these policies can

bring competitive power at a later stage.

This thesis and the research study aimed to fill the gap in the city branding literature,
which has the lack of empirical studies in order to understand impacts of city
branding policies and practice from residents, university students and visitors points
of view. The perspective of entrepreneurs on the economic impact of branding can be
handled by further studies.
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When Eskisehir is compared to the global and national cases, city branding issues
should be connected to studies in city planning, regional and national development
planning, public administration, urban policy making, and urban management. Since
the city is dynamic and complex, and not dough to be shaped for a single bazaar, it
should be not the marketing of the city or make a Disneyfication of a city, but finding
the essence of the city, society and brand. In fact, the thesis shows that dealing with
the city has a much more complex process of urban planning, contrary to the fact that
the planning of the space can be a brand city by providing the conditions listed in the

literature.

Eskisehir used its two main assets in urban strategies that directly affect its city
branding and image building process. One is the Porsuk River as a natural and
geographical asset which connects various green areas, entertainment as an
interrelation socio-recreational place. The second is Odunpazar as a historical and
traditional urban settlement which provides various museums, entertainment as an

interrelation socio-cultural place.

As being called as a brand city and as entertaining the visitors as the city tourism is
increasing through especially city tours, further studies can be proposed for
preparing a strategic city branding plan for Eskisehir in order to sustain or re-brand
or rebuild images. Moreover, in such a plan the current assets (Porsuk and
Odunpazart complexes) can be developed. In recent years, there has been a new
project as a Modern Art Museum by Kengo Kuma & Associates which is the
architectural office of the Japanese architect Kengo Kuma project to be built in the
Odunpazar1 urban site area. This Project can enhance city branding efforts of
Eskisehir. Moreover, there are other potential areas that can be dealt with in branding
strategies. Kizilinler and Frig Valley is a thermal tourism potential in the North side
of the city which is connected to the city centre with Porsuk. This area has an
environmental plan at the scale of 1/25.000 as tourism centre where is declared by
the Ministry of Culture and Tourism. Some parts of the whole area do also have

implementation plans. There is a high potential in this area which can stimulate both
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national and international investments and attract people in a global scale through its
health and tourism functions. Another potential area is Factory District Area where
various Republican industrial heritages are waiting for gaining their new functions.
These two regions also can be attached to the existing livability brand. What is more,
TULOMSAS and Sugar Factory Areas, as having registered building complex,
can be part of a branding strategy of Eskisehir with their industrial identity in the
future through conservation and usage projects. Besides, all these areas have their
own historical background; therefore, the knowledge of their contribution to the city
can be used in museums through transferring this knowledge to people and

maintaining public awareness in conservation and history.

What is more, the global agenda focus on smart city cases nowadays. In Eskigehir
also there are some start-up projects in this field. Tepebasi Municipality is
implementing a project called REMOURBAN which deals with the environment,
energy consumption, CO, emissions reductions, low-energy districts, sustainable
mobility, integrated infrastructure and society for Smart Cities. This can be also a
city branding issue which can give way to international connections and

national/local needs through attaching to the existing livability brand.

Afterword

Although the full-time users of the city have different priorities in some issues than
part-time users, the city of Eskisehir is regarded as a model for Turkey, as being
more modern and having reached more European standards. In fact, this image
shows the success of the city branding strategy initiated by municipal leaders and

managers has been adopted by the different segments of the public.
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APPENDIX A

IDENTIFICATION BADGE IN FOCUS GROUP INTERVIEW

SEHIR VE BOLGE PLANCISI ODAK GRUBU DEMOGRAFISI

TARIH: SAAT: YER:
Uzmanhk alan(lar)imz Ne kadar siiredir Deneyiminiz hangi
nedir? mesleginizi alanlardadir?
. >
] Sehir planlama surdiriyorsunuz: (] Kamu
] Bolge planlama s yildan az L] Ozel

| Kentsel tasarim

| Kentsel doniisiim

L] 5-10 yil arasi
[] 11-20 ynl
L] 20 yildan fazla

] Universite

| Oda, dernek

[] Diger [] Diger
(coveverernannnnennnnne T
(coveverernannnnennnnne N
(coveverernannnnennnnne

Kag yildir Eskisehir’de Yasmiz? Cinsiyetiniz?
yastyorsunuz? ] 2530 ] Kadmn

L 5 yildan az ] 31-40 ] Erkek

L] 510 yil arasi (] 41-50

L] 11-20 yil ] 51-60

L] 20 yildan fazla

| 60°dan fazla

Source: Author’s Personal Graphing
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APPENDIX B

SEMI-STRUCTURED INDEPT-INTERVIEW AND FOCUS GROUP
INTERVIEW

B. 1. Semi-Structured Indept-Interview — Ahmet ATAC, DDS (Mayor of
Tepebas1 Municipality)

EVRIM KOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
YENI EKONOMIK KALKINMA ACISINDAN KENT MARKALASMASIT / MARKA YARATMA: ESKISEHIR ORNEGI
TEZ YONETICIiSi: PROF. DR. AYDA ERAYDIN
TEPEBASI BELEDIYE BASKANI DT. AHMET ATAC ILE BIREBIR GORUSME

TARIH: / /2014

SAYIN DT. AHMET ATAC
DUNYADA KENT MARKALASMASI / KENT IMAJI YARATILMASI EGILIMI GIDEREK ARTMAKTADIR. ESKISEHIR.
BU KONUDA TURKIYE'DEKI LIDER KENT OLMASI SEBEBIYLE TEZ GALISMASININ ORNEK CALISMA ALANI
OLARAK SECILMISTIR.
“NE OLDU DA ESKISEHIR YENI BIR IMAJ YARATABILDI VE BU AMAGLA YAPILAN UGRASLARIN SONUGLARI
NELERDIR?” TEMEL ARASTIRMA SORUSUNDAN YOLA CIKAN BU TEZIN YONTEMI UCAYAKLIDIR:
1. SUREC VE PAYDAS ANALIZI
2. URUN DEGERLENDIRME ANALIZI
3. YEREL EKONOMIK ETKI ANALIZI

“YENI EKONOMIK KALKINMA ACISINDAN KENT MARKALASMASI / MARKA YARATMA: ESKISEHIR ORNEGI” ISMIYLE
SURDURMEKTE OLDUGUM DOKTORA TEZIM KAPSAMINDA ESKISEHIR KENTINDE, KENT IMAJ/MARKASININ
YARATILMASINA ETKI EDEN SURECLERIN ANALIZI ILE PAYDASLARIN/AKTORLERIN ROLLERININ VE
ILISKILER AGININ ANALIZINE YONELIK OLARAK BU BIREBIR GORUSMEYI YAPMAYI PLANLIYORUM.

YEREL YONETIMLERIN KENTIN PEKCOK BOYUTUNA DOGRUDAN ETKIiSI OLDUGU VE YEREL LIDERLERIN DE
BU ETKIDE BASAT ROL OYNADIGI GORUSU CERCEVESINDE. ESKISEHIR TEPEBASI BELEDIYE BASKANI
OLARAK SIZIN AGZINIZDAN KENTI OKUMAK VE ANLAMAK BU TEZ CALISMASI ACISINDAN BUYUK ONEME
SAHIPTIR. BU BAGLAMDA, TEZ CALISMASININ SAGLIKLI BIR SEKILDE YURUYEBILMESI ICIN SIZINLE BIREBIR
GORUSME YAPILMASI GEREKLILIGI DOGMAKTADIR.

BIREBIR GORUSMEMIZ 3 BOLUMDEN OLUSMAKTADIR:

1. NE TUR BiR KENT iIMAJININ'MARKASININ NASIL YARATILDIGINI ANLAMAYA YONELIK OLARAK
ESKISEHIR KENTININ FARKLI iIMAJLARININ SUREC OLARAK DEGERLENDIRMESINI YAPAR MISINIZ?

ESKISEHIR DE KENT MARKALASMASI NASIL BASLADI VE GELISTI?
NASIL BIR KENT IMAJI YARATILMAK ISTENMIS VE NE YARATILMISTIR?

HANGI URUN VE DEGERLER KENT IMAJINDA KULLANILMISTIR? ESKISEHIR'IN EKONOMIK, TOPLUMSAL VE
POLITIK YAPISI KENT IMAJINININ YARATILMASINA NASIL ETKI ETMISTIiR?

KENT MARKALASMASINA YONELIK FAALIYETLERIN YARATICILIK, YENILIKCILIK VE ESINLENMELER
ACISINDAN DEGERLENDIRMESINI YAPAR MISINIZ?

2. AKTORLER AGI ANALIZI KAPSAMINDA ESKISEHIR KENT IMAJININ/MARKASININ YARATILMASINA
ONCULUK EDEN PAYDASLAR KIMLERDIR VE BU PAYDASLAR HANGI KONULARDA ISBIRLIGT VE
CATISMA YASAMISTIR?

PAYDASLAR KIMLERDIR?
FARKLI PAYDASLARIN KENTIN MARKALASMASI/IMAJ YARATMASINDAKI ROLLERI NELERDIR?
PAYDASLAR ISBIRLIGI/DAYANISMA MI YOKSA CATISMA MI YASADILAR?

FARKLI GRUPLARIN (VATANDASLAR, UNIVERSITELER, SIVIL TOPLUM KURULUSLARI) KENTIN
MARKALASMASI HUSUSUNDAKI KATILIM METODLARI, STRATEJLERI VE ARACLARI NELER OLMUSTUR?
ORNEGIN VATANDASLARIN KENT MARKALASMASI PROJELERINE KATILIM KONUSUNDA AKTIF., PASIF.
IZLEYiCi OLMA DURUMLARI NEDIR?

FARKLI GORUSTEKI YEREL LIDERLERIN KENTE/KENT IMAJINA BAKISL GORUSLERI, ROLLERI
UYGULAMALARI FARKLI MIDIR? ORNEKLER MISINIZ?

3. KENT IMAJININ'MARKASININ NASIL DEGERLENDIRILDIGINI ANLAMAYA YONELIK OLARAK
ESKISEHIR KENTININ MEVCUT VE GELECEK IMAJI KONUSUNDAKI YORUMLARINIZ NELERDIR?

FIZIKSEL, TOPLUMSAL, EKONOMIK, POLITIK ACIDAN MEVCUT KENT IMAJINI NASIL DEGERLENDIRYORSUNUZ?

SIZE KENT IMAJI ILE ILGILI FARKLI GRUPLARIN (ESKISEHIR HALKI ZIYARETCILER, YATIRIMCILAR) NASIL
DONUSLERI OLUYOR?

ESKISEHIR’IN GELECEK KENT IMAJI HAKKINDAKI ONGORULERINIZ VE ONERILERINIZ NELERDIR?

Source: Author’s Personal Graphing
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B. 2. Semi-Structured Indept-Interview — Lawyer Kazim KURT (Mayor of
Odunpazar1 Municipality)

EVRIM KOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
YENI EKONOMIK KALKINMA AGISINDAN KENT MARKALASMASI / MARKA YARATMA: ESKISEHIR ORNEGT
TEZ YONETICISI: PROF. DE. AYDA ERAYDIN
ODUNPAZARI BELEDIYE BASKANI AV. KAZIM KURT ILE BIREBIR GORUSME

TARIH: / /2014

SAYIN AV, KAZIM KURT
DUNYADA KENT MARKALASMASI / KENT IMAJI YARATILMASI EGILIMI GIDEREK ARTMAKTADIR. ESKISEHIR,
BU KONUDA TURKIYE'DEK! LIDER KENT OLMASI SEBEBIYLE TEZ CALISMASININ ORNEK CALISMA ALANI
OLARAK SECILMISTIR.

“NE OLDU DA ESKISEHIR YENI BIR IMAJ YARATABILD! VE BU AMACLA YAPILAN UGRASLARIN SONUCLART
NELERDIR?” TEMEL ARASTIRMA SORUSUNDAN YOLA CTKAN BU TEZIN YONTEMI TICAYAKLIDIR:

1. SUREC VE PAYDAS ANALIZI

2. TRTN DEGERLENDIRME ANALIZE

3. YEREL EKONOMIK ETKI ANALIZI

“YENI EKONOMIK KALKINMA ACISINDAN KENT MARKALASMASI / MARKA YARATMA: ESKISEHIR ORNEGI” 1SMIYLE
SURDURMEKTE OLDUGUM DOKTORA TEZIM KAPSAMINDA ESKISEHIR KENTINDE, KENT IMAJ/MARKASININ
YARATILMASINA ETKI EDEN SURECLERIN ANALIZI ILE PAYDASLARIN/AKTORLERIN ROLLERININ VE
ILISKILER AGININ ANALIZINE YONELIK OLARAK BU BIREBIR GORUSMEYT YAPMAYI PLANLIYORUM.

YEREL YONETIMLERIN KENTIN PEKCOK BOYUTUNA DOGRUDAN ETKISI OLDUGU VE YEREL LIDERLERIN DE
BU ETKIDE BASAT ROL OYNADIGI GORUSU CERCEVESINDE, ESKISEHIR TEPEBASI BELEDIYE BASKANI
OLARAK SIZIN AGZINIZDAN KENTI OKUMAK VE ANLAMAK BU TEZ CALISMASI ACISINDAN BUYUK ONEME
SAHIPTIR. BU BAGLAMDA, TEZ CALISMASININ SAGLIKLI BiR SEKILDE YURUYEBILMES] ICIN SIZINLE BIREBIR
GORUSME YAPILMASI GEREKLILIGI DOGMAKTADIR.

BIREBIR GORUSMEMIZ 3 BOLUMDEN OLUSMAKTADIR:

1. NE TUR BiR KENT IMAJININ/MARKASININ NASIL YARATILDIGINI ANLAMAYA YONELIK OLARAK
ESKiSEHIR KENTININ FARKLI IMAJLARININ SUREC OLARAK DEGERLENDIRMESINI YAPAR MISINIZ?

ESKISEHIR'DE KENT MARKALASMASI NASIL BASLADI VE GELISTI?
NASIL BIR KENT IMATI YARATILMAK ISTENMIS VE NE YARATILMISTIR?

HANG! URU'N VE DEGERLER KENT IMAJINDA KULLANILMISTIR? ESKISEHIR'IN EKONOMIK, TOPLUMSAL VE
POLITIK YAPISI KENT IMAJINININ YARATILMASINA NASIL ETKI ETMISTIR?

KENT MARKALASMASINA YONELIK FAALIVETLERIN YARATICILIK, YENILIKCILIK VE ESINLENMELER
ACISINDAN DEGERLENDIRMESINI YAPAR MISINIZ?

2. AKTORLER AGI ANALIZI KAPSAMINDA ESKISEHIR KENT IMAJININ/MARKASININ YARATILMASINA
ONCULUK EDEN PAYDASLAR KIMLERDIR VE BU PAYDASLAR HANGI KONULARDA [SBIRLIGI VE
CATISMA YASAMISTIR?

PAYDASLAR KIMLERDIR?
FARKLI PAYDASLARIN KENTIN MARKATLASMASIIMAT YARATMASINDAK] ROLLERT NELERDIR?
PAYDASLAR ISBIRLIGI/DAYANISMA MI YOKSA CATISMA MI YASADILAR?

FARKLI GRUPLARIN (VATANDASLAR, UNIVERSITELER, SIVIL TOPLUM KURULUSLARI) KENTIN
MARKALASMASI HUSUSUNDAKI KATILIM METODLARI, STRATEJILERI VE ARAGCLARI NELER OLMUSTUR?
ORNEGIN VATANDASLARIN KENT MARKALASMASI PROJELERINE KATILIM KONUSUNDA AKTIF, PASIF,
IZLEYiCi OLMA DURUMLARI NEDIR?

FARKLI GORUSTEKI YEREL LIDERLERIN KENTE/KENT IMAJINA BAKISL GORUSLERI, ROLLERI,
UYGULAMALARI FARKLI MIDIR? ORNEKLER MiSiNiz?

3. KENT IMAJININ'MARKASININ NASIL DEGERLENDIRILDIGINI ANLAMAYA YONELIK OLARAK
ESKISEHIR KENTININ MEVCUT VE GELECEK IMAJI KONUSUNDAKI YORUMLARINIZ NELERDIR?

FiZiKSEL, TOPLUMSAL, EKONOMIK, POLITIK ACIDAN MEVCUT KENT IMAJINI NASIL DEGERLENDIRYORSUNUZ?

SIZE KENT IMAJI ILE ILGILI FARKLI GRUPLARIN (ESKISEHIR HALKI, ZIYARETCILER, YATIRIMCILAR) NASIL
DONUSLERI OLUYOR?

ESKISEHIR'IN GELECEK KENT IMAJI HAKKINDAKI ONGORULERINIZ VE ONERILERINIZ NELERDIR?

Source: Author’s Personal Graphing
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B. 3. Focus Group Interview with City Planners in Eskisehir
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TEZ YONETICISI: PROF. DR. AYDA ERAYDIN

ODAK GRUP GORUSMESI:

“ESKISEHIR’DE FARKLI CALISMA ALANLARINDAKI SEHIR VE BOLGE PLANCILARININ ESKISEHIR KENT IMAJINA

BAKISI”
09.01.2014 / ANADOLU UNIVERSITESI IKi EYLUL KAMPUSU YER VE UZAY BILIMLERI ENSTITUST

GORUSMEMIZ SES/GORUNTU KAYIT CIHAZI VE RAPORTOR ARACILIGIYLA
KAYDEDILECEKTIR.

YAPILAN BU KAYITLAR, PROJEDE GOREVLI ARASTIRMACILAR TARAFINDAN
RAPORLASTIRILACAK VE BU RAPORLARDA KESINLIKLE KATILIMCILARIN ADLARI YER
ALMAYACAK VE BU ADLARA ATIFTA BULUNULMAYACAKTIR.

GORUSMENIN AKISI VE DUZENI ACISINDAN CEP TELEFONLARINIZININ GORUSME BOYUNCA
KAPALI TUTULMASI GEREKMEKTEDIR.

GORUSME BASLANGIC SAATI: .

ODAK GRUP GORUSMESI AKISI

1. TANISMA

2. ODAK GRUP GORUSMESININ KONUSU VE AMACI

3. GORUSME YAKLASIK OLARAK 90-120 DAKIKA KADAR SURECEKTIR.

4. GORUSMENIN SEKLI VE iZLENECEK YOL

5. TARTISMAYA GIiRIS SORULARI

1.

2.

EN COK BEGENDIGINIZ SEHIR HANGISIDIR? NEDEN? BU SEHIR ILE ILGIiLI AKLINIZA ILK
OLARAK NE GELMEKTEDIR?

DUNYA KENTLERINE BAKILDIGINDA KENTLERI ILE BIRLIKTE ILK AKLA GELENLER,
HOLLANDA-CIKOLATA, DUBAI-GOKDELENLER. BEYPAZARI EVLERI, DENIZLI TEKSTILI.
VENEDIK-GONDOL, RIO KARNAVAL, VS.

ESKISEHIR DEYINCE ILK OLARAK AKLINIZA NE GELMEKTEDIR?

ESKISEHIR'DE BULUNDUGUNUZ DONEM BOYUNCA SiZi EN COK NE (YAPIL OLAY. PROJE)
ETKILEMISTIR, HALA DURUYOR MU?

ESKISEHIR’E SONRADAN GELENLER ICIN, GELMEDEN ONCE VE GELDIKTEN SONRAKI
ESKISEHIR HAKKINDAKI DUSUNCELERINiZ NEDIR?

ESKISEHIR ILE ILGILI S$iZi OLUMLU VE OLUMSUZ ETKILEYEN SEYLER NELERDIR?
ESKISEHIR'IN EN BELIRGIN, ONE CIKAN YERI NERESIDIR? (YAPL HEYKEL, PARK. BOLGE
VS)

ESKISEHIR’I HIC GORMEMIS, DUYMAMIS BIRISINE ESKISEHIR'T HANGI OZELLIKLERI iLE
ANLATIRSINIZ YA DA ONA NERELERI TANITIR. GEZDIRIRSINIZ, ESKISEHIR'IN DIGER
KENTLERDEN FARKLI YANLARI NELERDIR?
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ODAK GRUP GORUSMESI:

“ESKISEHIR’DE FARKLI CALISMA ALANLARINDAKI SEHIR VE BOLGE PLANCILARININ ESKISEHIR KENT IMAJINA

BAKISI”
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6. TARTISMA SORULARI

Al

NE TUR BiR KENT iIMAJININ/MARKASININ NASIL YARATILDIGINI ANLAMAYA
YONELIK OLARAK ESKISEHIR KENTININ FARKLI IMAJLARININ SUREC OLARAK
DEGERLENDIRMESINI YAPAR MISINIZ?

ESKISEHIR KENT IMAJI DEYINCE LK OLARAK AKLINIZA NE GELMEKTEDIR? (DUNYA
KENTI, AVRUPA KENTI, ANADOLU KENTI, ANADOLU’NUN PARLAYAN YILDIZI, ANADOLU
KAPLANIL SANAYI, 1SCI, UNIVERSITE, KULTUR. TICARET, TURIZM, TARIM KENTI, TOZLU
ESKISEHIR. GOCMEN KENTI, HERGUN FARKLI RENKTE AKAN PORSUK VE ESKISEHIR.
ANADOLUNUN DINAMIK KULTUR VE SANAT KENTI, GIRISIM VE REKABET KENTI.
YASANABILIR KENT)
SIZCE AVRUPA KENTI NE DEMEKTIR? YASANABILIR KENT NE DEMEKTIR?
ONCEKI IMAJLARINDAN FARKLI MIDIR?" ESKISEHIR KENTINI, GECMIS VE GELECEK
SURECINDE, KENT IMAJI ACISINDAN FARKLI DONEMLER VAR MIDIR?
ESKISEHIR'DE KENT MARKALASMASI NASIL BASLADI VE GELISTI? NELER YAPILDI (YAPL
PROJE, OLAY VS.)
NASIL BIR KENT IMAJT YARATILMAK ISTENMIS VE NE YARATILMISTIR? . o
HANGI URUN VE DEGERLER KENT IMAJINDA KULLANILMISTIR? ESKISEHIR'IN
EKONOMIK, TOPLUMSAL VE POLITIK YAPISI KENT IMAJINININ YARATILMASINA NASIL
ETKI ETMISTIR?
KENT MARKALASMASINA YONELIK YAPILAN UYGULAMALARIN DEGERLENDIRMESINI
YAPAR MISINIZ?

s OLUMLU, YARATICI, GEREKLI, UYGULANABILIR, ESINLENILMIS, YENILIKCI

s  OLUMSUZ. TAKLIT, GEREKSIZ, AYKIRL ISLEVSIZ, ABARTILI OLMALARI ACISINDAN

DEGERLENDIRMESINI YAPAR MISINIZ?

. AKTORLER AGI ANALIiZi KAPSAMINDA ESKIiSEHIR KENT IMAJININ/MARKASININ

YARATILMASINA ONCULTUK EDEN PAYDASLAR KIMLERDIR VE BU PAYDASLAR HANGI
KONULARDA ISBIRLIGI VE CATISMA YASAMISTIR?

PAYDASLAR KiIMLERDIR?

FARKLI PAYDASLARIN KENTIN MARKALASMASIIMAJ YARATMASINDAKI ROLLERI
NELERDIR?

PAYDASLAR ISBIRLIGI/DAYANISMA MI YOKSA CATISMA MI YASADILAR?

FARKLI GRUPLARIN (VATANDASLAR, UNIVERSITELER, SIVIL TOPLUM KURULUSLARI)
KENTIN MARKALASMASI HUSUSUNDAKI KATILIM METODLARI, STRATEJILERI VE
ARACLARI NELER OLMUSTUR? ORNEGIN VATANDASLARIN KENT MARKALASMASI
PROJELERINE KATILIM KONUSUNDA AKTIF, PASIF, IZLEYICI OLMA DURUMLARI NEDIR?
FARKLI GORUSTEKI YEREL LIDERLERIN KENTE/KENT IMAJINA BAKISI, GORUSLER],
ROLLERI, UYYGULAMALARI FARKLI MIDIR? ORNEKLER MISIN{Z?
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o ODAK GRUP GORUSMES!: o _
“ESKISEHIR’DE FARKLI CALISMA ALANLARINDAKI SEHIR VE BOLGE PLANCILARININ ESKISEHIR KENT IMAJINA
BAKISI”
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C. KENT IMAJININ/MARKASININ NASIL DEGERLENDIRILDIGINI ANLAMAYA YONELIK
OLARAK ESKISEHIR KENTININ MEVCUT VE GELECEK IMAJI KONUSUNDAKI
YORUMLARINIZ NELERDIR?

1. FIZIKSEL. TOPLUMSAL. EKONOMIK, POLITIK ACIDAN MEVCUT KENT IMAJINI NASIL
DEGERLENDIRYORSUNUZ?
2. SANAL VE GERCEKLIK BAGLAMINDA DEGERLENDIRME YAPAR MISINIZ?
3. TURKIYE'DE ESKISEHIR’IN IMAJI ACISINDAN DEGERLENDIRME YAPAR MISINIZ? LiDER,
SIRADAN, BASARILI, BASARISIZ.
DUNYA ORNEKLERINE BAKILDIGINDA DURUM NEDIR?
4. SIZE KENT IMAIJI ILE ILGILI FARKLI GRUPLARIN (ESKISEHIR HALKI ZIYARETCILER,
YATIRIMCILAR) NASIL DONUSLERI OLUYOR?
KARAR VERICI OLSAYDINIZ, ESKISEHIR’IN GELECEK KENT IMAJI HAKKINDAKI
ONGORULERINIZ VE ONERILERINiIZ NELERDIR? (DUNYA KENTI. AVRUPA KENTI, SANAYI,
isCt, UNIVERSITE, KULTUR, TICARET, TURIZM, TARIM)

th

8. GORUSMEYI BiTiRIRKEN

s OZETLE
DUNYADA KENT MARKALASMASI/ KENT IMAJI YARATILMASI EGILIMI GIDEREK
ARTMAKTADIR. ESKISEHIR, BU KONUDA TURKIYE'DEKI LIDER KENT OLMASI
FARKLI DONEMLERDE FARKLI IMAJLARININ OLMASI
IMAJA YONELIK YAPILAN UGULAMALARIN FARKLI GRUPLAR TARAFINDAN FARKLI
YORUMLANDIGL TAKLIT, ESINLENME. GEREKLI, GEREKSIZ, BASARILL BASARISIZ...
PEKCOK PAYDASININ BULUNDUGU, iSBIRLIGI VE CATISMALARIN OLDUGU
AVRUPA KENTI SOYELMININ IMAT OLARAK GUNDEME OTURTULDUGU
GELECEKTE “KENT TURIZMIN KALBI” IMAJI iLE DEVAM EDEBILECEGI GORUSLERI
VERILMISTIR.
SON OLARAK EKLEMEK ISTEDIGINIZ BIR SEY VAR MIDIR?

s HEPINiZE DEGERLI KATILIMLARINDAN DOLAYI COK TESEKK{U'R EDEREK
GORUSMEYI KAPATMAK ISTIYORUM.

¢ Tartisma bittikten ve grup dagildiktan sonra kolaylastiricl ve raportér notlar: analiz etmeli ve bir
rapor hazirlamahdir.

GORUSME BITiS SAATI: .

Source: Author’s Personal Graphing
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APPENDIX C

QUESTIONNAIRES

C. 1. Questionnaire Form for the Residents in Eskisehir

) . EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIiK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICIST: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE YASAYAN KENT HALKINA YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

BU ANKET, ESKISEHIR’DE YASAYAN
(OGRENCI DISINDAKI) KISILERE
YONELIKTIR.

BU ANKET, ESKISEHIR KENTI ILE ILGILIDIR.
o Bu ankette yer alan kutucuklar, sayisal ortamda

secilebilir 6zellikte olup cevap vermek
istediklerinizin {izerine bir kere tiklamamz
yeterlidir. X
o “Metin ya da tarih girmek i¢in tiklaymn” yazili
kisimlara da bir kere tikladiktan sonra cevabinizi
yazabilirsiniz.
o Ayni soruda gerektiginde birden fazla isaretleme
ile cevap verilebilir.
o Cevaplarinzi bu sekilde isaretleyip kaydettikten
sonra e-posta yoluyla gonderebilirsiniz.
® Gerektiginde cep telefonu ya da e-posta yoluyla
iletisim kurabiliriz.
flgr'ni:, ve kattlrmumiz icin tesekkiir ederim.
Anketin dolduruldugu tarih: Tarih girmek icin
burayi tiklatin.

1. Cinsiyetiniz nedir?
" KADIN
" ERKEK

2. Yas arahgimz nedir?

15-19 0
20-29 0
30-39 00
40-49 O
50-59 OJ
60 yas ve iistii [J

3. Is/calisma durumunuz nedir?

Kamu Sektorinde memur [
Kamu Sektoriinde is¢i O
Ozel sektorde igveren O
Ozel sektorde galisan O
Ozel sektorde isgi (]
Serbest meslek ]

Emekli O
Esnaf-Tticcar [}

Ciftei (tarmm-hayvancihk) [
Ev hamm [

Issiz (O

Diger Metin girmek icin burayi tiklatin.[J

4. Egitim durumunuz nedir?

flksgretim [

Lise O
Universite [
Y. lisans O
Doktora O
Diger Metin girmek igin buray tiklatin. O

5. Eskisehir’de kag yildir yasiyorsunuz?
Metin girmek igin burayl tiklatin. yildan beri
yagtyorum. [J
Yasadigim sehirden Metin girmek igin buray
tiklatin. yildan beri Metin girmek igin burayi
tiklatin.  amaciyla  giintibirlik  Eskisehir’e
geliyorum. [0 (ilerleyen béliimlerde “yasama”

ifadesi kullamlan sorulari, guntibirlik gelme
durumunuz kapsaminda cevaplandirimz: 7-17-18)

Dogdugumdan beri yasiyorum. [J (7. soruya
geciniz.)

Diger Metin girmek igin burayi tiklatin. [J

6. Eskigehir’e hangi sehirden/iilkeden geldiniz va
da gelivorsunuz?

Metin girmek icin buray: tiklatin.

7. Eskigehir’de yasamavi tercih
sebebiniz/sebepleriniz nedir?
Ailem burada yasadigi icin  [J
Ailemin yagadi1 yere yakin oldugu i¢in O
Memleketim oldugu igin O
Memleketime yakin oldugu i¢in O
1 imkénlar olduguw/isim burada oldugu icin[(J
Universite egitimimden sonra burada kalmayi
tercih ettigimi¢in =~ [J
Eskisehir ~ yasamumn  rahathg,  ozgurlugu,
modernligi, yasanabilirligi nedeniyle (]
Egitim nedeniyle (kendi egitimime devam
ettigimden ya da aile bireylerinin egitimi)  [J
Saglik hizmetleri nedeniyle [J
Daha 6nce Eskisehir’i ziyaret etmistim, bu etken
oldu. O
Diger Metin girmek igin burayi tiklatin. O
Diger Metin girmek igin burayi tiklatin. O
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8.

10.
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Eskisehir denildiginde aklmza gelen ilk ii¢
kelimeyi/kelime grubunu yazar misimz?

L. Metin girmek i¢in burayi tiklatin.
II. Metin girmek i¢in burayi tiklatin.

III. Metin girmek icin buray tiklatin.

Eskisehir’de iiye oldugunuz herhangi bir sivil
toplum Kkurulusu. dernek, valaf. &8renci

toplulugu, beledive kurs vb. etkinlikleri var
midir?

Evet O

Hayr O

Evet ise isimlerini yaziniz:
Metin girmek icin buray: tiklatin.

Eskisehir’deki hangi kiiltiir-sanat
etkinliklerine katihyorsunuz? Isaretleyiniz.
Katiliyor iseniz yilda kag defa oldugunu yanina

yazarak belirtiniz:
Opera (1 Metin girmek iin burayi tiklatin.
Tiyatro (1 Metin girmek icin burayi tiklatin.
Sinema [ Metin girmek icin burayi tiklatin.

Konser [0 Metin girmek icin burayi tiklatin.
Festival (] Metin girmek icin burayi tiklatin.

Sempozyum, kongre, fuar, sergi [J Metin girmek
icin burayi tiklatin.

Diger Metin girmek icin burayi tiklatn. [
Metin girmek i¢in burayi tiklatin.

Hi¢ katilmyorum [J
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11.Eskisehir’deki

hizmetler _ve  durumlar
hakkinda asagida belirtilen bashklarda 1 ile 5
arasinda iyi-kétii ya da kararsizzim-bilmiyorum
degerlendirmesi vapar misimz?

Cok kotii—1

Kotii—2
Kararsizim/bilmiyorum — 3
Iyi-4

Cokiyi-35

10 20 30 40 50O

Yeme-igme mekianlar (besleme) 100 200 300
40 sO

Konut imkanlan (barmma) 100 200 30 40
sO

Ulasim imkéanlari

10 20 30 40

Is ve calisma imkanlar

sO

Eslence imkanlart  (gtindiiz-gece) 100 200 3

O 40 s0O
1d

Relreasyon alanlar (eglenme-dinlenme)

20 30 40 s0O
10 20 30 40 s0O

Egitime destek birimleri (kiitiiphane, arastima

10 20 30 40 50O
Belediye Hizmetleri 100 200 300 40 s

Egitim

merkezleri vs.)

Merkezi Yonetim Hizmetleri (Bakanliklar ve
Bakanliklarin tasradaki-ildeki kurumlarn) 100 2
O 30 40 s0O

10 20 30 40

Kiiltiir - Sanat Hizmetleri

sO

Kentteki ¢esitli etkinliklerden haberdar olabilme
10 20 30 40 50O

10 20 30 40 s0O

Diger Metin girmek igin buray tiklatin. 100 20
30 40 sO

Diger Metin girmek icin buray tiklatin. 100 20
30 40 sO

Saglik Hizmetleri



. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIiK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICiSI: PROF. DR. AYDA ERAYDIN
ESKISEHIR'DE YASAYAN KENT HALKINA YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

12.Eskisehir hakkinda, asagida belirtilen fiziksel Carpik kentlesme agismndan Eskisehir kentinin
vapi ve diger ifadeler acisindan 1 ile 5 arasinda durumu 10 20 30 40 sO
iyi-kotii, va da  kararsizim-bilmiyorum
degerlendirmesi yapar misimz? Ulagim 10 20 30 40 sO
Cok kitii — 1 Altyapi 10 20 30 40 sO
Kotii-2
Kararsizim/bilmivorum — 3 Giriiltii agisindan Eskisehir kentinin durumu 1]
Iyi—4 20 30 40 s0O
Gokiyi -3 i . .

Kirlilik agismdan Eskisehir kentinin durumu 100

Porsuk 10 20 30 40 s0O 20 30 40 50O
Sandal, Botlar ve Tekneler 100 200 300 40 Konaklama (otel vb.) 100 200 300 40 50
50 Yeme-igme mekanlarn 100 200 300 400 50
Heykeller 100 200 300 400 50O Hediyelik esya 10 20 30 40 s0O
Kepriler 100 200 300 400 500 Turizm-information birosu 100 200 300 4
Paklar 10 20 30 40 50O 50
Odunpazan Bolgesi 100 200 300 40 50 Migzeler 10 20 30 40 50
Alisveris merkezleri 101 200 300 400 s Hitit-Frig-Yazilikaya ile ilgili ulasun-turizm-

tantim olanaklarn 100 200 300 40 50O
Yaya yollarn 100 200 30 40 50O
Diger Metin girmek igin buray! tiklatin, 1] 2

Tramvay 100 200 30 40 50O 0O 30 40 s0O

Hizhtren 100 200 30 40 50 Diger Metin girmek icin burayi tiklatin. 100 2
ciborek 10 200 30 40 50O O 30 40 sO

Liiletas1 (kullammi, tamtim vb.) 1o 20 3

0 40 s0O

Soguk (iklim) 10 20 300 40 sO

Plaj 10 20 30 40 s0O

Korsan gemisi 10 20 30 40 s0O
Barlar Sokag: 10 20 30 40 s0O
Fayton 10 20 30 40 s0O
Hamamlar 100 200 30 40 50O
Estetik 10 20 30 40 50O
Bisiklet/bisiklet yolu 100 200 300 40 s0O
Ueaksesi 100 200 300 40 s0O

Seker Pancar (Kiispe) Kokusu 1 20
30 40 s0O
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) . EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICIST: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE YASAYAN KENT HALKINA YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

13.Eskisehir’in asagidaki kent nitelendirmelerine Yaya Kenti 10 20 30 40 s0O
ne derece nydugunu diisiiniiyorsunuz?

Bisiklet Kenti 10 20 30 40 s0O

Hi¢ katilmiyorum — 1

Katlmiyorum -2 Tramvay Kenti 10 20 30 40 s0O
Kararsizim/bilmiyorum — 3
Kathiyorum - 4 DemiryoluKenti 10 20 30 40 50
Tamamen katilryorum —5 Sosyal Kent 10 20 30 40 50
Anadolu kenti 10 200 30 40 50O YasanabilirKent 100 200 30 40 50O
Avrupa kenti 10 200 30 40 50O Modern Kent 10 20 30 40 s0O
Diinya Kenti 10 20 30 40 s0O Lider Kent 10 20 30 40 50
Tiurk Diinyasi Kiilttir Baskenti (bu konuda basarili Demokrat Kent 10 200 300 400 s0O
ve etkin olma durumuna goére degerlendirme
yapiniz) 10 20 30 40 sO Ask-Sevegi Kenti 100 200 30 40 s0O
Egitim (tniversite, dgrenci) Kenti 100 200 3 Merak Edilen Kent 10 20 30 40 50
o 40 s0O Ozgiir Kent 10 20 30 40 50
Kiiltiir ve Turizm Kenti 10 20 30 40 Geng Kent 10 200 30 400 50O
sO

Canli Kent 10 20 30 40 50
Miizeler Kenti 10 20 30 40 s0O

Gece-Giindiiz Yasayan Kent 100 200 30
Termal Kent 10 20 30 400 50 40 s0O
Ticaret Kenti 10 20 30 40 sO Eglence Kenti 10 20 30 40 s0O
Tarih Kenti 10 20 30 40 50 Festival Kenti 10 20 30 40 50O
Sanayi Kenti 10 200 30 40 50 Yenilikei Kent 10 20 30 40 s0O
Anadolu'mun parlayan yildizs 100 200 300 ilkler Kenti 10 20 30 40 s0O
40 s0O _

Ornek Kent 10 20 30 40 50O
Havacilik Kenti 10 20 30 40 sO

Moda Kent 10 20 30 40 s0O
Lojistik Kent 10 200 30 40 s0O

14.Eskisehir icin, 13. sorudaki kent
tamimlamalarindan hangileri ilk ii¢ sirada yer

suKenti 10 20 30 40 sO

YesilKent 100 20 30 40 50O alir? Siralama vaparak yazar misimz?
Parklar Kenti 10 200 300 40 50O I. Metin girmek igin burayi tiklatin.
Hosgorii Kenti 10 20 30 40 sO II. Metin girmek icin burayi tiklatin.
Yunus Emre Kenti 100 200 300 40 50O III. Metin girmek igin burayi tiklatin.

Nasrettin Hoea Kenti 100 200 300 400 s0O
Liiletas1 Kenti 10 200 30 40 s0O
Gogmen Kenti 10 20 30 40 s0O
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) . EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRANMI
TEZ YONETICISE: PROF. DR. AYDA ERAYDIN
ESKISEHIR'DE YASAYAN KENT HALKINA YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

15.Asagida belirtilen kentteki pavdaslarin ne

derecede Eskisehir’de etkin oldugunu /
Eskisehir’i etkiledigini diisiinityorsunuz?

Etkin ve Etkili Olduguna Hic Katlmivorum- 1
Etkin ve Etkili Olduguna Katilmyorum- 2
Kararsizim/bilmiyorum- 3

Etkin ve Etkili Olduguna Katihvorum- 4

Etkin ve Etkili Olduguna Tamamen
Katthvorum- 5
Prof. Dr. Yilmaz Biiyiikersen 10 20

30 40 50O

Ogrenciler 100 200 300 40 50O
Universite 100 200 30 40 s0O
Belediveler 100 200 300 40 50O

Merkezi yonetim (Bakanliklar ve Bakanliklarin

tasradaki-ildeki kurumlar) 100 200 30 40
sd

Vatandaslar 100 200 300 400 50O

Gogemen kiiltiirii, cok kitltarli yam 100 200 3

0O 40 s0O
Sivil Toplum Orgiitleri, Vakiflar, Dernekler vb.

10 20 30 40 50O

Ozel Sirketler/Isadamlar vb. 10 20
300 40 s0O

Kurumlar arasi 1sbirligi 10 20 30 40
sa

Diger Metin girmek igin burayi tiklatin. 1d
20 30 40 sO

Diger Metin girmek igin burayi tiklatin. 1d

20 30 40 s0O

16.Asagida belirtilen toplumsal yap: maddeleri ve
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durumlar ile ilgili Eskisehir’i 1-5 arasinda
degerlendirir misiniz?

Hi¢ katilmiyorum — 1
Katilmiyorum — 2
Kararsizim/bilmiyorum — 3
Katiliyorum - 4

Tamamen katiliyorum — 5

Otekilemeyen, kabul eden. hosgorilii toplum

10 20 30 40 s0O

vapisina sahiptir.

Eskisehir halki, 6grencileri benimsemektedir.
10 20 30 40 s0O
Toplumsal bitiinlesme vardir. 100 200 30

400 50

Modern, ¢agdas, ozgirliketi toplum yapismna

10 20 30 40 s0O

Ogrenciler, kenti ve kentliyi olumlu yénde

etkilemektedir. 10 20 30 40 s0O

Eskisehir  toplumsal yapisi  agismdan  6ne
cikmaktadir, bu yapr liderler ve ogrencilerin
etkisiyle giintimiiz kent imajimu (kentin disaridan
nasil yorumlandig) olusturmaktadir. 1] 20

30 400 50O

Eskigehir’de vitrin/icerik ikili yapisi1 vardir. Yani
Eskisehir olarak gosterilen kismi bir bslim vardir,
ancak geneline bakildiginda Eskisehir bu
bslumden farklide. 100 20 30 40 50O

Eskisehir’de sanal/gercek ikili yapist vardir. Yani
basinda, medyada, tamtimda gosterilen, kentin
imajma (kentin disaridan nasil vorumlandigr)

sahiptir.

vanstyan  Eskisehir  ile  gergekte  yasamlan
Eskisehir farkhidie. 100 200 30 400 50O
Diger Metin girmek igin buray: tiklatin. 10
20 30 40 s0O

Diger Metin girmek igin burayi tiklatin. 10

200 30 40 s0O



__EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISi: PROF. DR. AYDA ERAYDIN
ESKISEHIR'DE YASAYAN KENT HALKINA YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

17 Eskisehir’de vasamak hakkindaki 21.Varsa Eskisehir hakkindaki
memnunivetiniz 1-10 aras1 degerlendirmede giriislerinizi/degerlendirmelerinizi yazar
nedir? misimiz?

(1-hi¢ memnun degilim, 10-¢ok memnunum) Metin girmek igin buray: tiklatin.
1 O
2 O
3 O
4 O
5 O
6 |
7 O
8 O
9 |
10 O

18.Eskisehir’de yasamaya devam etmek ister
misiniz? Neden?
Evet O
Nedeni: Metin girmek icin burayi tiklatin.

Hawir O
Nedeni: Metin girmek igin burayi tiklatin.

19.Karar verici olsaydimiz, Eskisehir’in, gelecekte
nasil bir kent olmasin isterdiniz?
Metin girmek igin burayi tiklatin.

20.Eskisehir’in marka kent oldugunu diisiiniiyor
musunuz? Neden?

Evet O 1se hangi alanda bir marka
kenttir? Metin girmek icin buray
tiklatin.

Hayir O 1se gelecekte marka kent

olmasini ister misiniz?
Evetisterim [
Hay1r istemem []
Neden? (Evet va da Haymwr
ise): Metin girmek icin burayi
tiklatin.
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C. 2. Questionnaire Form for the University Students Educating in Eskisehir

EVRIM KOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICIiSI: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE EGITIM GORMEKTE OLAN UNIVERSITE OGRENCILERINE YONELIK ANKET

eKkoc.eskisehir.anket@gmail.com

BU ANKET, ESKISEHIR’DE EGITIM
GORMEKTE OLAN OGRENCILERE
YONELIKTIR.

BU ANKET, ESKISEHIR KENTI ILE ILGILIDIR.

e Bu ankette yer alan kutucuklar, sayisal
ortamda segilebilir 6zellikte olup cevap
vermek istediklerinizin tizerine bir kere

tiklamamz yeterlidir. &

e “Metin ya da tarih girmek i¢in tiklayin”
vazili kisimlara da bir kere tikladiktan sonra
cevabinizi yazabilirsiniz ya da tarih ise
secebilirsiniz.

* Avyni soruda gerektiginde birden fazla
isaretleme ile cevap verilebilir.

* Cevaplarinizi bu sekilde isaretleyip
kaydettikten sonra e-posta yoluyla
gonderebilirsiniz.

» Gerektiginde cep telefonu ya da e-posta
yoluyla iletisim kurabiliriz.

flgr'niz ve katfilimimuz icin tesekkiir ederim.

Anketin dolduruldugu tarih: Tarih girmek icin
burayi tiklatin.

1. Cinsiyetiniz nedir?

™ KADIN

™ ERKEK

2. Yas araligimiz nedir?

15-19 0
20-29
30-39 0
40-49 O
50-59 O
60 yas ve iistii (]

3. Hangi iiniversitede okuyorsunuz?
Anadolu Universitesi [J

Osmangazi Universitesi [J

4. Hangi béliimde okuyorsunuz?
Metin girmek igin burayi tiklatin.
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5.

7.

Kagna sinifta okuyorsunuz?
Metin girmek icin burayi tiklatin.

. Eskisehir’de kag yildir yasiyorsunuz?

Metin girmek igin buray tiklatin. yildan beri
yastyorum. []

Yasadigam gehirden Metin girmek icin burayi
tiklatin.  yildan beri giiniibirlik  Eskigehir’e
geliyorum. []

Dogdugumdan beri yastyorum. [ (8. soruya
geciniz.)

Diger Metin girmek icin burayi tiklatin. [J

Universite egitiminizi gérmek icin Eskisehir’e
hangi sehirden/iilkeden geldiniz/gelivorsunuz?

Metin girmek i¢in burayi tiklatin.

. Eskisehir’de okumay1 tercih

sebebiniz/sebepleriniz nedir?

Zaten burada yagadigim igin [

Universitenin egitimi nedeniyle [J

Tercih ettizim boliim sadece bu iiniversitede
oldugu i¢in [J

Puanim nedeniyle [

Eskisehir'deki 6grenci vyasantisindaki rahatlik,
szgtirlik, modernlik vs. nedeniyle [

Eskisehir'e geldigim gehirden buraya ulagmun
kolay olmas1 nedeniyle [

Tamdiklarim nedeniyle (aile, arkadag, akraba ve
diger tamdiklar) [J

Medya (TV, gazete, internet, vb.) nedeniyle [
Kulaktan dolma (nereden duydugumu
hatirlamadigim) ifadelerden dolay: [J
Okudugum lise ve lisedeki &gretmenlerim
nedeniyle [J

Yazili kaynaklar (kitap, brosiir, dergi) nedeniyle
O

Eskisehirli Unliiler (sanatg1, siyasetci, sporcu vb.)
nedeniyle []

Daha énce tiniversitemi ziyaret etmistim, bu etken
oldu. (O

Daha 6nce Eskigehir’i ziyaret etmistim, bu etken
oldu. O

Diger Metin girmek icin burayi tiklatin. [J



12.Eskisehir’deki hangi

. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISi: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE EGITIM GORMEKTE OLAN UNIVERSITE OGRENCILERINE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

9. Egitiminize baslamadan dnce Eskisehir’i

Zivaret ettiniz mi? Evet ise ne zaman ve hangi
amacla?

Evet O
Haywr O
Evet ise,

Hangi yillarda: Metin girmek icin burayi tiklatin.
Hangi amacla: Metin girmek icin burayi tiklatin.

10.Eskisehir denildiginde aklimza gelen ilk iic

kelimeyi/kelime grubunu yazar misimz?

1. Metin girmek i¢in burayi tiklatin.
II. Metin girmek icin burayi tiklatin.

III. Metin girmek igin burayi tiklatin.

11. Eskisehir’de iiye oldugunuz herhangi bir sivil

toplum kurulusu, dernek, vakif, o&8renci
toplulugu. beledive kurs vb. etkinlikleri,
Genclik Merkezi var midir?

Evet O

Hayir O

Evet ise isimlerini yaziniz:
Metin girmek icin burayi tiklatin.

kiiltiir-sanat
etkinliklerine katihyorsunuz? Isaretleyiniz.
Katiliyor iseniz yilda kag¢ defa oldugunu yanina
yazarak belirtiniz:

Opera [ Metin girmek icin burayi tiklatin.
Tivatro O Metin girmek igin buray tiklatin.
Sinema [J Metin girmek icin burayi tiklatin.
Konser [0 Metin girmek icin burayi tiklatin.
Festival 0 Metin girmek icin burayi tiklatin.

Sempozyum, kongre, fuar, sergi [J Metin girmek
icin burayi tiklatin.

Diger Metin girmek icin burayl tiklatin. [
Metin girmek igin burayi tiklatin.

Hig katilmiyorum [J

13.Eskisehir’deki  hizmetler ve  durumlar

hakkinda asagida belirtilen bashklarda 1 ile 5
arasinda iyi-kétii ya da kararsizim-bilmiyorum
degerlendirmesi yapar misimz?

Cok kétii — 1

Kiotii—2

Kararsizim/bilmiyorum — 3

Iyi-4

Cokiyi-5

Ulasm imkanlann 100 200 300 400 50O

Yeme-igme imkéanlar (besleme) 100 200 30
40 50O

Yurt imkanlar: (barmma) 100 200 30 40O
sO

Konut/apart otel imkéanlart (barimma) 10
200 30 40 sO

Universitenin sundugu e&itim 10 200
30 40 s0O

Ogrenci olarak is ve ¢aliyma imkanlary 10

20 30 40 s0O

Eglence imkanlar1  (giindiiz-gece) 1[J 20
30 40 s0O
Rekreasyon alanlan (eglenme-dinlenme) 10

20 30 40 s0O

Egitime destek birimleri (kiitiiphane, arastima

10 20 30 40 50O
Belediye Hizmetleri 100 200 30 40 50

merkezleri vs.)

Merkezi Yonetim Hizmetleri (Bakanliklar ve
Bakanliklarm tasradaki-ildeki kurumlarr) 100
200 30 40 s0O

Kultiir - Sanat Hizmetleri 100 20 30 40
sd

Kentteli cesitli etkinliklerden haberdar olabilme
10 20 30 40 s0O

Saghk Hizmetleri 100 200 30 40 50

Diger Metin girmek icin burayi tiklatin. 10 20
30 40 s0O



. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK [‘5‘[\'E[§SIT’E$I SEI-I]R VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISi: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE EGITIM GORMEKTE OLAN UNIVERSITE OGRENCILERINE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

14.Eskisehir hakkinda, asagida belirtilen fiziksel

vapi ve diger ifadeler acisindan 1 ile 5 arasinda
ivi-kétii. ya da  kararsizim-bilmivorum
degerlendirmesi yapar misimiz?

Cok kitii — 1

Kotii—2

Kararsizim/bilmiyorum - 3

Iyi—4

Cokiyi-35

Porsuk 10 20 30 40 s0O
Sandal, Botlar ve Tekneler 100 200 300 40O
5O

Heykeller 100 200 300 40 50O
Kepruler 100 200 30 40 50O
Parklar 10 20 300 40 s0O

Odunpazan Belgesi 100 200 300 40 s
Algveris merkezleri 100 200 300 40 s
30 40 s0O

30 40 s0O

30 40 s0O

30 40 s0O

10 20 3

Yaya vollart 1]
10
100
10

Tramvay
Hizli tren
Ciborek 20

Liiletagt (kullanmmi, tanitum vb.)

O 40O 50O
Soguk (iklim)
100

10 20 30 40O
20 30 40 s0O

10 20 30 40

10 20 30 40
200 30 40 s0O
10 20 30 40 sO
10 20 30 40 s0O
Bisiklet/bisiklet volu 10 200 300 40
10 20 30 40 sO
10

50O
Plaj
Korsan gemisi 50
Barlar Sokag
Fayton 10
Hamamlar

Estetik

Ucak ses1

Seker Pancan (Kiispe) Kokusu 20

30 40 s0O
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Carpik kentlesme acismdan Eskisehir kentinin

durumu 10 20 300 40 s0O
Ulasim 10 20 30 40 s0O
Altyap 10 20 30 40 s0O

Giiriiltii agasindan Eskisehir kentinin durumu 100

20 30 40 s0O

Kirlilik agisindan Eskisehir kentinin durumu 10

200 30 40 50
Konaklama (otel vb.) 10 20 30 40 50
Yeme-icme mekanlarn 1[0 200 30 40 50O

Hediyelik esya 10 20 30 40 s0O
Turizm-information birosu 10 20 30 40
50

Muzeler 10 20 30 40 50O

Hitit-Frig-Yazilikaya ile ilgili ulagim-turizm-

10 20 30 40 50O

tamitim olanaklar

Diger Metin girmek icin burayi tiklatin. 100 2
0O 330 40 sO
Diger Metin girmek icin burayi tiklatin. 100 2

0O 30 40 s0



. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISI: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE EGITIM GORMEKTE OLAN UNIVERSITE OGRENCILERINE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

15.Eskisehir’in asagidaki kent nitelendirmelerine Yaya Kenti 10 20 30 40 sO
ne derece uydugunu diisiiniiyorsunuz?
. Bisiklet Kenti 10 20 30 40 s0O
Hic¢ katilmiyorum — 1
Katilmiyorum - 2 Tramvay Kenti 10 20 30 40 50
Kararsizim/bilmiyorum - 3 ‘ ‘
Katihyorum — 4 DemiryoluKenti 10 20 30 40 50O
< . -5
Tamamen katiliyorum - Sosyal Kent 10 20 30 40 s0O
Anadolu kenti 10 20 30 40 s0O Yaganabilir Kent 100 200 30 40 50
Avrupa kenti 10 20 30 40 50O Modern Kent 10 20 30 40 s0O
Diinya Kenti 10 20 30 40 s0O Lider Kent 10 20 30 20 s0
Tirk Diinyas: Kiiltiir Bagkenti (bu konuda basarilt Demokrat Kent 10 20 30 20 50O
ve etkin olma durumuna gore degerlendirme
yapiniz) 10 20 30 40 sO Ask-SevgiKenti 100 200 30 40 50
Egitim (iiniversite, grenci) Kenti 100 200 3 Merak Edilen Kent 100 200 300 40 s0O
O 40 s0O Ozgiir Kent 10 20 30 40 s0
Kitltiir ve Turizm Kenti 10 20 30 40 Geng Kent 10 20 30 20 s0O
50
Canli Kent 10 20 30 40 50
Miizeler Kenti 10 20 30 40 50O
Gece-Giindiiz Yasayan Kent 100 200 30
Termal Kent 10 20 30 40 50O 400 50O
Ticaret Kenti 1 D 2D 3 D 4D 5 D E{zleuce Kenti 1 D 2D 3 D 4D 5 D
Tarih Kenti 10 20 30 40 s0O Festival Kenti 10 20 30 40 50
Sanayi Kenti 10 20 30 40 50 Yenilikei Kent 10 20 30 40 50
Anadolu’nun parlayan yildizn 100 200 30 flkler Kenti 10 20 30 20 s0O
40 s0O "
Ornek Kent 10 20 30 40 s0O
Havacilik Kenti 10 20 30 40 50O
Moda Kent 10 20 30 40 s0O
Lojistik Kent 10 200 300 40 s0O
. . ) 16.Eskisehir icin, 15. sorudaki kent
Su Kenti 1 20 s34 40 S0 tamimlamalarindan hangileri ilk iic sirada yer
YesilKent 100 200 300 40 s0O alir? Siralama yaparak yazar msimz?
Parklar Kenfi 10 200 300 40 50 I. Metin girmek igin buray: tiklatin.
Hosgorii Kenti 10 20 30 40 50O II. Metin girmek icin buray tiklatin,
Yunus Emre Kenti 100 200 30 40 50 III. Metin girmek igin burayi tiklatin.
Nasrettin Hoca Kenti 100 200 30 40 s0O
Liiletas: Kenti 10 20 300 40 50
Goemen Kenti 10 20 30 40 s0O
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) . EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIK ['NT\IR:SITE$I §EHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISI: PROF. DR. AYDA ERAYDIN
ESKISEHIR’DE EGITIM GORMEKTE OLAN UNIVERSITE OGRENCILERINE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

17. Asagida belirtilen kentteki pavdaslarin ne

derecede Eskisehir’de etkin oldugunu /
Eskisehir’i etkiledigini diisiiniiyorsunuz?

Etkin ve Etkili Olduguna Hic Katilmivorum- 1
Etkin ve Etkili Olduguna Katlmivorum-— 2
Kararsizim/bilmiyorum- 3

Etkin ve Etkili Olduguna Katihiyorum— 4

Etkin ve Etkili Olduguna Tamamen
Katihvorum- 5
Prof. Dr. Yilmaz Biiviikersen 10 2

30 40 sO

Oarenciler 100 200 300 40 s0O
Universite 100 200 30 40 s0O
Belediveler 100 200 30 40 s0O

Merkezi yonetim (Bakanlhklar ve Bakanliklarn
tagradaki-ildeki kwrumlar) 100 200 30 40
sO

Vatandaslar 1] 200 30 40 50O

Gogmen kiiltiirii, gok kiiltirla vapr 100 200 3

0O 40 s0O
Sivil Toplum Orgitleri, Vakiflar, Dernekler vb.

10 20 30 40 s0O

Ozel Sirketler/Isadamlar: vb. 1o 200
30 40 sO

Kurumlar arasi igbirligi 10 20 30 40
sO

Diger Metin girmek i¢in buray tiklatin. 10
20 300 40 50

Diger Metin girmek icin buray tiklatin. 10

20 30 40 s0O
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18.Asagida belirtilen toplumsal vap: maddeleri ile

ilgili Eskisehir’in durumunu 1-5 arasinda
degerlendirir misiniz?

Hic¢ katilmiyorum — 1

Katlmiyorum - 2

Kararsizim/bilmiyorum — 3

Katithyorum — 4

Tamamen katilyorum — 5

Otekilemeyen, kabul eden, hosgoriilii toplum
vapisma sahiptir. 100 200 300 40 50

Eskisehir halki, &grencileri benimsemektedir.

10 20 30 40 s0O

10 20 30

Toplumsal biitiinlesme vardir.

40 s0O

Modern, ¢agdas, ozgtirlikelt toplum yapisma

sahiptir. 10 20 30 40 s0O

Ogrenciler. kenti ve kentliyi olumlu yonde

etkilemektedir. 10 20 30 40 sO

Eskisehir  toplumsal yapist1  a¢isindan  6ne
¢ikmaktadir, bu yapr liderler ve &grencilerin
etkisiyle giiniimiiz kent imajim (kentin disaridan

20

nasil yorumlandig1) olusturmaktachr. 10
30 40 s0O

Eskisehir’de vitrin/igerik ikili vapisi vardir. Yami
Eskigehir olarak gosterilen kism bir bélim vardar,
ancak geneline Dbakildizinda Eskigehir bu

bolimden farkhdir. 10 20 30 40 50O

Eskisehir’de sanal/gercek ikili yapist vardir. Yani
basinda, medyada, tanrtimda gosterilen, kentin
imajma (kentin disaridan nasil yorumlandigr)

vansiyan  Eskisehir  1le  gergcekte  yasamlan
Eskisehir farkhdr. 100 200 300 40 50
Diger Metin girmek icin buray tiklatin. 10
20 30 40 s0O

Diger Metin girmek icin buray tiklatin. 1d

20 30 40 s0O
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19.Tatil dénemlerinde Eskisehir’de kalmay tercih
ediyor musunuz? Neden?

Evet O
Nedeni: Metin girmek igin burayi tiklatin.

Haywr O
Nedeni: Metin girmek igin burayi tiklatin.

20. Eskisehir’de ogrenci  olarak  yasamak
hakkindaki memnunivetiniz = 1-10  aras1
degerlendirmede nedir?

(1-hi¢ memnun degilim, 10-cok memnunum)

N e W 9 =
ooooboooooada

— D G0 ~1 &

0
21.Mezunivet sonrasi Eskisehir’de yasamawvi
istiyor musunuz? Neden?

Evet O
Nedeni: Metin girmek igin burayi tiklatin.

Haywr O
Nedeni: Metin girmek igin burayi tiklatin.

22 Karar verici olsaydimiz, Eskisehir’in, gelecekte
nasil bir kent olmasim isterdiniz?
Metin girmek icin burayi tiklatin.

23_Eskisehir’in marka kent oldugunu diisiiniiyor
musunuz? Neden?

Evet O 1se hangi alanda bir marka
kenttir? Metin girmek icin buray
tiklatin.

Hayir O ise gelecekte marka kent

olmasimi ister misiniz?
Evetisterim [
Hayir istemem []
Neden? (Evet ya da Haywr
ise): Metin girmek icin burayi

tiklatin.
24.Varsa Eskisehir hakkindaki
goriislerinizi/degerlendirmelerinizi yazar
misimz?

Metin girmek igin buray: tiklatin.
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C. 3. Questionnaire Form for the Visitors of Eskisehir

) __EVRIMKOC, Y. SEHIR VE BOLGE PLANCISI
ORTA DOGU TEKNIiK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICISI: PROF. DR. AYDA ERAYDIN
ESKISEHIR’E ZIYARETCI OLARAK GELENLERE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

BU ANKET ESKISEHIR KENTINE YONELIKTIR. 4. Is/cahsma durumunuz nedir?
LUTFEN ZIYARETINIZ SONUNDA DOLDURUNUZ.
GORUSLERINIZ HAKKINDA BIRDEN FAZLA Kamu Sektériinde memur ]
ISARETLEME YAPABILIRSINIZ. Kamu Sektorinde is¢i O
* Bu ankette yer alan kutucuklar, sayisal ortamda (?Zel sekT?rde 1gveren O
segilebilir szellikte olup cevap vermek Ozel sektorde galisan o
istediklerinizin tizerine bir kere tiklamamz Ozel sektorde isei [
veterlidir. B4 Serbest meslek O
* “Metin ya da tarih girmek i¢in tiklayin” yazili Emekli O
kisumlara da bir kere tikladiktan sonra cevabimzi L
o Esnaf-Tiiccar |
yazabilirsiniz. o O
* Aym soruda gerektiginde birden fazla isaretleme Ciftei (tanm-hayvancalik)
ile cevap verilebilir. Evhamm  [J
o Cevaplarmmizi bu sekilde isaretleyip kaydettikten Igsiz (J
sonra e-posta yoluyla gonderebilirsiniz. Diger Metin girmek icin burayi tiklatin. (]
® Gerektiginde cep telefonu ya da e-posta yoluyla
iletigim kurabiliriz. 5. Egitim durumunuz nedir?
Tiginiz ve katihimnez icin tesekkiir ederim. Mkogretim [
Lise O
Anketin dolduruldugu tarih: Tarih girmek icin Universite  [J
burayi tiklatin. Y.lisans [
En son ziyaret tarihi: Tarih girmek icin buray Doktora O
tiklatin. Diger Metin girmek igin burayi tiklatin. O

ANKETI SON ZIVARETINIZ KAPSAMINDA 6. Eskisehir’i daha énce ziyaret ettiniz mi? Evet

CEVAPLANDIRINIZ. ise kac defa ve ne zaman ziyaret etmistiniz?
1. Eskigehirli misiniz? Evet O ise Kag defa? Metin girmek igin
Evet O burayi tiklatin.
Havir 0 Ne zaman? Metin girmek icin burayi
N tiklatin.
2. Cinsiyetiniz nedir? Haywr o
™ KADIN Lo . )
7. Eskisehir’e hangi sehirden
" ERKEK geliyorsunuz/geldiniz, nerede ikamet
3. Yas arahgmiz nedir? ediyorsunuz?
Metin girmek igin burayi tiklatin.
15-190 ¢ : !
20-290 O 8. Eskisehir’e hangi ulasim araglari ile geldiniz?
30-39 0 Tren O
40-49 OJ Hazh tren [J
50-59 D Otobiis D

Araba OO0

60 yas ve iistii (]
Diger Metin girmek icin burayi tiklatin.[J
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11.Eskisehir

. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCIST
ORTA DOGU TEKNIK UNIVERSITESI SEHIR VE BOLGE PLANLAMA DOKTORA PROGRAMI
TEZ YONETICIST: PROF. DR. AYDA ERAYDIN
ESKISEHIR’E ZIYARETCI OLARAK GELENLERE YONELIK ANKET
ekoc.eskisehir.anket@gmail.com

9. Eskisehir’i ziyaret etmeden once Eskisehir

hakkinda nereden bilgi edindiniz ve ziyaret
etmeye hangi yolla karar verdiniz?

Kulaktan  dolma
hatirlamiyorum) [
Medya (Tv, Gazete, internet, vb) [J
Eskisehirli Unliiler (sanatci, siyasetci, sporcu
vb) O

Yazih kaynaklar (kitap, brosiir dergi) O

(nerden duydugumu

Tamdiklarim (arkadas, akraba ve diger

tamdiklar) [

Tur acenteleri O

Diger Metin girmek igin burayi tiklatin. O
10.Eskisehir’i konaklamah olarak mm ziyaret

ediyorsunuz/ettiniz? Evet ise kac¢ gece

konakhyorsunuz?

Evet O ise
Ka¢ gece konakliyorsunuz? Metin
girmek igin burayi tiklatin.

Haywr O (Giniibirlik ziyaret ediyorum)

ziyaretinize katilma  biciminiz

asagidakilerden hangisidir?

Tek |

Aile O

Arkadas grubu O

Ogrenci grubu O

Is arkadasi grubu [

Diger Metin girmek igin burayi tiklatin. O

Tur Acentesi aracithgiyla m?
Evet O

Haywr O
burayi tiklatin.

ise Nasil? Metin girmek icin
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12.Eskisehir’i ziyaret amacimz nedir?

Yeni seyler 6grenmek O
Eglenmek icin ziyvaret O
Kiiltiirel yapisin1 6grenmek O

Ortanui ve cevreyi gormek []

Duyumlarim nedeniyle O

Moda oldugu icin [

Diger Metin girmek igin burayi tiklatin. O

13.Eskisehir denildiginde akhmza gelen ilk iig

kelimeyi/kelime grubunu yazar misimz?

1. Metin girmek icin burayi tiklatin.
IL. Metin girmek icin burayi tiklatin.

II1. Metin girmek icin buray: tiklatin.
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14.Eskisehir hakkinda, asagida belirtilen fiziksel

vap1 ve diger ifadeler acisindan 1 ile 5 arasinda
ivi-kotii. ya da  kararsizzzim-bilmivorum
degerlendirmesi yapar misiiz?

Cok kotii— 1

Kotii—2

Kararsizim/bilmiyorum — 3

Iyi-4

Cokiyi-5

Porsuk 10 20 30 40 50O
Sandal, Botlar ve Tekneler 1[0 2[0 300 4
50O

Hevkeller 100 200 30 40 50O
Kopriler 100 200 30 40 s0O
Parklar 10 20 30 40 50O

Odunpazan Belgesi 100 200 300 40 s0O
Alisveris merkezleri 100 20 30 40 s0O
30 40 50O

30 40 50O

30 40 sO

30 40 sO

g 20 3

Yaya yollan 100 200
10 20
g 20
10 20

Tramvay
Hizli tren
Ciborek

Liiletas1 (kullanimu, tanitimi vb.)

0O 40 s0O

Soguk (iklim) 10 20 30 40
10 20 30 40 s0
10 20 30 40
Barlar Sokag 10 20 300 40
10 200 300 40 s0O
10 20 30 40 50
10 20 30 40 s0O
Bisiklet/bisiklet yolu 100 200 300 40
10 20 30 40 s

Seker Pancan (Kiispe) Kokusu 10
30 40 s0O

s
Plaj
5O
50

Korsan gemisi

Fayton
Hamamlar

Estetik

Ugak sesi
20
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Carpik kentlesme agismdan Eskigehir kentinin

durumu 10 20 300 40 s0O
Ulasim 10 20 30 40 s0O
Altyap1 10 20 30 40 s0O

Girtiltii agisindan Eskisehir kentinin durumu 1]

20 30 40 s0O

Kirlilik ag¢isindan Eskisehir kentinin durumu 1]

20 30 40 50O
Konaklama (otel vb.) 100 20 30 40 50O
Yeme-igme mekanlarn 100 200 300 40 50O

Hediyelik esya 10 20 30 40 s0O
Turizm-information birosu 100 20 30 40
5O

Muzeler 10 200 300 40 sO
Hitit-Frig-Yazilikaya ile ilgili ulasim-turizm-
tamtun olanaklann 100 200 30 40O 50O
Diger Metin girmek icin burayl tiklatin. 100 2
O 30 40 sO

Diger Metin girmek icin burayl tiklatin. 100 2

0O 30 40 s0O
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15.Eskisehir’in asagidaki kent imajlarina ne

derece uydugunu diisiiniiyorsunuz?

Hi¢ katilmiyorum — 1
Katilmiyorum - 2
Kararsizim/bilmiyorum — 3
Katihyorum — 4

Tamamen katiliyorum — 5

10 20 30 40 s0O
10 20 30 40 50O
10 20 30 40 s0O

Tirk Diinyas1 Kiiltiir Baskenti (bu konuda baganh
ve etkin olma dwumuna gore degerlendirme

Anadolu kent1
Avrupa kenti

Diinya Kenti

vapimiz) 10 200 30 40 s0O

Egitim (tiniversite, dgrenci) Kenti 100 200 3
0 40 s0O

Kiiltiir ve Turizm Kenti 10 20 30 40
sO

Miizeler Kenti 10 20 30 40 s0O
Termal Kent 10 20 30 40 s0O
Ticaret Kenti 10 20 30 40 s0O
Tarih Kenti 10 20 30 40 s0O
Sanayi Kenti 10 20 30 40 s0O
Anadolu'mun parlayan yildizs 100 200 30
40 50O

Havacilik Kenti 10 20 30 40 s0O
Lojistik Kent 10 20 300 40 s0O
SuKenti 10 20 30 40 s0O
YesilKent 100 200 30 40 s0

Parklar Kenti 10 20 30 40 s0O
Hoggorti Kenti 10 20 30 40 s0O
Yunus Emre Kenti 100 200 300 40 s0O

Nasrettin Hoca Kenti 10 200 30 40 s0O
10 20 30 40 s0O
10 20 30 40 s0O

Liiletas1 Kenti

Gogmen Kenti
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Yaya Kenti 10 20 30 40 s0O
Bisiklet Kenti 10 20 300 40 s0O
Tramvay Kenti 10 20 30 40 s0O
DemiryoluKenti 100 200 30 40 50
Sosyal Kent 10 20 30 40 s0O
Yaganabilir Kent 100 200 300 40 50
Modern Kent 10 20 30 40 s0O
Lider Kent 10 20 30 40 s0O
Demokrat Kent 10 20 30 40 s0O
Ask-SevgiKenti 100 200 300 400 50
Merak Edilen Kent 100 200 300 400 s0O
Ozgiir Kent 10 20 30 40 s0O
Geng Kent 10 20 30 40 s0O
Canli Kent 10 20 30 40 s0O
Gece-Giindiiz Yasayan Kent 100 200 30
40 s0O

Ezlence Kenti 10 20 30 40 s0O
Festival Kenti 10 20 30 40 s0O
Yenilikei Kent 10 20 30 40 s0O
[lkler Kenti 10 20 30 40 s0O
Ornek Kent 10 20 30 40 s0O
Moda Kent 10 20 300 40 s0O

16.Eskisehir icin, 15. sorudaki kent imajlarindan

hangileri ilk ii¢ sirada yer alwr? Siralama
vaparak yazar misimz?

I. Metin girmek icin buray tiklatin.
I1. Metin girmek igin buray: tiklatin.

III. Metin girmek icin burayi tiklatin.



. _EVRIMKOC, Y. SEHIR VE BOLGE PLANCIST
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17.Eskisehir  Kkentini ziyaretiniz hakkindaki 21.Varsa Eskisehir hakkindaki

memnunivetiniz 1-10 arasi degerlendirmede giriiglerinizi/degerlendirmelerinizi vazar
nedir? misimz?
(1-hi¢ memnun degilim. 10-¢ok memnunum) Metin girmek igin buray: tiklatin.

1 O

2 O

3 O

4 O

5 O

6 O

7 O

8 O

9 O

10 O

18.Eskisehir’i tekrar ziyaret etmek ister misiniz?
Neden?

Evet O
Nedeni: Metin girmek icin burayi tiklatin.

Haywr O
Nedeni: Metin girmek icin burayi tiklatin.

19 Karar verici olsaydiniz, Eskisehir’in, gelecekte
nasil bir kent olmasini isterdiniz?
Metin girmek igin burayi tiklatin.

20.Eskisehir’in marka kent oldugunu diigiiniiyor
musunuz? Neden?

Evet O ise hangi alanda bir marka
kenttir? Metin girmek icin buray
tiklatin.

Hayir O 1se gelecekte marka kent

olmasmi ister misiniz?
Evetisterim [
Hayir istemem [J
Neden? (Evet ya da Haywr
ise): Metin girmek igin buray!
tiklatin.

343



344



APPENDIX D

TABLES AND FIGURES FOR PRODUCT ANALYSIS DERIVED FROM
QUAESTIONNAIRES (CITY RESIDENTS)

Table D. 1. Opinions of the Residents in Eskisehir on Service Quality

Toobad | Bad I am Good | Verygood [ Mean
undecided/
I don’t
know

N(©) | N@) | N (%) N (%) | N (%)

Transportation 8 21 14 43 14 3.34
facilities

Eating and drinking 0 5 9 51 35 4.16
facilities (nutrition)

Residential/apart hotel 0 6 22 51 21 3.87
facilities (shelter)

Work and employment 5 14 29 44 8 3.36
opportunities

Entertainment facilities 0 1 11 43 45 4.32
(day-night)

Recreation areas (fun- 2 5 16 49 28 3.96
rest)

Education facilities 0 0 11 41 48 4.37
Supportive facilities to 1 11 29 34 25 3.71

education (libraries,
research centers, etc.)

Municipal services 1 10 24 47 18 3.71

Central management 8 19 47 26 5 3.11
services (ministries and
provincial institutions
of the ministries)

Cultural and artistic 0 0 8 45 47 4.39
services

To be aware of various 4 6 15 50 25 3.86
events in the city

Health services 1 9 24 53 13 3.68

Source: Author’s Personal Graphing from Questionnaires
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Table D. 2. Frequency of City Definitions of the Residents in Eskisehir

I am |
I totally | undecided/ |
disagree | disagree I don't agree totally Mean
KNnow agree
N (%0) N (%) N (%0) N (%) | N (%)

CE:(ith)J/Catlon (university, student) 0 0 2 28 70 468
Young City 0 1 3 41 55 4.50
City of Wonder 0 0 8 42 50 4.42
Dynamic-live City 0 1 ® 46 48 441
Livable City 1 1 5 43 50 4.40
Modern City 0 2 9 43 46 4.33
Railway City 0 2 6 53 39 4.29
Social City 0 4 S 50 41 4.28
City of Freedom 0 4 9 42 45 4.28
Day night Living City 2 1 12 46 39 4.19
City of Fun 0 6 9 46 39 4.18
Innovative City 1 3 14 42 40 4.17
Model City 1 3 16 39 41 4.16
City of Aviation 1 4 14 50 31 4.06
City of Meerschaum 4 8 14 27 47 4,05
Love City 2 4 20 37 37 4,03
Shining Star of Anatolia 4 7 14 34 41 4.01
City of Toleration/Allowance 3 4 19 42 32 3.96
City of Immigrants 0 5 29 36 30 3.91
Democrat City 5 6 19 35 35 3.89
City of Parks 2 7 19 49 23 3.84
Culture and Tourism City 0 15 14 46 25 3.81
City of Firsts 1 11 30 26 32 3.77
City of Yunus Emre 4 11 15 45 25 3.76
City of Tramway 5 10 15 49 21 3.71
Fashion City 5 7 31 27 30 3.59
European City 9 9 20 41 21 3.56
Leader City 3 12 33 30 22 3.56
City of Festivals 2 14 35 27 22 3.53
Logistic City 0 9 41 39 11 3.52
Thermal City 2 17 24 43 14 3.50
City of Nasreddin Hodja 7 13 24 36 19 3.45
Anatolian City 6 17 19 44 14 3.43
Industrial City 4 16 25 43 12 3.43
City of Water 3 21 25 32 19 3.43
City of Museums 4 21 27 31 17 3.36
City of Pedestrians 7 19 24 39 11 3.28
City of Commerce 6 17 85 34 8 3,21
City of History 7 26 28 28 11 3.10
Green City 8 29 23 25 15 3.10
World City 16 20 22 28 14 3.04
Cultural Capital of Turkish 17 22 24 22 15 206
World
City of Bikes 14 31 23 22 10 2.83

Source: Author’s Personal Graphing from Questionnaires
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Table D. 3. Opinions of Residents in Eskisehir about the Transformations in

Physical Structure

I am
Too undecided/ Very
bad Bad I don't Good good M
know €an
N
0] (0) (0) (0)
N (%) | N (%) N (%) (%) N (%)

Porsuk River 3 8 11 59 19 3.83
Sandals, Boats, | 7 19 45 | 27 | 388
Rowboats
Sculptures 2 6 12 37 43 4.13
Bridges 2 5 11 36 46 4.19
Parks 0 4 6 41 49 4.35
Odunpazar 0 8 17 49 | 26 | 3.93
Region
Pedestrian 7 28 20 34 | 11 | 314
paths
Tramway 10 13 14 43 20 3.50
Highspeedrail | 3 6 50 | 41 | 4.29
train
Artificial Beach 13 23 27 28 9 2.97
Pirate ship 5 2 15 55 23 3.89
Bar street 8 8 17 33 34 3.77
Phaeton
(Fayton) 11 9 31 29 20 3.38
Bikes/Bike 15 22 23 23 | 17 | 3.05
paths
Transportation 18 23 14 41 4 2.90
Accommaodation
(hotels etc.) 1 2 25 50 22 3.90
Eating and 0 2 8 54 | 36 | 424
drinking places
Museums 1 11 24 38 26 3.77

Source: Author’s Personal Graphing from Questionnaires
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Table D. 4. Frequency of Evaluation of the Physical Situation of Eskisehir by
the Residents

I am I
| totally I undecided/ | aaree | totall
disagree | disagree I don't g y Mean
agree
know

N (%) | N (%) N(%) | N(%) | N (%)

There is a dual structure
of vitrine/contents in
Eskisehir. In other
words, there is a partial
region that is showed as 7 15 21 38 19 3.47
Eskisehir; however,
when we look overall,
Eskisehir is different
than that part.

There is a dual structure
of virtual/reality in
Eskisehir. In other
words, the Eskisehir that
is shown in press, media,
advertisement — the
Eskisehir that reflects to
the city image (how the
city is assessed
externally) is different
than the Eskisehir that is
lived in reality.

Source: Author’s Personal Graphing from Questionnaires

11 30 17 24 18 3.08

Table D. 5. Which Cultural and Art Facilities are the Residents using in
Eskisehir?

Frequency | Percent Valid | Cumulative
Percent Percent
Opera 24 7.9 7.9
Theatre 67 22.2 22.2 30.1
Cinema 82 27.2 27.2 57.3
Concert 56 18.5 18.5 75.8
Festival 29 9.6 9.6 85.4
Facilities Symposiums,
conferences, fairs, 39 12.9 12.9 98.3
exhibitions
;ﬁ'f’“" attend at 5 17 17 100.0
Total 302 100.0 100.0

Source: Author’s Personal Graphing from Questionnaires
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Table D. 6. Frequency of Evaluation of the Social Output of Eskisehir by the

(how the city is assessed
externally) under the
influence of leaders and
university students.

Residents
I am |
I totally | undecided/
disagree | disagree I don't | agree | totally Mean
agree
know
N (%) N (%) N (%) N (%) | N (%)

It has the social
structure that is not
othering that accepts, ! 4 10 54 31 4.10
that is tolerant.
The people of Eskisehir
embrace/accept 0 1 6 50 43 4.35
university students.
There is social 3 8 17 48 24 | 382
integration.
It has a modern,
contemporary, 0 5 7 51 37 4.20
libertarian social ‘
structure.
University students
affect the city and the 1 6 9 42 42 4.18
citizens positively.
Eskisehir stands out in
terms of its social
structure, this structure
creates the
contemporary city image 0 4 6 51 39 4.25

Source: Author’s Personal Graphing from Questionnaires
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Table D. 7. Frequency of Evaluation of Stakeholders of the City by Residents

I am I
| totally | undecided |
) . totall
disagre | disagre / agre M
e e I don't e a ¥ee €a
know 9 n
N
(0] (0] [0) [0)
N (%) N (%) N (%) (%) N (%)
Professor Yilmaz
Buyukersen_ (the mayor 0 5 4 27 67 459
of metropolitan
municipality)
University Students 0 1 4 43 52 4.46
University 0 2 1 36 61 4.56
Municipalities 1 3 19 52 25 3.97
Central management
services (ministries and 12 23 41 29 2 279

provincial institutions of
the ministries)

Citizens 3 13 22 44 18 3.61

Immigrant culture, multi

cultured structure 1 16 25 39 19 3.59

Non-governmental
organizations,
Foundations,
associations, etc.

3 19 41 27 10 3.22

Private
companies/businessmen 6 17 33 36 8 3.23
etc.

Cooperation/collaboratio

n between institutions 9 31 42 13 5 2.65

Source: Author’s Personal Graphing from Questionnaires
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Table D. 8. Attitudes of Residents towards Branding of Eskisehir according to
the Top Three Definitions

Top Three City Definitions

Education
(university, Modern Livable | Total
student) city city
city
Yes Count 15 11 10 36
Brand % 71.40% 68.80% 66.70% | 69.20%
City NO Count 6 5 5 16
% 28.60% 31.20% 33.30% | 30.80%
Total Count 21 16 15 52
% 100.00% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table D. 9. Attitudes of Residents towards Branding of Eskisehir according to

Gender

Gender
Total
Female Male

Yes Count 39 30 69

% 70.90% | 66.70% 69%
Brand

City No Count 16 15 31
% 29.10% | 33.30% 31%

Count 55 45 100

Total
% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table D. 10. Attitudes of Residents towards Branding of Eskisehir according to

Age Range
Age Range
15-19 50.59 | 60and | Total
- 20-29 | 30-39 | 40-49 - more
e
3 0 25 20 16 5 3 69
(@]
B
>_
7140 | 6450 | 84.20 | 55.60 | 75.00 | 69.00
~ 0,
g X | 0.00% % % % % % %
©
c
S -
m c
3 2 10 11 3 4 1 31
(@)
o
Z
< | 1000 | 2860 | 3550 | 15.80 | 44.40 | 25.00 | 31.00
S 0% % % % % % %
1=
3 2 35 31 19 9 4 100
O
Total
< | 100.0 | 100.0 | 100.00 | 100.00 | 100,.0 | 100,.0 | 100.00
S 0% 0% % % 0% 0% %

Source: Author’s Personal Graphing from Questionnaires
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Table D. 11. Attitudes of Residents towards Branding of Eskisehir according to

Occupational Status
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Source: Author’s Personal Graphing from Questionnaires
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Table D. 12. Attitudes of Residents towards Branding of Eskisehir according to

the Years of Living in Eskisehir

Brand City
Voo No Total

. . .. Count 34 16 50
Since I was born in Eskisehir % 68.00% 32.00% 100.00%

Less than 1 year Count 2 L 3
% 66.70% 33.30% 100.00%

1 Count 3 0 3
% 100.00% 0.00% 100.00%

5 Count 4 1 5
% 80.00% 20.00% 100.00%

3 Count 1 2 3
% 33.30% 66.70% 100.00%

4 Count 2 1 3
% 66.70% 33.30% 100.00%

5 Count 2 1 3
% 66.70% 33.30% 100.00%

6 Count 0 1 1
% 0.00% 100.00% 100.00%

7 Count 0 1 1
% 0,.00% 100.00% 100.00%

8 Count 3 0 3
% 100.00% 0.00% 100.00%

9 Count 3 1 4
% 75.00% 25.00% 100.00%

10 Count 4 1 5
% 80.00% 20.00% 100.00%

1 Count 3 1 4
% 75.00% 25.00% 100.00%

12 Count 1 0 1
% 100.00% 0.00% 100,.00%

18 Count 0 1 1
% 0.00% 100.00% 100.00%

20 Count 2 1 3
% 66.70% 33.30% 100.00%

21 Count 1 0 1
% 100.00% 0.00% 100.00%

29 Count 1 0 1
% 100.00% 0.00% 100.00%

30 Count 0 1 1
% 0.00% 100.00% 100.00%

33 Count 2 0 2
% 100.00% 0.00% 100.00%

45 Count 0 1 1
% 0.00% 100.00% 100.00%

58 Count 1 0 1
% 100.00% 0.00% 100.00%

Total Count 69 31 100

% 69.00% 31.00% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Since | was born in Eskisehir Count Not Since | was born in Eskisehir
Count
B Brandy-Cit
Y:rl/y i B Brandy-City
? ‘ Yes %
B Brandy-Cit
Nf; y-Hty M Brandy-City
° No %

Figure D. 1. Attitudes of Residents towards Branding of Eskisehir according to
the Years of Living in Eskisehir

Source: Author’s Personal Graphing from Questionnaires
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Figure D. 2. Year of Living in Eskisehir

Source: Author’s Personal Graphing from Questionnaires
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Table D. 13. Attitudes of Residents towards Branding of Eskisehir according to

Hometowns
Brand City Total
Yes No
. . . Count 34 16 50
Since | was born in Eskisehir % 58.00% 32.00% 100.00%
Ankara Count 8 3 11
% 72.710% 27.30% 100.00%
Istanbul Count L 2 3
% 33.30% 66.70% 100.00%
izmir Count 2 1 3
% 66.70% 33.30% 100.00%
. Count 1 0 1
Diyarbalur % 100.00% 0.00% 100.00%
Malatya Count 1 0 1
% 100.00% 0.00% 100.00%
Kastamonu count L 0 L
% 100.00% 0.00% 100.00%
Bilecik Count 0 1 1
% 0.00% 100.00% 100.00%
Konya Count 3 0 3
% 100.00% 0,00% 100.00%
Kars Count 1 0 1
% 100.00% 0.00% 100.00%
Burdur Count 1 0 1
% 100.00% 0.00% 100.00%
Diizee Count 1 0 1
% 100.00% 0.00% 100.00%
Balikesir Count 2 0 2
% 100.00% 0.00% 100.00%
Kocaeli Count 0 1 1
% 0.00% 100.00% 100.00%
Count 1 1 2
Afyon % 50.00% 50.00% 100.00%
Manisa Count 1 0 1
% 100.00% 0.00% 100.00%
Ingiltere Count 0 L L
% 0.00% 100.00% 100.00%
Aydin Count 1 0 1
% 100.00% 0.00% 100.00%
Rize Count 1 0 1
6% 100.00% 0.00% 100.00%
Ordu Count 0 1 1
% 0.00% 100.00% 100.00%
Adana Count 1 0 1
% 100.00% 0.00% 100.00%
N I Count 1 0 1
Eskisehir Mihaliggik ilgesi % 100.00% 0.00% 700.00%
L . Lo Count 0 1 1
Eskisehir Seyitgazi ilgesi % 0.00% 100.00% 100.00%
Mersin Count 1 1 2
% 50.00% 50.00% 100.00%
Kiitahya Count 1 1 2
% 50.00% 50.00% 100.00%
Bursa Count 3 1 4
% 75.00% 25.00% 100.00%
Bulgaristan Count L 0 L
% 100.00% 0.00% 100.00%
C e . Count 1 0 1
Eskisehir Cifteler ilgesi % 100.00% 0.00% 100.00%
Count 69 31 100
Total % 69.00% 3L.00% 100,.00%
(] A (] d (] ) (]

356

Source: Author’s Personal Graphing from Questionnaires




B Ankara
W Bursa

| istanbul
B izmir

B Konya

® Mersin
B Kitahya
M Balikesir
m Afyon

m Diyarbakir
® Malatya

m Kastamonu

M Bilecik

| Kars

Figure D. 3. Attitudes of Residents towards Branding of Eskisehir according to
Hometowns

Source: Author’s Personal Graphing from Questionnaires
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Table D. 14. Attitudes of Residents towards Branding of Eskisehir according to

the Reasons of Living in Eskisehir

Brand City
Voo NG Total
Because my family lives here Count 31 1l 42
% 73.80% | 26.20% | 100.00%
Because it is near where my Count 1 1 2
family lives % 50.00% | 50.00% | 100.00%
N Count 29 13 42
Because I am from Eskisehir % 69.00% 1 31.009% | 100.00%
= Because it is near my Count 2 1 3
2 hometown % 66.70% | 33.30% | 100.00%
E Because of job Count 24 10 34
= | opportunitiesibecause my Job | o0 | 26 6006 | 20.40% | 100.00%
I is here
E Because | preferred to live Count 5 4 9
’f after university education % 55.60% | 44.40% | 100.00%
ﬁ Because of the comfort. Count 23 6 29
é’ Hﬁ:gﬁ myr?lf%iﬁghlr % | 79.30% | 20.70% | 100.00%
§ Because of education (of my Count 6 3 9
2 education Oc}r;g,”fﬁgﬁ;)"f % | 66.70% | 33.30% | 100.00%
Because of health services Count 0 0 0
% 0.00% 0.00% | 100.00%
I visited Eskisehir before, this | Count 4 0 0
was a factor. % 100.00% | 0.00% | 100.00%
Because marriage Count 2 1 3
% 66.70% | 33.30% | 100.00%
Total Count 127 50 177
% 71.80% | 28.20% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table D. 15. Attitudes of Residents towards Branding of Eskisehir according to

Satisfaction of Living

Satisfaction
Total
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Source: Author’s Personal Graphing from Questionnaires

Table D. 16. Attitudes of Residents towards Branding of Eskisehir according to

the Desire to Continue to Live in Eskisehir

Continue to live in Eskisehir | Total
Yes No
Count 61 8 69
Yes
Brand % 70.9% 57.1% 69.0%
City N Count 25 6 31
0
% 29.1% 42.9% 31.0%
Count 86 14 100
Total
% 100.0% 100.0% 100.0%
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APPENDIX E

TABLES AND FIGURES FOR PRODUCT ANALYSIS DERIVED FROM
QUAESTIONNAIRES (UNIVERSITY STUDENTYS)

Table E. 1. Frequency of Sections/Department of the University Students

Surveyed
Frequency | Percent Valid Cumulative
Percent Percent
Computer Education and Instructional Technology 1 1 1 1
Teaching
Labor Economics and Industrial Relations 3 3 3 4
Chemistry 2 2 2 6
Statistics 3 3 3 9
Biology 4 4 4 13
Architecture 14 14 14 27
Turkish Language and Literature 3 3 3 30
Business Administration 7 7 7 37
Agricultural Biology 1 1 1 38
Civil Engineering 2 2 2 40
Nursing 4 4 4 44
Psychological Counseling and Guidance 4 4 4 48
Economy 7 7 7 55
International Relations 4 4 4 59
Sociology 5 5 5 64
Jurisprudence 1 1 1 65
Computer Engineering 2 2 2 67
Education of Hearing Impaired Teaching 2 2 2 69
Pharmacy 2 2 2 71
Public Relations 1 1 1 72
Public Administration 1 1 1 73
Mechanical Drawing and Construction 1 1 1 74
Environmental Engineering 1 1 1 75
Banking and Insurance 1 1 1 76
Law 4 4 4 80
Nanotechnology 1 1 1 81
Metallurgical and Materials Engineering 1 1 1 82
Industry Engineering 1 1 1 83
Department of Special Education 1 1 1 84
Industrial Design 1 1 1 85
Social Studies Teaching 2 2 2 87
Electrical and Electronics Engineering 2 2 2 89
Primary School Education Teaching 6 6 6 95
Pre-school Education Teaching 1 1 1 96
International Business 1 1 1 97
German Language Teaching 1 1 1 98
Chemical Engineering 1 1 1 99
English Language Teaching 1 1 1 100
Total 100 100 100

Source: Author’s Personal Graphing from Questionnaires
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Table E. 2. Opinions of the University Students in Eskisehir on Service Quality

I am
Too undecided/ Very
bad Bad I don't Good good M
know €an
N N 0 N N

@ | | N | o) | o)
Transportation facilities 2 13 20 50 15 3.63
Eatingandidnining 4 | 3 12 4 | 32 | 402
facilities (nutrition)
Dormitory facilities 9 10 36 31 21 359
(shelter)
Residential/apart hotel
facilities (shelter) z g AL = A St
Work and employment 1| 9 21 53 | 16 | 3.74
opportunities
Entertglnment facilities 5 9 30 34 20 | 355
(day-night)
Recreation areas (fun-rest) | 0 1 5 40 54 | 4.46
Education facilities 0 5 16 47 32 | 4.06
Supportive facilities to
education (libraries, 1 3 19 44 33 | 4.05
research centers, etc.)
Municipal services 1 10 19 45 25 | 3.83
Central management
serw_ces_(m_lnls_trle_s and 3 15 47 30 5 319
provincial institutions of
the ministries)
Cult_ural and artistic 0 9 12 45 a1 | 4925
services
To be aware of various 0 5 21 51 22 | 389
events in the city
Health services 4 7 33 52 4 3.45

Source: Author’s Personal Graphing from Questionnaires
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Table E. 3. Frequency of City Definitions of the University Students in Eskisehir

I am |
| _totally O undecided/ 1 totally
disagree | disagree | don't agree agree | Mean
know
N@) | N(@) N (%) (090 y [ New

Young City 0 0 5 37 58 4.53
Dynamic-live City 1 0 7 34 58 4.48
Education (university,
student) Ci(ty y 1 2 3 46 48 | 438
Livable City 1 4 6 43 46 4.29
City of Wonder 3 0 10 42 45 4.29
Social City 2 1 11 39 47 4.28
Modern City 1 2 11 41 45 4.27
City of Freedom 0 4 11 39 46 4.27
City of Fun 3 0 8 45 44 4.27
Day&night Living City 1 5 10 40 44 4.21
Model City 2 7 14 46 31 3.97
City of Tramway 5 6 13 40 36 3.96
City of Festivals 2 5 21 41 31 3.94
Love City 6 5 18 32 39 3,93
Innovative City 2 7 21 36 34 3.93
City of Yunus Emre 2 5 25 39 29 3.88
City of Aviation 1 8 18 50 23 3,86
City of Meerschaum 1 8 24 38 29 3.86
Democrat City 5 7 14 47 27 3.84
Railway City 5 0 33 42 20 3.77
City of Immigrants 0 9 32 34 25 3.75
European City 2 6 24 55 13 3.71
City of
ToI)ération/AIIowance 9 6 14 47 24 3.71
Fashion City 1 11 30 33 25 3.70
Culture and Tourism City 0 8 35 39 18 3.67
City of Pedestrians 3 15 20 36 26 3.67
Shining Star of Anatolia 8 9 20 35 28 3.66
Anatolian City 5 7 23 52 13 3.61
Cultural Capital of Turkish 5 15 29 34 24 357
World
City of Bikes 7 13 22 34 24 3.55
City of Firsts 4 11 33 32 20 3.53
City of Parks 8 11 23 37 21 3,52
City of Museums 2 9 47 28 14 3.43
Leader City 7 12 33 30 18 3.40
Logistic City 4 8 48 29 11 3.35
Green City 8 17 24 37 14 3.32
World City 10 19 24 32 15 3.23
City of Nasreddin Hodja 6 21 35 22 16 3.21
Thermal City 2 18 46 29 5 3.17
Industrial City 8 21 35 27 8 3.06
City of History 11 20 38 25 5 2.95
City of Water 17 18 29 26 10 2.94
City of Commerce 9 22 46 20 3 2.86

Source: Author’s Personal Graphing from Questionnaires
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Table E. 4. Opinions of the University Students in Eskisehir about the
Transformations in Physical Structure

Too ! am Very
bad Bad undecided/I Good 00d Mean
don't know g
N (%) | N (%) N (%) N (%) | N (%)

Porsuk River 1 11 21 46 21 3.75
Sandals, Boats, Rowboats 0 7 35 44 14 3.65
Sculptures 3 4 18 42 33 3.98
Bridges 1 4 13 49 33 4.09
Parks 2 6 14 50 28 3.96
Odunpazari Region 1 5 20 53 21 3.88
Pedestrian paths 5 18 30 41 6 3.25
Tramway 5 14 17 44 20 3.60
High speed rail train 0 3 13 45 39 4.20
Artificial Beach 31 23 34 8 4 2.31
Pirate ship 9 15 26 37 13 3.30
Bar street 3 4 15 44 34 4.02
Phaeton (Fayton) 8 13 59 11 9 3.00
Bikes/Bike paths 9 21 22 29 19 3,28
Transportation 3 19 21 44 13 3.45
Q((:;c.:)ommodatlon (hotels 1 10 31 47 11 357
Eating and drinking 3 1 14 54 28 403
places
Museums 0 3 25 54 18 3.87

Source: Author’s Personal Graphing from Questionnaires

Table E. 5. Frequency of Evaluate the Physical Situation of Eskisehir of the

University Students

I am
| totally I undecided/ I | totally
. . . agree
disagree | disagree I don't agree Mean
know
N (%) N (%0) N (%) N (%) N (%0)

There is a dual structure of
vitrine/contents in Eskisehir.
In other words, there is a
partial region that is showed 2 9 31 42 16 3.61
as Eskisehir; however, when
we look overall, Eskisehir is
different than that part.
There is a dual structure of
virtual/reality in Eskisehir.
In other words, the
Eskisehir that is shown in
press, media, advertisement
— the Eskisehir that reflects
to the city image (how the
city is assessed externally) is
different than the Eskisehir
that is lived in reality.

Source: Author’s Personal Graphing from Questionnaires
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Table E. 6. Cultural and Art Facilities used by the University Students in
Eskisehir

Valid Cumulative

Frequency | Percent Percent Percent
Opera 10 3.1 3.1 3.1
Theatre 75 23.1 23.1 26.2
Cinema 91 28 28 54.2
Concert 72 22.2 22.2 76.3
Festival 37 11.4 114 87.7

Facilities Symposiums, .

conferences, fairs, 36 11.1 111 98.8
exhibitions
Match 1 0.3 0.3 99.1
| don't attend at all. 3 0.9 0.9 100
Total 325 100 100

Source: Author’s Personal Graphing from Questionnaires

Table E. 7. Frequency of Evaluate the Social Output of Eskisehir of the
University Students

I am
| totally I undecided/ I | totally
. . . agree
disagree | disagree | don't agree Mean
know
N (%0) N (%0) N (%0) N (%0) N (%0)

It has the social structure that
is not othering that accepts, 3 5 16 56 20 3.85
that is tolerant.

The people of Eskisehir 9 13 11 24 23 359
embrace/accept students. ’
There is social integration. 5 12 20 40 23 3.64
It has a modern, contemporary, 1 10 12 42 35 400
libertarian social structure. :
Students affect the city and the 3 3 13 42 39 411

citizens positively.

Eskisehir stands out in terms of
its social structure, this
structure creates the
contemporary city image (how 1 4 12 53 30 4.07
the city is assessed externally)
under the influence of leaders
and students.

Source: Author’s Personal Graphing from Questionnaires
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Table E. 8. Frequency of Evaluation of Stakeholders of the City by University
Students

I am I
| totally | undecided/ | totally
disagree | disagree I don't agree agree | Mean
know
N@®) | N@) | N() (([;f) )| N

Prof. Dr. Yilmaz
Biiyiikers_en (the major of 2 6 3 26 63 4.42
Metropolitan
Municipality)
University students 0 0 7 34 59 4.52
University 0 1 7 28 64 4,55
Municipalities 2 2 18 54 24 3.96
Central management
serw_ces_(m_mls_trle_s and 11 19 50 18 2 281
provincial institutions of
the ministries)
Citizens 5 12 23 48 12 3.50
Immigrant culture, multi 10 10 24 45 11 337
cultured structure
Non-governmental
organizations, 3 11 35 31 | 20 | 354
Foundations, associations,
etc.
Private
companies/businessmen 10 18 38 26 8 3.04
etc.
Cooperat_lon{col_laboratlon 6 11 65 12 6 301
between institutions

Source: Author’s Personal Graphing from Questionnaires

Table E. 9. Attitudes of University Students towards Branding of Eskisehir

according to the Top Three Definitions

Top Three City Definitions
Education
(university, Young City of Total
student) city freedom
city
Yes Count 9 9 4 22
Brand % 42.90% 64.30% 36.40% | 47.80%
City NO Count 12 5 7 24
% 57.10% 35.70% 63.60% | 52.20%
Total Count 21 14 15 46
% 100.00% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table E. 10. Attitudes of University Students towards Branding of Eskisehir

according to Gender

Gender Total
Female Male

Yes Count 42 21 63
Brand % 68.90% | 53.80% | 63.00%

City No Count 19 18 37
% 31.10% | 46.20% | 37.00%

Count 61 39 100

Total 5

%o 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table E. 11. Attitudes of University Students towards Branding of Eskisehir
according to Age Range

Age Range
Total
15-19 20-29 30-39

Yes Count 3 59 1 63
Brand % 50.00% | 63.40% | 100.00% | 63.00%
City No Count 3 34 0 37
% 50.00% | 36.60% | 0,.00% | 37.00%

Total Count 6 93 1 100
% | 100.00% | 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table E. 12. Attitudes of University Students towards Branding of Eskisehir

according to Universtiy Educated

University
Anatolian Eskisehir Osmangazi | Total
University University

Yes Count 46 17 63

Brand % 66.70% 54.80% 63.00%
City No Count 23 14 37
% 33.30% 45.20% 37.00%

Count 69 31 100

Total 3

% 100.00% 100.00% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table E. 13. Attitudes of University Students towards Branding of Eskisehir

according to Grade/Class Cross of University Students

Grade/Class

Total
1 2 3 4

Yes Count 6 19 18 20 63
Brand % 42.90% | 76.00% | 60.00% | 64.50% | 63.00%
City No Count 8 6 12 11 37
% 57.10% | 24.00% | 40.00% | 35.50% | 37.00%

Total Count 14 25 30 31 100
% | 100.00% | 100.00% | 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table E. 14. Attitudes of University Students towards Branding of Eskisehir

according to the Years of being in Eskisehir

Brand City
v No Total

Count 3 4 7
Since I was born in Eskisehir % 22.90% 57.10% 100.00%

Less than 1 year Count L L 2
% 50.00% 50.00% 100.00%

1 Count 3 4 7
% 42.90% 57.10% 100.00%

9 Count 10 4 14
% 71.40% 28.60% 100.00%

3 Count 16 5 21
% 76.20% 23.80% 100.00%

4 Count 15 9 24
% 62.50% 37.50% 100.00%

5 Count 7 5 12
% 58.30% 41.70% 100.00%

6 Count 3 0 3
% 100.00% 0.00% 100.00%

8 Count 1 1 2
% 50.00% 50.00% 100.00%

9 Count 1 0 1
% 100.00% 0.00% 100.00%

10 Count 2 2 4
% 50,00% 50.00% 100.00%

12 Count 0 1 1
% 0.00% 100.00% 100.00%

17 Count 0 1 1
% 0.00% 100.00% 100.00%

25 Count 1 0 1
% 100.00% 0.00% 100.00%

Total Count 63 37 100

% 63.00% 37.00% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table E. 15. Attitudes of University Students towards Branding of Eskisehir

according to Hometowns

Brand City
VoS No Total

) ) e . Count 4 5 9
Since I was born in Eskisehir % 1220% 55 60% 100.00%

Ankara Count 6 6 12
% 50.00%0 50.00% 100.00%

Istanbul Count 4 0 4
% 100.00% 0.00% 100.00%

izmir Count 5 3 8
% 62,50% 37,50% 100,00%

Aydin Count 2 1 3
% 66.70% 33.30% 100.00%

Azerbaijan Count L 0 L
% 100.00% 0.00% 100.00%

Afyon Count 2 0 2
% 100.00% 0.00% 100.00%

o Count 3 0 3
Tekirdag % 100.00% | 0.00% | 100.00%

Mugla Count 2 1 3
% 66.70% 33.30% 100.00%

Tokat Count 0 1 1
% 0.00% 100.00% 100.00%

Count 3 0 3
Canakkale % 100.00% | 0.00% | 100.00%

valova Count 1 0 1
% 100.00% 0.00% 100.00%

Isparta Count 1 0 1
% 100.00% 0.00% 100.00%

Mardin Count 0 1 1
% 0.00% 100.00% 100.00%

Edirne Count 0 1 1
% 0.00% 100.00% 100.00%

Erzincan Count 0 L L
% 0,00% 100,00% 100.00%

Antalya Count 1 2 3
% 33.30% 66.70% 100.00%

Kastamonu Count 2 0 2
% 100.00% 0.00% 100.00%

Bursa Count 6 2 8
% 75.00% 25.00% 100.00%

Count 1 0 1
Zonguldak % 100.00% | 0.00% | 100.00%

Mersin Count 1 4 5
% 20.00% 80.00% 100.00%

369



Table E. 15. continued....

Denizli Count 1 1 2
enizll % 50.00% | 50.00% | 100.00%

Count 0 1 1
Corum % 0.00% | 100.00% | 100.00%

E Count 1 0 1
rzurtim % 100.00% | 0.00% | 100.00%

Count 0 1 1
Sanhurfa % 0.00% | 100.00% | 100.00%

Kocaeli Count 1 0 1
% 100.00% | 0.00% | 100.00%

Sivas Count 2 0 2
% 100.00% | 0.00% | 100.00%

.. Count 1 0 1
Karabiik % 100.00% | 0.00% | 100.00%

Hatay Count 1 0 1
% 100.00% | 0.00% | 100.00%

. Count 0 1 1
Nigde % 0.00% | 100,00% | 100,00%

Balikesir Count 1 0 1
% 100.00% | 0.00% | 100.00%

Bilecik Count 1 1 2
% 50.00% | 50.00% | 100.00%

Kiitahya Count 2 0 2
% 100.00% | 0.00% | 100.00%

Kayseri Count 1 0 1
% 100.00% | 0.00% | 100.00%

Konya Count 0 1 1
% 0.00% | 100.00% | 100.00%

Manisa Count 1 0 1
% 100.00% | 0.00% | 100.00%

Adana Count 1 1 2
% 50.00% | 50.00% | 100,00%

Sakarya Count 2 1 3
% 66.70% | 33.30% | 100.00%

Diizee Count 1 0 1
% 100.00% | 0.00% | 100.00%

Osmaniye Count 1 0 1
% 100.00% | 0.00% | 100.00%

Giresun Count 0 1 1
% 0.00% | 100.00% | 100.00%

ol Count 63 37 100
% 63.00% | 37.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table E. 16. Attitudes of University Students towards Branding of Eskisehir

according to the Reasons of the Preference of Educating in Eskisehir

Brand City
Yoo No Total
Because, | have already Count 4 6 10
been living here % 40.00% 60.00% 100.00%
Because of the education Count 32 16 48
of the university % 66.70% | 33.30% 100.00%
Because, the section that Count 1 1 2
Lﬁlrj:fsrlrteyd Is only in that % 50.00% | 50.00% | 100.00%
Because of my score (of Count 16 17 33
university exam) % 48.50% | 51.50% 100.00%
= Because of the comfort, Count 32 18 50
< freedom, modernity, etc.
g of student life in % 64.00% | 36.00% | 100.00%
o] Eskisehir
g Because of the ease of Count 15 5 20
& | the transport from the % 75.00% | 25.00% | 100.00%
s city I come Eskisehir
] Because of relations Count 6 7 13
% gfna(;”(;'tﬁe‘;rr'sra‘il Jﬁ;‘“"e % 46.20% | 53.80% | 100.00%
2 Media Count 2 2 4
g % 50.00% | 50.00% 100.00%
S Because of the hearsay Count 5 1 6
= Because of the high Count 3 0 3
§ school that | educated
g and my high school % 100.00% 0.00% 100.00%
o teachers
ﬁ Because of written Count 1 2 3
Z%%ﬁists(br?ugg;m ) % 33.30% | 66.70% | 100.00%
Because of the famous Count 0 1 1
people form Eskisehir
(artists, politicians, % 0,00% | 100,00% | 100,00%
sportsman, etc.)
| visited my university Count 6 0 6
before, this was a factor % 100.00% 0.00% 100.00%
I visited Eskisehir Count 8 1 9
before, this was a factor % 88.90% 11.10% 100.00%
Count 131 77 208
Total % 63.00% | 37.00% | 100.00%
0 o 0 0 0 g 0

Source: Author’s Personal Graphing from Questionnaires
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according to Visiting the City before

Table E. 17. Attitudes of University Students towards Branding of Eskisehir

Visit of Eskisehir
Total
Lives in Eskisehir Yes No
Ves Count 3 21 39 63
Brand % 42.90% 65.60% | 63.90% | 63.00%
City No Count 4 11 22 37
% 57.10% 34.40% | 36.10% | 37.00%
Total Count 7 32 61 100
% 100.00% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table E. 18. Attitudes of University Students towards Branding of Eskisehir

according to Satisfaction of Living as a Student

Satisfaction Tota

4 5 6 7 8 9 10 |

., | Count | 0 1 0 6 24 | 13 | 19 | 63
2| 9% | 000 [ 143 [ 000 | 429 [ 727 [ 765 | 826 | 63.0
g % | 0% | % | 0% | 0% | 0% | 0% | 0%
g _ | count | 3 6 3 8 9 4 4 37
o Z [, 100. | 85.7 [ 100. | 57.1 [ 273 | 235 | 174 | 37.0
00% | 0% | 00% | 0% | 0% | 0% | 0% | 0%

Count | 3 7 3 14 | 33 | 17 | 23 | 100

Total % 100. | 100. | 100. | 100. | 100. | 200. | 100. | 100.
00% | 00% | 00% | 00% | 00% | 00% | 00% | 00%

Source: Author’s Personal Graphing from Questionnaires

Table E. 19. Attitudes of University Students towards Branding of Eskisehir

according to the Desire to Continue to Live in Eskisehir after Graduation

Continue to live in Eskisehir after
Graduation Total
Yes No
Yes Count 43 20 63
Brand % 74.10% 47.60% 63.00%
City No Count 15 22 37
% 25.90% 52.40% 37.00%
Total Count 58 42 100
% 100.00% 100.00% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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APPENDIX F

TABLES AND FIGURES FOR PRODUCT ANALYSIS DERIVED FROM

QUAESTIONNAIRES (VISITORYS)

Table F. 1. Frequency of City Definitions of the Visitors in Eskisehir

| totally | I am |
disagree | disagree unde'mded/ l agree | totally Mean
1 don't know agree
N (%) N (%) N (%) N (%) | N (%)

Education (university, student) City 1 0 3 21 75 4.69
Young City 1 1 4 33 61 452
Dynamic-live City 1 0 6 33 60 451
Livable City 2 0 4 37 57 4.47
Social City 1 0 4 45 50 4.43
City of Freedom 1 0 5 46 48 4.40
Modern City 1 0 10 39 50 4,37
City of Wonder 1 1 5 46 47 4.37
Innovative City 1 1 9 45 44 4.30
City of Meerschaum 2 5 12 32 49 4.21
Model City 2 2 12 43 41 4.19
City of Tramway 2 2 13 42 41 4.18
Democrat City 2 0 20 36 42 4.16
City of Toleration/Allowance 8 2 13 42 40 4.14
City of Fun 2 5 12 39 42 4.14
Railway City 2 3 20 34 41 4.09
Love City 1 2 22 39 36 4.07
Shining Star of Anatolia 2 2 20 40 36 4.06
City of Parks 1 4 20 40 35 4.04
Day night Living City 2 6 17 37 38 4.03
Culture and Tourism City 1 5 18 43 33 4.02
City of Firsts 2 3 28 28 39 3.99
City of Aviation 2 3 30 30 35 3.93
City of Museums 1 10 23 32 34 3.88
City of Immigrants 0 6 33 32 29 3.84
Fashion City 3 2 32 36 27 3,82
European City 2 8 24 41 25 3.79
City of Yunus Emre 6 3 34 23 34 3.76
City of Pedestrians 2 6 32 35 25 3.75
Green City 2 9 27 38 24 3.73
City of History 1 14 22 38 25 3.72
City of Festivals 2 6 38 26 28 3.72
Leader City 1 8 31 40 20 3.70
City of Bikes 1 12 37 28 22 3.58
Logistic City 3 5 46 24 22 3.57
City of Water 8 11 35 30 21 3.55
City of Nasreddin Hodja 8 6 35 26 25 3.54
Cultural Capital of Turkish World 4 10 32 38 16 3.52
Industrial City 2 13 34 33 18 3.52
Anatolian City 8 14 17 43 18 3.49
Thermal City 1 11 43 29 16 3.48
World City 7 14 28 34 17 3.40
City of Commerce 2 11 46 30 11 3.37

Source: Author’s Personal Graphing from Questionnaires
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Table F. 2. Opinions of Visitors in Eskisehir about the Transformations in

Physical Structure

I am
Too undecided/ Ver
bad Bad I don't Good goo?j/ Mean
know
N (%) N (%) N (%) N (%) N (%)

Porsuk River 0 4 10 52 34 4.16
Sandals, Boats, 0 6 38 36 20 3.70
Rowboats
Sculptures 3 6 11 29 51 4.19
Bridges 0 2 15 42 41 4.22
Parks 3 3 6 39 49 4.28
Odunpazari Region 0 3 14 42 41 4.21
Pedestrian paths 2 10 17 45 26 3.83
Tramway 4 4 15 32 45 4.10
High speed rail train 0 2 17 21 60 4.39
Artificial Beach 7 12 39 23 19 3.35
Pirate ship 4 6 35 26 29 3.70
Bar street 5 3 14 35 43 4.08
Phaeton (Fayton) 4 2 55 24 15 3.44
Bikes/Bike paths 4 9 37 27 23 3.56
Transportation 4 12 12 40 32 3.84
Accommodation
(hotels etc.) 2 8 27 35 28 3.79
Eating and drinking 1 2 3 51 43 433
places
Museums 2 3 14 31 50 4.24

Source: Author’s Personal Graphing from Questionnaires

Table F. 3. Attitudes of Visitors towards Branding of Eskisehir according to the
Top Three Definitions

Top Three City Images
Education
Total
Modern city Y(c:)it:ng (university,
y student) city
Yes Count 13 8 9 30
Brand % 92.90% 72.70% 75.00% 81.10%
City No Count 1 3 3 7
% 7.10% 27.30% 25.00% 18.90%
Count 14 11 12 37
Total
% 100.00% | 100.00% |  100.00% 10&)00

Source: Author’s Personal Graphing from Questionnaires
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Table F. 4. Attitudes of Visitors towards Branding of Eskisehir according to

Gender

Gender
Total
Female Male

Yes Count 36 37 73
Brand % 75.00% | 71.20% | 73.00%

City No Count 12 15 27
% 25.00% | 28.80% | 27.00%

Count 48 52 100

Total

% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table F. 5. Attitudes of Visitors towards Branding of Eskisehir according to Age

Range
Age Range

Total

15-19 | 20-29 | 30-39 | 40-49 | 50-59 | B0and

more
Count | 5 29 11 16 8 4 73
Yes [ 83.30 | 63.00 | 68.80 | 80.00 | 100.00 | 100.00 | 73.00
Brand 0 % % % % % % %
City Count 1 17 5 4 0 0 27
No 16.70 | 37.00 | 31.20 | 20.00 27.00

0, 0, 0,
Yo ” 0% % o | 0:00% | 0.00% | <o
Count 6 46 16 20 8 4 100
Total ” 100.0 | 100.00 | 100.00 | 100.00 | 100.00 | 100.00 | 100.0
0 0% % % % % % 0%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 6. Attitudes

Occupational Status

of Visitors towards Branding of Eskisehir according to

Job
2
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Source: Author’s Personal Graphing from Questionnaires

Table F. 7. Attitudes of Visitors towards Branding of Eskisehir according to

being from Eskisehir
From Eskisehir
Total
Yes No
Yes Count 9 64 73
Brand % 81.80% | 71.90% | 73.00%
City No Count 2 25 27
% 18.20% | 28.10% | 27.00%
Count 11 89 100
Total
% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 8. Attitudes of Visitors towards Branding of Eskisehir according to the

City where Visitors live in

Brand City
v No Total
Ankara Count 22 10 32
% 68.80% | 31.20% | 100.00%
istanbul Count 21 5 26
% 80.80% | 19.20% | 100.00%
izmir Count 6 1 7
% 85.70% | 14.30% | 100.00%
Berlin Count 1 0 1
% 100.00% 0.00% 100.00%
Bilecik Count 1 3 4
% 25.00% 75,00% 100.00%
Mugla Count 3 0 3
% 100.00% 0,00% 100,00%
Balikesir Count 2 0 2
% 100.00% 0.00% 100.00%
Hatay Count 1 0 1
% 100.00% 0.00% 100.00%
Count 1 0 1
Simak % | 100.00% | 0.00% | 100.00%
Mersin Count 5 1 6
% 83.30% 16.70% 100.00%
. . Count 1 2 3
City | Manisa % | 33.30% | 66.70% | 100.00%
Rize Count 1 0 1
% 100.00% 0.00% 100.00%
Bursa Count 1 0 1
% 100.00% 0.00% 100.00%
Lyon Count 1 0 1
% 100.00% 0.00% 100.00%
Dubai Count 1 0 1
% 100.00% 0.00% 100.00%
Gaziantep Count L L 2
% 50.00% 50.00% 100.00%
Isparta Count 1 0 1
% 100.00% 0.00% 100.00%
Kayseri Count 0 1 1
% 0.00% 100.00% | 100.00%
Antalya Count 2 1 3
% 66,70% 33.30% 100.00%
Samsun Count 0 2 2
% 0.00% 100.00% | 100.00%
Amasya Count 1 0 1
% 100.00% 0.00% 100.00%
Total Count 73 27 100
% 73.00% 27.00% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Figure F. 1. Attitudes of Visitors towards Branding of Eskisehir according to
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Table F. 9. Attitudes of Visitors towards Branding of Eskisehir according to
Reasons for the Visit for Eskisehir

Brand City
Total
Yes No
Learning new Count 13 6 19
things % 68.40% | 31.60% | 100.00%
Count 34 15 49
Visit for fun
% 69.40% | 30.60% | 100.00%0
Learning its Count 24 4 28
cultural
structure % 85.70% | 14.30% | 100.00%0
Seeing the Count 38 10 48
environment
Purpose and around % 79.20% | 20.80% | 100.00%0
of
Eskisehir Because of Count 9 1 10
Visit hearsays % 90.00% | 10.00% | 100.00%
Because it is Count 2 1 3
fashionable % 66.70% | 33.30% | 100.00%
For business Count > 3 8
% 62.58% | 37.50% | 100.00%
Visiting friends | Count 13 2 15
/ family % 86.70% | 13.30% | 100.00%
For education Count 1 3 4
% 25.00% | 75.00% | 100.00%
Count 139 45 184
Total
% 75.50% | 24.50% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 10. Attitudes of Visitors towards Branding of Eskisehir according to
the Ways Influencing on the Decision of Visit for Eskisehir

Brand City
Total
Yes No
Hearsay Count 8 6 14
% 57.10% | 42.90% | 100.00%
Media Count 25 8 33
% 75.80% | 24.20% | 100.00%
Famous from Count 3 0 3
Eskigehir % 100.00% | 0.00% 100.00%
Written sources Count / L 8
% 87.50% | 12.50% 100.00%
How [ Relations Count 42 19 61
decided % 68.90% | 31.10% | 100.00%
to Tour agencies Count 1 0 1
visit? % 100.00% | 0.00% 100.00%
For education of | Count 1 0 1
g:ﬁ:’;rﬁl'iy n % |100.00% | 0.00% | 100.00%
Nearest City Count L 0 L
% 100.00% | 0.00% 100.00%
School/Business | Count 3 1 4
Trip % 75.00% | 25.00% 100.00%
For Business Count 1 0 1
% 100.00% | 0.00% 100.00%
Total Count 92 35 127
% 72.40% | 27.60% 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 11. Attitudes of Visitors towards Branding of Eskisehir according to
Satisfaction of Visiting Eskisehir

Satisfaction
Total
1 5 6 7 8 9 10
S 0 1 0 6 a | 21| 21 | 73
8 o
. < | 000 [100.0 [ 0.00 | 46.20 [ 66.70 | 87.50 | 87.50 | 73.00
5 ° % | 0% % % % % % %
©
c =
o 3 1 0 1 7 12 3 3 27
o O
o
2
o | 00. [ 0.00 | 100.0 | 53.80 | 33.30 | 12.50 | 12.50 | 27.00
° 0% | % 0% % % % % %
5 1 1 1 13 | 36 | 24 | 224 | 100
(@]
Total
o | 100. | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0
° 00% | 0% | 0% | 0% | 0% | 0% | 0% | 0%

Source: Author’s Personal Graphing from Questionnaires

Table F. 12. Attitudes of Visitors towards Branding of Eskisehir according to
the Desire to Visit Eskisehir again

Desire to visit of
Eskisehir again Total
Yes No
Yes Count 72 1 73
Brand- % 74.20% | 33.30% | 73.00%
City No Count 25 2 27
% 25.80% | 66.70% | 27.00%
Count 97 3 100
Total
% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 13. Attitudes of Visitors towards Branding of Eskisehir according to

Whether Visiting Eskisehir before or not

Visit of Eskisehir
Before Total
Yes No
Yes Count 54 19 73
Brand % 75.00% | 67.90% | 73.00%
City No Count 18 9 27
% 25.00% | 32.10% | 27.00%
Count 72 28 100
Total
% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires

Table F. 14. Attitudes of Visitors towards Branding of Eskisehir according to

Transportation Vehicles

Transportation Vehicles
) High Speed Total
Train Train Bus Car Plane
v Count 3 21 32 23 1 80
es
Brand % 42.90% 63.60% 78.00% | 76.70% | 100.00% | 69.20%
City \ Count 4 12 9 7 0 32
0
% 57.10% 36.40% 22.00% | 23.30% 0.00% | 30.80%
Count 7 33 41 30 1 112
Total
% 10&) & 100.00% 100.00% | 100.00% | 100.00% 10&) 20

Source: Author’s Personal Graphing from Questionnaires

Table F. 15. Attitudes of Visitors towards Branding of Eskisehir according to

Accommodation

Accommodation
Total
Yes No
Yes Count 63 10 73
Brand % 75.00% | 62.50% | 73.00%
City No Count 21 6 27
% 25.00% | 37.50% | 27.00%
Count 84 16 100
Total
% 100.00% | 100.00% | 100.00%

Source: Author’s Personal Graphing from Questionnaires
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Table F. 16. Attitudes of Visitors towards Branding of Eskisehir according to

Format of Visits

Brand City
Total
Yes No
) Count 10 3 13
Single
% 76.90% | 23.10% | 100.00%
) Count 41 7 48
Family
% 85.40% | 14.60% | 100.00%
Format of | Groups of Count 23 13 36
visits friends % 63.90% | 36.10% | 100.00%
Groups of Count 5 5 10
students % 50.00% 50.00% | 100.00%
Groups of Count 8 3 11
colleague % 72.70% 27.30% | 100.00%
Count 87 31 118
Total
% 73.70% 26.30% | 100.00%
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APPENDIX G

TABLES AND FIGURES FOR COMPARISONS FROM QUESTIONNAIRES

Table G. 1. Evaluations of Services by Citizens and Students

Test for Equality Test for Equality of Citizens University
of Variances Means Student

Vgllje Decision Vgllje Decision Mean Mean
Transportation 0.002 | Notequal | 0.060 | Assumed 3.34 3.63
facilities
Eating and
drinking facilities 0.662 Equal 0.262 Assumed 4.16 4.02
(nutrition)
Residential/apart
hotel facilities 0.299 Equal 0.936 Assumed 3.87 3.88
(shelter)
Work and
employment 0.057 Equal 0.004 | Not assumed 3.36 3.74
opportunities
Entertainment
facilities (day- 0.000 | Notequal 0.000 Not assumed 4.32 3.55
night)
Recreationareas | 419 | Equal | 0.000 | Notassumed | 3.96 4.46
(fun-rest)
Education facilities | 0.960 Equal 0.004 | Not assumed 4.37 4.06
Supportive
facilities to
education 0.007 | Notequal | 0.010 | Notassumed 3.71 4.05
(libraries, research
centers, etc.)
Municipal services 0.990 Equal 0.365 Assumed 3.71 3.83
Central
management
services (ministries | g4g | gl 0515 | Assumed 3.11 3.19
and provincial
institutions of the
ministries)
Cu!tu_ral anq 0.398 Equal 0.154 Assumed 4.39 4.25
artistic services
To be aware of
various events in 0.217 Equal 0.816 Assumed 3.86 3.89
the city
Health services 0.845 Equal 0.057 Assumed 3.68 3.45

Source: Author’s Personal Graphing from Questionnaires
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Table G. 2. Evaluations of Stakeholders by Citizens and Students

Test for Equality | Test for Equality Citizens University
of Variances of Means Student
p- . p- -
Value Decision Value Decision Mean Mean
Professor Yilmaz
Bityiikersen (the major of | 5 | NOt -1 4947 | Asqumed | 4.50 4.42
Metropolitan equal
Municipality)
University Students 0.899 Equal 0.499 | Assumed 4.46 4.52
University 0.400 Equal 0.913 | Assumed 4.56 4.55
Municipalities 0.965 Equal 0.931 | Assumed 3.97 3.96
Central management
services (ministries and 0300 | Equal | 0.883 | Assumed | 279 2.81

provincial institutions of
the ministries)

Citizens 0.965 Equal 0.447 | Assumed 3.61 3.5

Immigrant culture, multi

0.395 Equal 0.147 | Assumed 3.59 3.37
cultured structure
Non-governmental
organizations, Not
Foundations, associations, 0.247 Equel 0.025 Assumed 8.22 3.54
etc.
Private
companies/businessmen 0.787 Equal 0.203 | Assumed 3.23 3.04
etc.
Cooperation/collaboration Not Not
between institutions 0.001 equal 0.087 Assumed 2.65 3.01

Source: Author’s Personal Graphing from Questionnaires
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Table G. 3. Evaluations of Physical Transformation by Citizens and Students

Test for Equality | Test for Equality Citizens University
of Variances of Means Student

P- | Decision | P° Decision | Mean Mean

Value Value

There is a dual
structure of
vitrine/contents in
Eskisehir. In other
words, there is a partial
region that is showed as
Eskisehir; however,
when we look overall,
Eskisehir is different
than that part.

0.009 | Notequal [ 0.350 [ Assumed 3.47 3.61

There is a dual
structure of
virtual/reality in
Eskisehir. In other
words, the Eskisehir
that is shown in press,
media, advertisement —
the Eskisehir that
reflects to the city
image (how the city is
assessed externally) is
different than the
Eskisehir that is lived in
reality.

0.274 Equal 0.579 | Assumed 3.08 3.18

Source: Author’s Personal Graphing from Questionnaires
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Table G. 4. Evaluations of Social Output by Citizens and University Students

Test for
Equality of
Variances

Test for
Equality of
Means

Citizens

University
Student

p o
Value

Decision

p o
Value

Decision

Mean

Mean

It has the social
structure that is
not othering
that accepts,
that is tolerant.

0.423

Equal

0.041

Not
assumed

4.10

3.85

The people of
Eskisehir
embrace/accept
university
students.

0.000

Not
equal

0.000

Not
assumed

4.35

28]

There is social
integration.

0.056

Equal

0.228

Assumed

3.82

3.64

It has a
modern,
contemporary,
libertarian
social structure.

0.207

Equal

0.113

Assumed

4.20

4.00

University
students affect
the city and the
citizens
positively.

0.951

Equal

0.594

Assumed

4.18

411

Eskisehir
stands out in
terms of its
social structure,
this structure
creates the
contemporary
city image (how
the city is
assessed
externally)
under the
influence of
leaders and
university
students.

0.720

Equal

0.105

Assumed

4.25

4.07

Source: Author’s Personal Graphing from Questionnaires
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Table G. 5. Evaluation of Different Groups on the Physical Transformation
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Table G. 6. Evaluation of Different Groups on City Definitions

Visitors
Mean

3.52

4.69

3.88

3.48

3.72

3.52

University
Student
Mean

3.57

4.38

3.43

3.17

2.95

3.06

Citizens
Mean

2.96

4.68

3.36

3.50

3.10

3.43
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Table G. 6. continued...
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Source: Author’s Personal Graphing from Questionnaires
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Table G. 7. Evaluation of Different Groups on Brand City

Mean Citizens University Visitors
Sumof | df | Squar F Sig. Frequenc Students Frequenc
Squares e q Y Frequency q y
Between | o507 | 2 | 0253 | 1.168 | 0312 69 63 73
Groups
Within | g4 41 | 207 | 0217
Groups
Total 64.917 | 299
Source: Author’s Personal Graphing from Questionnaires
Table G. 8. Evaluation of Different Groups on Satisfaction |
Sum of Mean .
Squares df Square F Sig.
HEEA | o 2 4123 | 1664 | 0.191
Groups
Within | 20595 | 297 2478
Groups
Total 744.197 299
Source: Author’s Personal Graphing from Questionnaires
Table G. 9. Evaluation of Different Groups on Satisfaction 11
95% Confidence
4 Interval for Minimum [ Maximum
N | Mean De\?itat.ion Esl'tl%r ot
Lower | Upper
Bound | Bound
University | 159 | g1 | 1.57313 |0.15731 | 7.7879 | 8.4121 4 10
Students
Citizens 100 | 8.14 1.79235 | 0.17924 | 7.7844 | 8.4956 2 10
Visitors 100 | 8.47 1.32158 | 0.13216 | 8.2078 | 8.7322 1 10
Total 300 | 8.2367 | 1.57764 | 0.09109 | 8.0574 | 8,4159 1 10

Source: Author’s Personal Graphing from Questionnaires
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