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1. Introduction 

The Syrian refugee crisis, now in eighth year, is one of the largest, persistent and complex humanitarian 
crises of modern times. The impact of this conflict is gradually increasing in economic and social 
spheres, adversely impacting the economic activities, causing income losses, and making access to 
public services of good quality in the refugee-hosting countries, which already had socio-economic 
challenges before the onset of the crisis. The Syrian refugee crisis is of international interest due to the 
unprecedented population movement. Refugee-receiving countries face significant challenges in dealing 
with the situation and supporting host communities. While humanitarian response is always a higher 
priority, now the focus has started shifting to providing livelihood support. 
 
In this context, the International Labour Organization (ILO) plays an important role in the component 
of the livelihoods provided in the Regional Refugee and Resilience Plan (3RP), coordinated by United 
Nations (UN) agencies and development partners. The ILO Office for Turkey has developed a three-
pronged strategy for Syrian refugees in Turkey: 
 

1. Contribute to the creation of a skilled, competent, and productive labour supply to facilitate the 
access of temporary protected Syrians and host communities to ‘Decent Work’ 
 

2. Support local economic development in specific sectors and geographical regions by creating 
jobs or promoting entrepreneurship for Syrians under temporary protection and host 
communities, 
 

3. Support the strengthening of Turkish labour market administration and mechanisms in the 
implementation of comprehensive development strategies. 

 
Under these strategies, the ILO Office for Turkey is developing projects in Şanlıurfa, Gaziantep, Adana, 
Mersin, Hatay, Ankara, and Istanbul in order to improve livelihoods and decent work opportunities in 
various areas. In order to increase the employment of refugees and host communities, both labour supply 
and demand are focused; projects are being developed to increase the institutional and operational 
capacity of relevant public institutions, employers’ and workers' organisations. 
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2. Value Chain 

The basic schema of the value chain is as follows. ILO plans to support this value chain, facilitate the 
value chain, and increase the productivity of the units and the sector independently without intervening 
in the units (such as private sector, NGOs, public institutions). ILO plans to identify areas where the 
sector is failing to move forward and ensure that the cluster acts in a results-oriented approach, and to 
be unifying and guiding by justifying different analytical frameworks for the market. 
 
As can be seen in the following value chain diagram, the key processes are supply, production, sales 
and marketing. For all these processes; information, communications, and regulations are important. In 
respect of information and communications; knowledge, infrastructure, and related services influence 
the process. 
 
A) Knowledge: It is necessary to capture information on supply, production, sales/marketing, and world 
trends. This information can be the world footwear production/consumption, Turkish footwear 
production/consumption, Turkish import and export figures, foreign trade balance, active players of the 
sector, current situation of the sector, and possibilities for development. 
 
B) Infrastructure : For the labour-intensive shoe sector, physical requirements (materials used, 
workshops), and workers' experience can be defined as infrastructure.  
 
C) Related Services: The related industries (leather, packaging etc) and sub-manufacturing groups 
(upper, sole, etc.) of the shoe sector are defined as related services. The shoe sector is a subdivision of 
the industry that uses leather, artificial leather, plastics, stout leather, and textiles as raw materials. The 
shoe-upping sector is the sub-sector that is most closely related to the shoe sector. If the shoe-upping 
sector is not developed and regulated, the shoe sector will not develop. Other sub-sectors are mentioned 
in the report. 

 
 



  
INTERNATIONAL LABOUR ORGANIZATION 

Value Chain Analysis and Project Recommendations for Gaziantep Shoe Sector 

6 
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3. Objectives and Expected Findings 

The objective of this study is to develop a framework to support the development of sector opportunities 
and the elimination of sector constraints by encouraging the implementation of international business 
standards in value chain links in order to create ‘decent work’ in the shoe sector in Gaziantep. The 
footwear value chain was analysed in order to contribute to local economic development, facilitate 
dialogue among stakeholders in the shoe sector, and promote gender equality. The following studies 
were carried out for the Value Chain Analysis (VCA): 

1. A desk study was undertaken and ILO documents reviewed to conduct an analysis of the target 
audience in respect of the selected sector/sub-sectors, products, potential, and economic trends. 

2. The set of questions was prepared for use in one-on-one interviews and focus group meetings. 
The study plan and method were prepared for the analysis of results. 

3. Interviews were held with the key actors and organisations of the sector, public institutions, 
development agencies, NGOs, research institutes, and other relevant institutions, and focus 
group discussions were conducted to identify local economic growth, profitability, and potential 
employment, current market links, problems, challenges, and employment opportunities for 
Syrian refugees and host communities. 

4. Workshops were conducted, with participation of ILO officials and selected value chain 
stakeholders to discuss the findings and collected data, facilitate social dialogue for the 
identified sub-sectors/products for the shoe sector, and improve the gender equality approach. 

5. The draft report, which included the results of the interviews, focus group meetings, and value 
chain stakeholder workshop, was prepared and submitted to the ILO Office for Turkey. 

6. The draft report was finalised which contained a list of organisations interviewed in line with 
ILO's ‘Development of Value Chain for Decent Work’ proposal and its content. 

 
The next step will be the presentation and analysis of the main findings with the participation of the ILO 
Office for Turkey and the relevant stakeholders at central and local levels. 

3.1. Preliminary Research to Identify Value Chain Actors 

Before the VCA study, desk study and literature review were carried out for the shoe sector. 
Furthermore, a preliminary assessment was made of the institutions and organisations shown in the 
following table on the development of the sector, ‘decent work’ volumes and target groups. 
 

Institutions, Organisations, Associations  

Gaziantep Chamber of Commerce-Help Desk for Syrians 
Gaziantep Chamber of Industry-Vocational Training Centre 
Gaziantep Commodity Exchange 
Southeast Anatolian Exporters Union 
Silk Road Development Agency 
Syrian Businessmen Association 
Syrian Economic Forum  
Gaziantep Chamber of Shoemakers 
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3.2. Preliminary Information on Syrian Labour Force and Entrepreneurs 

During the preliminary interviews and desk study, it was discovered that Syrians who lost their income 
and had difficulty in accessing public services in Turkey did indeed contributed positively to some 
sectors in Gaziantep: 

• Since the beginning of armed conflicts in 2011, Syrians have established 6,000 new companies 
in Turkey, and some estimates suggest that the capital of Syrian companies is around 1 to 1.5 
billion USD.1 

• According to the statement of Gaziantep Chamber of Shoemakers (GKO), investments made in 
the women’s footwear sector by 40 to 50 Syrian entrepreneurs attract Gulf countries and 
Western countries to Turkey.  

• According to the data obtained from Akort Fuarcılık Company, which organises the 
GAPSHOES fairs in Gaziantep, 10% of the companies participating in the fairs are of Syrian 
origin and 5% are of Iraqi origin. Syrian investors attract potential customers to Turkey from 
both Gulf countries and Western countries. 

 
GAPSHOES Fairs December 2016 exhibition information:  
Number of participating companies: 250 
Number of participating Syrian firms : 6 
Number of visitors: 31,200 
Distribution of visitors by country : 50% Turkey, 10% Syria, 10% United Arab Emirates, 10% 
Russian Federation, 5% Iran, 5% Turkic Republics, 5% Iraq, 5% other (Morocco, Jordan, Hong Kong, 
Greece, Palestine, Libya, Lebanon, Algeria, Ukraine, Afghanistan, Macedonia) 
Distribution of visitors by province: 30% Istanbul, 20% Gaziantep, 10% Konya, 10% Izmir, 10% 
Adana, 10% Diyarbakir, 10% other (Kayseri, Samsun, Çankırı, Çorum). 
 

• In Gaziantep, Syrian enterprises in the shoe sector are negatively viewed on grounds that unfair 
competition has been created by employing workers without social security. In fact, this 
problem applies not only to Syrian businesses, but also to Turkish businesses that create unfair 
competition. 

• According to GKO and the Turkish footwear companies interviewed, Syrians contributed to the 
growth of the shoe sector in Gaziantep, especially in the segment of women's footwear and 
slippers. It is stated by the interviewed companies and organisations that Syrians operating in 
Gaziantep shoe sector had been working in this sector before they came to Turkey. It is stated 
that the Syrian exports to Gulf countries, Russian Federation, and developed countries increased 
Turkey's exports to these regions. Importers who have contacted the Syrians have also started 
to trade with Turkish companies. Most of the Syrian shoemakers speak English as well as 
Arabic. Language and market information create advantages in exports. 

 
There is no inventory of Syrians’ profiles and abilities. First of all, the skills of Syrian refugees and the 
population who tend to stay in Turkey should be determined, and then a roadmap should be developed. 

                                                      
1 Building Markets, (2017) Another Side to the Story: A Market Assessment of Syrian SMEs in Turkey, (2017). (The study 
was conducted in 2017 in Turkey interviewing 230 Syrian operators. The study and report writing were funded by the Global 
Affairs Canada (GAC) and executed by Building Markets). 
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4. Methodology and Interviews 

In November 2017, a total of 41 in-depth interviews were conducted in Gaziantep, each for an average 
length of 180 minutes, for VCA in the footwear and leather sector. The interviews included the managers 
and representatives of associations, public institutions, retail spots, and manufacturers (See Annex-1: 
List of Interviewees). Before starting the interviews, the resource list was examined to draw up the list 
of potential interviewees. During the interviews, the snowball method was used. In this method, the 
interviewees and institutions were asked whom else should be interviewed for useful analysis. In line 
with the responses received, these individuals and organisations were included in the interviews. 
 
Antakya Chamber of Commerce and Industry is implementing a project to increase employment of 
women and young people in the shoe sector. Views were exchanged with the field expert of this project. 
An additional study was used in order to understand consumer trends: Trend Group Market Research 
Consultancy Company’s survey of "shoe and sneaker usage habits" with 350 people in Istanbul, Ankara, 
Izmir and Eskisehir in 2017. 

4.1. Set of Questions 

In the interviews, a pre-determined set of questions was used covering economic, environmental, social 
and institutional criteria of ILO. A flexible approach was taken on the basis of progress of the interview, 
time and person interviewed, with questions being expanded, modified or narrowed. 
 

Economic dimension: 
• Market and Entrepreneurs (+/-) growth 
trends 
• Sector's ability to create value added 
• Innovation approach 

Social dimension: 
• Gender equality, prioritizing employment of 
women and young people 
• Identify barriers to employment and 
entrepreneurship 
• Prevent child labour 

Environmental dimension: 
• Use of natural resources (water, energy etc.) 
and natural materials 
• Impact of production on the environment 
• Energy use, carbon emissions, carbon 
footprint 

Institutional dimension: 
• Whether sector players are ready to act in concert 
• Whether they accept a win-win philosophy against 
competitors, suppliers, employees and customers 
• Whether they are experienced and competent for 
projects to be developed 
• Official and legal obstacles 
• Institutions with which they are ready to cooperate 
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The questions used in the interviews are as follows:2 
 
Economic Dimension:  
1. What is the expectation for market growth? 
2. Can the demand be met? Is there market demand that the sector fails to meet seasonally? Are 

buyers/consumers, willing to buy more of the goods? 
3. Can the goods be import-substituted? Is there such a development/projection? 
4. Has (self-)employment/entrepreneurs in the sector in the last five years increased, decreased or 

remained the same? What do you think the reasons are? What are drivers/causes?  
5. What are the prospects and opportunities for job creation in the sector? 
6. Has the value creation in products in the sector in last five years increased, decreased or remained 

the same? 
7. Is there room for improvement in production processes for the existing market? Is it possible to 

develop new products in the sector? 
8. What is the production cost? Can the price be made more attractive for the buyer? Can a win-win 

opportunity be created? 
9. What are the advantages and disadvantages of the product in national and export markets?  
10. Are infrastructure, qualified labour force, raw materials, and inputs sufficiently available at 

comparative prices and sufficient quality?  
11. Do enterprises in the sector have the management and technical capacity for innovation and 

development?  
 

Environmental Dimension: 
1. How do environmental issues affect VC?  
2. Which natural raw materials are used in this sector? Even if the raw material is natural, is it 

processed and used through natural methods? 
3. Which type of energy resources are consumed at what quantity?  
4. How does VC impact the environment and its future production potential?  
5. How does VC impact water resources?  
6. Does the production cause air pollution? What is the level of carbon footprint and emissions?  

 
Social Dimension:How can Syrians, particularly Syrian women, contribute to VC? Which function/role 
can they assume?  
2. What is the volume/potential of employment of Syrians and women in this sector? 
3. Does the employable population such as Syrians and young people have the necessary skills? In 

what areas is greater inclusiveness feasible?  
4. How do Syrians and particularly women, disadvantaged groups affect the market, equipment, sales 

and income? 
5. What are the entry barriers for Syrians and women to this sector? What are the causes?  
6. Is there child and/or forced labour in VC? If so, where and to what extent?  
 
  

                                                      
2 GIZ Gmbh, (October 2015), Guidelines for value chain selection: Integrating economic, environmental, social and 
institutional criteria. 
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Institutional Dimension: 
1. What can the enterprises/private sector itself solve in this field? Is public investment needed? If 

needed, why could this public investment be necessary? What difference and contribution will 
public investment make? 

2. Do private sector, government and donors invest in VC, or have realistic plans to do so? How?  
3. Are sectoral policies in place? 
4. Does the government provide tangible support? Can this be expected? How? 
5. Do manufacturers have (easy) access to markets? Are there physical, regulatory or other obstacles 

to market entry?  
6. Are chain actors open to exchange and cooperation? How?  
7. Which donors/supporting organisations are ready to collaborate?  
8. What is the potential for win-win cooperation between value chain actors and supporters?  
9. Are there adversities, barriers which may impact the progress of the programme that will be 

formulated on the basis of results of VCA? 
10. Are innovation opportunities in the sector tested and validated?  
11. Do actors have the competence/ability to organise (to act in concert)? 
12. Is the organisational capacity of actors sufficient for the tasks ahead?  
13. Are business development services and other support services for quality improvement of the 

various VC stages sufficiently available and affordable?  
14. Are project finances available?  
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5. Findings 

5.1. Product Description 

Footwear is defined as any type of wear made for the foot and worn outside of the sock. They include 
shoes, boots, slippers, etc. The production of footwear, according to the sector classification by the 
Turkish Ministry of Development, falls under the leather and leather products sector of the 
manufacturing industry, and includes the production of all kinds of footwear, including those made of 
rubber and/or plastic raw materials (Genç 20053). Goods and components, such as soles, heels, and 
uppers, which are defined in the Customs Tariff Schedule, are also included in the shoe sector. In 
addition to these items and their components, many products manufactured for footwear such as laces, 
buckles, zippers, welts, adhesives, heals, nails, cutting tools, moulds fall under other industries such as 
textiles, wood, metal, chemicals, machinery. 
 

CTSP Product 
64.01 Waterproof footwear with outsoles and uppers of rubber or plastics, 

64.02 Other footwear with outsoles and uppers of rubber or plastics 

64.03 Footwear with outsoles of rubber, plastics, leather or composition leather and uppers of leather 

64.04 
Footwear with outsoles of rubber, plastics, leather or composition leather and uppers of textile 
materials 

64.05 Other footwear 

64.06 
Components of footwear, removable insoles, heel ramp and similar items, leggings, knee-guards 
etc. 

Source: www.trademap.org 

 
Footwear grouping by features 

 
Other classifications are made according to footwear type, such as the shape of the upper to the sole, 
heel height, sole length, galoshes/harness boots, boots, sandals, sports shoes, slippers etc. 
 
  

                                                      
3 Turkish Development Bank Corp-Genç Ö., (July 2005), Sectoral Research-Footwear 
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5.2. Production Process 

 
Photo: Nurhan Keeler, Koşak Shoe Company-November 2017 

 
Footwear is manufactured in six stages, namely modelling and patterning, cutting, upping and sewing, 
assembling, sole making, finishing. Before proceeding to the production phase, the model needs to be 
prepared. First, the footwear pattern pieces are drawn on paper or cardboard, and then cut out and/or 
stamped. Next, the paper/cardboard jigs and the appropriate cutting blades are prepared, and the leather 
and lining are cut. 
 
“Saya” (upper) is the soft upper part of the footwear that covers the foot. Upper parts vary according to 
model; each part of the upper is sewn through processes such as shaving and marking. The pieces 
composing the shaft of the uppers are sewn together by “sayacı” (upping workers) by machining them 
into a model of the footwear. Some shoes are stitched with thick threads for decorative purposes. This 
pattern is called “saraç,” or saddle stitching. 
 
After the upper is shaped using a last (foot form), the process of attaching the welt and shank to the 
upper is carried out during the assembly stage. This process affects the balance, comfort of use and 
therefore quality of the footwear. After that, the sole is attached. The final stage of manufacturing is the 
finishing stage, which consists of processes such as cleaning, removing threads, painting and polishing.  
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5.3. World Footwear Production 

According to the statistics Portal's world data, 87% of the world footwear production is made by Asian 
countries.  
 

Share in footwear production by continent 
(%) 

2010 2011 2012 2013 2014 2015 2016 

Asia 87 87 87 87 88 87 87 
South America 6 5 5 5 5 5 5 

Europe 4 3 4 4 3 4 4 

Africa 2 3 2 2 3 2 2 

North America  2 2 2 2 2 2 2 
Source: The Statistics Portal retrieved from https://www.statista.com/statistics/227262/share-of-the-worlds-footwear-
production-by-continent/ 
 
China is the world’s largest exporter of footwear, followed by India, Brazil, Vietnam, Indonesia, 
Pakistan, Bangladesh, Mexico, Thailand, Italy and Turkey. Turkey ranks 11th in global exports. 
 
China, which manufactures footwear at moderate and low quality, makes about 70% of Asian footwear 
and 60% of world production and uses 53% of the labour force in this area. China holds a significant 
portion of footwear production in the Dongguan region, which is regarded as the world's factory, where 
many products are manufactured. Chendau, which has grown 30% in footwear production in the last 
decade, is another important production centre in China. More than 70% of the footwear produced by 
1,500 footwear manufacturers in this region, which are especially prominent in the production of 
women's footwear, are exported to more than 100 countries4. 
 
The European Union (EU) countries, rather than increasing the quantity of production, focused on 
achieving higher added value with better design, higher quality materials and more comfortable 

                                                      
4 DOGAKA-Development Agency, (2014), Shoe Sector Report 
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footwear production. Therefore, EU countries have only a 3% share in world footwear production and 
this share has not changed since 2010. 
 
In trendy and innovative products, Italy is the most important producer in the world. In 2016, Italy 
realised 10,7 07,969,000 EUR of the total EU exports of 47,107,954,000 EUR (Trade Map 2016). 

5.4. Footwear Production in Turkey 

According to TURKSTAT data of 2015, the total number of footwear produced in Turkey is 
296,632,211 units as pairs. Shoes, boots, slippers, etc., whose uppers are made of textile materials 
(except sports shoes) constitute 36% of the annual production. Another 29% is comprised of shoes, 
boots, etc. whose soles are made of rubber or plastic (excluding waterproof footwear or sports shoes). 
 
The production of leather and textile shoes, boots, slippers and sports shoes has grown compared to the 
previous year, based on the data from 604 enterprises. 
 

Source: TURKSTAT, Production and Sales of Industrial Products, 2005-2015 
 
  

Product Description/Production 
Quantity (pairs) 

2005 2010 2014 2015 

Waterproof footwear, boots, etc. with 
soles of rubber or plastic (except for those 
with protective metal toes) 

3,737,373 8,414,756 8,367,356 4,979,810 

Shoes, boots, etc. with soles and uppers of 
rubber or plastic (except waterproof 
footwear or sports shoes) 

10,847,287 65,668,328 124,985,245 85,012,334 

Shoes, boots, etc. with uppers of leather 
(except sports shoes, protective metal-
toed shoes and various special shoes) 

24,016,348 37,921,900 55,450,042 60,761,316 

Shoes, boots, slippers etc. with uppers of 
textile materials (except sports shoes) 

41,508,359 - 104,328,491 105,988,862 

Sports shoes for tennis, basketball, 
gymnastics, training, etc. 

- 3,358,747 12,336,753 18,322,005 

Other sports shoes (except ski and skate 
shoes) 

5,009,884 3,630,950 5,945,812 6,750,459 

Shoes, boots, etc. (with protective metal 
toe) 

5,946,875 4,520,316 10,990,776 11,099,483 

Wooden footwear various special shoes 
and other footwear not elsewhere 
classified  

114,407 - 2,630,803 3,715,927 



  
INTERNATIONAL LABOUR ORGANIZATION 

Value Chain Analysis and Project Recommendations for Gaziantep Shoe Sector 

16 

According to TURKSTAT data, the number of entrepreneurs by year is as follows: 
 

Product 
Description/Number 

of Entrepreneurs 

 
2005 

 
2006 

 
2007 

 
2008 

 
2009 

 
2010 

 
2011 

 
2012 

 
2013 

 
2014 

 
2015 

Waterproof footwear, 
boots, etc. with soles 
and uppers of rubber 
or plastic 

18 25 23 22 22 32 38 48 34 33 32 

Shoes, boots, etc. 
with soles and uppers 
of rubber or plastic 

22 34 36 26 25 54 68 87 83 82 79 

Shoes, boots, etc. 
with uppers of leather 

155 179 164 155 155 194 226 285 288 277 259 

Shoes, boots, slippers 
etc. with uppers of 
textile materials 

30 31 19 16 23 31 40 53 86 89 85 

Sports shoes for 
tennis, basketball, 
gymnastics, training, 
etc. 

3 7 6 6 7 18 24 39 35 37 40 

Other sports shoes 20 21 19 16 15 16 16 16 17 20 21 

Shoes, boots, etc. 40 28 32 30 34 39 38 51 61 63 63 
Other 4 2 4 4 4 3 2 3 14 24 25 
Source: TURKSTAT, Annual production and sales statistics of Industrial Products, 2005-2015  

 
When the number of entrepreneurs in the table above is examined, the number of enterprises producing 
leather shoes and boots decreased from 277 in 2014 to 259 in 2015. Similarly, the number of enterprises 
manufacturing products with soles and uppers of rubber or plastic receded from 82 in 2014 to 79 in 
2015. The number of enterprises manufacturing products with soles of textile materials went down from 
89 in 2014 to 85 in 2015. And the number of sports shoes manufacturers increased from 37 in 2014 to 
40 in 2015. 
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5.5. Footwear Consumption in Turkey 

According to TURKSTAT 2016 data, the share of clothing and footwear in household spending was 
5.2% and annual footwear purchase per person was 2. 
 

Survey year 2015 2016 
Number of households 21,824,712 22,296,723 
Total  100% 100% 
Food and non-alcoholic beverages 20.2% 19.5% 
Alcoholic beverages, cigarette and tobacco 4.2% 4.4% 
Clothing and footwear 5.2% 5.2% 
Housing and rent 26% 25.2% 

Furniture, home appliances and home care services 6.1% 6.3% 

Health 2% 2% 
Transportation 17% 18.2% 
Communication 3.7% 3.7% 
Entertainment and culture 2.9% 2.8% 
Educational services 2.2% 2.3% 
Restaurant and hotels 6.4% 6.4% 

Various good and services 4.3% 4.2% 
Source: TURKSTAT-Household consumption survey. 

 

5.6. Export Data 

According to TURKSTAT foreign trade statistics, exports of the leather and shoe sector in 2017 
increased by 8% to 1.3 billion USD. As of the same period, Turkey's overall exports increased by 10.2% 
to 157 billion USD. The share of leather and leather products exports in total exports was approximately 
1% in this period. 
 
In January 2018, Turkey's total exports amounted to 12.5 billion USD; with exports of leather and leather 
products accounting for 120 million USD, corresponding to 1% of the total exports. For the same month, 
top exported item was footwear and components products amounting to 74.3 million USD. Footwear 
and components exports increased by 44.7% compared to the same month of the previous year. The 
share of footwear and components in the overall leather and leather products exports was 57.5% in 
January 2018.  
 
In January of 2018, exports of the leathercraft product group increased by 15.4% to approximately 16 
million USD, capturing a share of 12.3% in the total leather and leather products exports in Turkey. 
 
The export figures of product groups as of January-December 2017 are shown in the following table.5 
In January of 2018, exports of footwear products group increased by 44.7% compared to the same month 
of last year from 51.3 million USD to 74.3 million USD. 
  

                                                      
5 ITKIB-Leather and Leather Products Sector, 2018 January exports information note 
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Exports of Leather and Leather Products by Product Group 

 
2016 

(000 USD) 
2017 

(000 USD) 
Change  

% 
Share 

% 
Footwear (CTSP 64) 707,214 768,870 8.7 50.6 
Leather +Fur Clothing 271,641 294,347 8.4 19.4 
4203.10 Leather Clothing 170,951 159,861 -6.5 10.5 
4303-4304 Fur Clothing 100,690 134,486 33.6 8.9 
Semi-Processed/Finished-Leather+ 
Processed Fur 

2,366,955 263,848 11.3 17.4 

4104-4115 Semi-Processed/Finished Leather 188,516 208,162 10.4 13.7 
4302 Processed Fur  48,439 55,686 15 3.7 

Leathercraft (CTSP 4201-4202-
4203.21/29/30/40-4205-4206) 

176,416 189,098 7.2 12.4 

Raw Leather-Raw Fur 
4101-4103 Raw Leather 
4301 Raw Fur 

365 1,653 352.2 0.11 
352 1,608 356.5 0.11 
13 45 237.5 0 

Exports of Leather and Leather Products 1,394,061 1,519,231 9 100 
Source: Exporters' Unions Records/February-2018 

 
In January of 2018, Russian Federation was the leader among the top 10 export destinations of footwear 
and components with a total of 16 million USD marking an increase by 219% compared to the same 
month of the previous year. Germany was the second largest export market with 6.3 million USD by an 
increase of 69.1% in January. Russia Federation's share in total exports was 21.6% and Germany's share 
was 8.5%. As of January 2018, it is observed that there has been an increase in varying rates exports to 
Iraq, Romania, Spain, France, Algeria and United Kingdom by 4.1% to 104.3%. In the same period, 
only Bulgaria and Saudi Arabia decreased by 52.7% and 18.2%, respectively. 
 

Top 10 Export Destinations for Footwear (CSTP 64.01-64.06) 

 
Jan-2017 
(000 USD) 

Jan-2018 
(000 USD) 

Change % Share % 

1 Russian Federation 5,026 16,034 219 21,6 

2 Germany 3,746 6,332 69.1 8,5 

3 Iraq 5,550 5,472 4.1 7,4 

4 Romania 2,105 2,592 23.1 3,5 

5 Spain 1,334 2,575 93.1 3,5 

6 France 1,719 2,488 44.7 3,3 

7 Algeria 1,199 2,450 104.3 3,3 

8 Bulgaria 4,878 2,306 -52.7 3,1 

9 United Kingdom 1,491 2,188 46.8 2,9 

10 Saudi Arabia 2,649 2,168 -18.2 2,9 

Total of Top 10 Countries 29,402 44,606 51.7 60 
Other Countries and Free 
Zones 

21,945 29,688 35.3 40 

EU (28) Total 22,029 27,141 23.2 36.5 

Total Exports 51,347 74,294 44.7 100 
Source: Exporters' Unions Records/February-2018 
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In the January-December period of 2017, exports of 769 million USD were realised with an increase of 
8.7% compared to the same period of the previous year, and the total product of leather and components 
was the product group which got the biggest share of Turkish exports. The following table shows the 
footwear export figures for the January-December period of 2017, as compared to the same period of 
2016. 
 

Top 10 Export Destinations for Footwear (CSTP 64.01-64.06) 

 
2016 

(000 USD) 
2017 

(000 USD) 
Change % Share % 

1 Iraq 81,293 93,312 14.8 12,1 

2 Russian Federation 28,713 74,270 158.7 9,7 

3 Germany 44,125 47,265 7.1 6,1 

4 Bulgaria 27,290 43,990 61.2 5,7 

5 Saudi Arabia 37,082 36,005 -2.9 4,7 

6 Romania 21,541 27,555 27.9 3,6 

7 United Kingdom 20,534 23,072 12.4 3 

8 Israel 16,857 19,884 18 2,6 

9 Spain 12,831 19,775 54.1 2,6 

10 Italy 17,272 18,241 5.6 2,4 

Total of Top 10 Countries 307,537 403,368 31.2 52.5 

Other Countries and Free Zones 399,677 365,502 -8.6 47.5 

EU (28) Total 244,346 266,043 8.9 34.6 

Total Exports 707,214 768,870 8.7 100 
 Source: Exporters' Unions Records/February-2018 

 

5.7. Gaziantep Shoe Sector 

According to Gaziantep Chamber of Industry data, the total footwear exports in 2016 were worth 
114,482,000 USD from Gaziantep, one of the most important locations where the most important 
footwear manufacturers operated and the highest volumes of footwear were manufactured. In the 
January-May period of 2017, the exports of footwear from Gaziantep stood at 56,942,000 USD 
decreasing by 0.5% compared to the same period of the previous year (January-May 2016 exports: 
57,215,000 USD). 
 
In the January-May period of 2017, Gaziantep accounted for 15.8% of the total Turkish footwear exports 
worth 360,249,000 USD. Slower production and capacity have started to gain momentum since 2005; 
with Gaziantep’s exports standing at 14.8 million USD in 2005 increasing to 112 million USD in 2015. 
This corresponds to about an increase by 700% in a decade. 
 
Gaziantep shoe sector consists of sports shoes, shoes with uppers of leather, shoes with uppers of rubber 
or plastic, shoes with uppers of textile materials, and footwear components. The following table 
summarizes the total footwear exports of Turkey and Gaziantep by year. Gaziantep's share in Turkey's 
total footwear exports has increased over the years.6 

                                                      
6 Gaziantep Chamber of Industry, (2017) Shoe Sector Report 
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Year Turkish Footwear 

Exports (000 USD) 
Gaziantep’s Footwear 

Exports (000 USD) 
Gaziantep’s share (%) 

2010 395,624 46,393 12 

2011 441,246 61,518 14 

2012 545,923 78,176 14 

2013 723,275 108,839 15 

2014 719,320 106,803 15 

2015 670,432 111,649 17 

2016 704,241 114,482 16 

Jan-May 2017 360,249 56,942 16 
Source: Gaziantep Chamber of Industry, (2017) Shoe Sector Report 

 
The distribution of exports from Gaziantep to countries is shown in the following chart. As the graph 
shows, 42% of the footwear exports from Gaziantep went to Iraq and 8% to Saudi Arabia.  

 
Source: Shoe Sector Report, Gaziantep Chamber of Industry 
 

According to the 2015 data, 2,175 companies were registered in Gaziantep shoe sector. The sector 
provides employment through 10,500 manufacturers, wholesalers, repairers, marketers and retailers. 
52,500 people are benefiting from the sector along with sub-sectors. According to the data of GKO, 
there are 875 manufacturers in Gaziantep. The Chamber has 510 active members and 1,260 inactive 
members: 
  

Iraq
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6%
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6%

Russia
5%

Azerbaijan
4%

Libya
4%

Syria
4%
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3%
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Iran
2%

Bulgaria
1%

Other Countries
11%
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Registered Footwear Manufacturers In Gaziantep 875 

Women's footwear manufacturers 150 
Men's footwear manufacturers 400 
Manufacturers of slippers 175 
Sport shoes manufacturers 150 
Upping manufacturers 450 
Wholesalers 150 
Footwear repairers 150 
Yemeni (a type of footwear) craftsmen 50 
Retailers 500 

Total Number of Enterprises 2,175 
Source: Gaziantep Chamber of Shoemakers 
 

GKO has been operational since the early years of the Turkish Republic. The Chamber gained legal 
status in 1953 and became a member of the Union of Chambers and Commodity Exchanges of Turkey 
(TOBB) in 2004. Gaziantep Shoemakers Site was established in 2000 and there are 300 companies in 
the site. Growing enterprises move to the Organised Industrial Zone.  

5.8. Syrian Footwear Enterprises in Gaziantep  

In 2016, 40 Syrian enterprises, which had a market in the Middle East, Gulf countries, and Western 
countries, were registered with GKO. These enterprises started to produce women's footwear and 
slippers that were not previously produced in Gaziantep, and they enabled the growth of this sector in 
the province. Men's footwear accounts for 90% of the production of Gaziantep shoe sector whereas 
women's footwear called “zenne” accounts for the remaining 10%. 
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6. Shoe Sector Actors  

This section will focus on research and education, bridging organisations, value chain actors and 
supporting and regulatory bodies. Footwear actors can be summarized as seen in the following diagram. 

 

6.1. Research and Education  

There are research and education institutions in the shoe sector in the public sector, private sector, and 
universities. 
 
Technical Textiles Research and Application Centre (Teksmer) 
“Teksmer” Technical Textiles Research and Application Centre was established in the field of technical 
textiles in order to promote the competitiveness of the Turkish textile sector. In order to develop a 
technical textile sector which has an R&D and technology intensive production structure, it is important 
to develop knowledge and know-how, develop new products that can be commercialisable, and realise 
the projects that the industry needs. Established with the financial support of the Izmir Development 
Agency, Teksmer carries out its activities in partnership with the following institutions. 
 

o Aegean Textile and Raw Materials Exporters Association (ETHIB) 
o Aegean Apparel and Apparel Exporters Association (EHKIB) 
o Dokuz Eylül University-University Industrial Application and Research Centre (DESUM) 
o Turkey Textile, Apparel, Leather Industry, Technology and Design Research and Development 

Foundation (TARGEV) 
 
As a centre providing innovative, value-creating, commercialisable R&D project support, testing, 
training and evaluation services, Teksmer aspires to an indispensable part of university-industry 
cooperation. 
 
 
Turkish Shoe Sector Research, Development and Education Foundation (TASEV) 

BRIDGING ACTORS
-Chambers of commerce and industry, stock exchange,
-Turkey Footwear Research, Development and Education 
Foundation, TASEV
- Footwear Industrialists Association of Turkey, TASD
-Shoemakers Turkey Federation, TUAF
-Footwear Components Manufacturers Association, 
AYSAD
-Aegean Footwear Industrialist Association, EGEAYSAD
-Konya Footwear Association, KONAYDER
-Istanbul Sport Shoes Association
-Turkey Leather Industry Employers’ Union, TUDIS, it 
serves to leather processors and producers

SUPPORTING ORGANIZATIONS
Republic of Turkey  (T.C.) Ministry of Development, T.C. 
Ministry of Economy, T. C. Vocational Qualifications 
Authority (MYK), T.C. Turkish Employment Agency 
İŞKUR, Regional Development Agencies, 
Small and Medium Industry Development Organization 
KOSGEB, Europe Union Business Development EUBD, 
T.C. Ministry of Education MEB 

RESEARCH AND EDUCATION
Universities, vocational schools, public and private research institutions: 

Aegean Exporters' Association (EIB) Textiles and Raw Materials, Aegean 
Exporters' Association Garments and Apparel, Dokuz Eylül University,

University Industry Practice and Research Center (DESUM),
Turkey Textile, Garment, Leather Industry, Technology and Design Research 

and
Development Foundation (TARGEV), Technical Textiles 

Research and Development Center (TEKSMER)
FLO

VALUE CHAIN ACTORS 
Manufacturers 

Shoe Manufacturing Main Actors

Main actors on the footwear sector can be summarized as research, education, 
bridging organizations, value chain actors, supporting and regulatory bodies.

Sub-Sectors of Footwear Production:
Vamp, Zipper, Shoe Buckle Production and 
Sales, Freze; Sole edges correction, Ready 
Sole Production and Sales, Jurdan (Neolit) 

Sole Production and Sales, Leather Sole 
Production and Sales, Zenne (Female Shoes), 

Accessorizes Production,  Designer and 
Modeler, Insole Lining Production and Sales, 

Finishing, Cobbler and  Shoeblack 

Other sectors where footwear production is 
related:
Packaging Industry, Leather, Artificial Leather, 
Label Production, Chemical Industry, Machinery 
Industry, Neolite and Rubber Plate Production and 
Sales, Vamp Production
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The Quality Control Laboratory, which was established in the scope of “Footwear Training Institute 
Project” funded by EU, began providing services to the shoe sector on 30 October 2006 by its 
experienced staff, modern and computerised devices, air-conditioned special section and a separate 
section for chemical tests. The Laboratory was established in order to overcome the lack of a reliable 
institution that can receive an internationally recognised test reports by providing services to the shoe 
sector and to meet the needs of the sector in this field.  
 
In the framework of the protocol signed on 06.08.2009 between TASEV and KOSGEB, “TASEV 
Laboratory And Technical Services Corp.” continues to work as of 06.11.2009 in the service of the 
footwear and footwear materials sector as a quality control laboratory. 
 
The laboratory received its accreditations, namely the accreditation for EU-160-T as well as TURKAK 
(Turkish Accreditation Agency) in the scope of 18 tests on 1.11.2015 renewed for a third time. From 
that date, azo dye and phthalate tests, which were needed by the industry, were also included in the 
testing scope. 
 
More than 150 tests and analyses are carried out in the laboratory. In order to increase the number of 
tests and analyses that can be done in the laboratory, all requests from the sector are evaluated, and 
efforts are also continuing to increase the number of existing devices in order to meet the demands. 
 
Accredited Testing Laboratory in Gaziantep 
A protocol on the establishment of an accredited footwear testing laboratory, which would provide 
testing of footwear produced in Gaziantep and regional provinces, was signed on 18 January 2018 
between Gaziantep University Naci Topçuoglu Vocational College and Silk Road Development 
Agency. The first accredited Footwear Testing Laboratory in the region, which is planned to be 
completed in 18 months, is intended to serve the manufacturers of Adana, Hatay, Şanlıurfa, Adıyaman, 
Kahramanmaraş and other eastern and southeast cities, as well as Gaziantep. 
 
FLO R&D Laboratory 
One of the biggest footwear retailers, FLO is remarkable for its R&D Laboratory. FLO’s R&D 
Laboratory in Istanbul is committed to complying with TS EN ISO/IEC 17025 standard, legal 
regulations and TURKAK requirements and undertaking the necessary work to continuously improve 
the quality management system. 
 
Footwear Museum, Social Facility and Apprentice Training 
In December 2017, Izmir Bornova Municipality allocated 10,500 square meters of land to Izmir 
Chamber of Shoemakers for 10 years to establish an apprenticeship training centre, social facility, and 
shoemaker museum. Izmir Chamber of Shoemakers in cooperation with the Provincial Directorate of 
National Education provides apprenticeship training to 75 persons, and aims to increase the figure to 
200. 
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2017-2018 Base Points and Quotas for Footwear Design and Production Departments 
The following table shows the departments of footwear design and production that are available in 
universities. Although the quotas were high, they were not filled in 2017. For example, Naci Topçuoglu 
Vocational College closed the year with one student. This is because the right of the students who went 
to vocational high school and pass without taking the national examination was recently taken away 
from them. Since last year, high school students have been required to take the Central University 
Examination. For this reason, these schools were left empty. Once students were required to take the 
Examination, they preferred to go to engineering faculties instead of vocational colleges.7 
 

University  Vocational College Quota 

Izmir Ekonomi University Vocational College (full scholarship) 5 
Istanbul Aydın University Anadolu BIL Vocational College (full scholarship) 3 
Istanbul University Technical Sciences Vocational College  45 
Izmir Ekonomi University Vocational College (50% scholarship) 5 
Bolu Abant Izzet Baysal University Gerede Vocational College 30 
Konya Selçuk University Technical Sciences Vocational College 31 
Izmir Ekonomi University Vocational College 10 
Istanbul Aydın University Anadolu BIL Vocational College (50% scholarship) 27 
Gaziantep University Naci Topçuoglu Vocational College 25 
Ankara University Beypazarı Vocational College 30 

Source: http://www.osym.gov.tr, 2017 

 
Vocational High Schools with Footwear and Saddlery Technology: 
There are 16 vocational high schools in 12 provinces in the field of footwear and saddlery technology. 
One of them is Mehmet Akif Ersoy Vocational and Technical Anatolian High School located in 
Gaziantep. 

Province District Institution Name 

Adana Seyhan Sabancı Vocational and Technical Anatolian High School 
Ankara Altındag Atatürk Vocational and Technical Anatolian High School 
Bartın Centre Kozcagız Multi-Programmed Anatolian High School 

Çorum Iskilip Iskilip Sultan Hatun Vocational and Technical Anatolian High School 
Denizli Acıpayam Yeşilyuva Osman Çemen Multi-Programmed Anatolian High School 
Gaziantep Şehitkamil Mehmet Akif Ersoy Vocational and Technical Anatolian High School 
Hatay Antakya Hatay Erol Bilecik Vocational and Technical Anatolian High School 

Istanbul Bahçelievler Siyavuşpaşa Vocational and Technical Anatolian High School 
Istanbul Fatih Selçuk Vocational and Technical Anatolian High School 
Istanbul Gaziosmanpaşa Küçükköy Vocational and Technical Anatolian High School 

Istanbul Küçükçekmece Küçükçekmece TASEV Footwear and Saddlers Vocational and Technical 
Anatolian High School 

Istanbul Zeytinburnu Zeytinburnu IDMIB Vocational and Technical Anatolian High School 
Izmir Bornova  Bornova Atatürk Vocational and Technical Anatolian High School 
Konya Karatay Karatay Aykent Vocational and Technical Anatolian High School 
Sakarya Erenler Erenler Yunus Çiloglu Vocational and Technical Anatolian High School 
Trabzon Ortahisar 80th Year Vocational and Technical Anatolian High School 

Source: http://www.mesleklisesi.net/meslek-bolumleri 

 

                                                      
7 Source: http://www.mesleklisesi.net/meslek-bolumleri 
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Küçükçekmece TASEV Footwear and Saddlery Vocational and Technical Anatolian High School 
Küçükçekmece TASEV Footwear and Saddlery Vocational and Technical Anatolian High School is one 
of the 16 thematic vocational high schools in the table above. It is aimed to be a brand in the field of 
thematic vocational high schools that will provide education in a single field for at least 10 years in the 
related sector. Special talents will also be effective in accepting candidate students in these high schools 
that the school chooses. 
 
TASEV aims to be a preferred educational institution where students who are entrepreneurial, 
innovative and integrated with the information society are trained to develop and direct the shoe sector 
in Turkey and the world. 

6.2. Bridging Organisations  

Chambers of commerce and industry, commodity exchanges are actively linking value chain actors. In 
Turkey, there are a total of 252 chambers, including 181 Chambers of Commerce and Industry, 57 
Chambers of Commerce, and 12 Chambers of Industry. Additionally, there are 2 Chambers of Maritime 
Commerce and 113 Commodity Exchanges. The umbrella organisation is the Union of Chambers and 
Commodity Exchanges of Turkey (TOBB) for 365 chambers and commodity exchanges.8 Chambers are 
established to meet the common needs of members, facilitate their professional activities, ensure that 
the profession develops in accordance with the general interests, and the members are ethical towards 
the public and consumers, and fulfil the duties assigned to the chambers and services written in their 
legislation. The chambers cooperate with the Small and Medium Enterprises Development and Support 
Administration (KOSGEB), work with other regional actors to provide training services to their 
members. 
 
Footwear manufacturing and selling profession related institutions and organisations listed below: 

• Turkish Shoe Sector Research, Development and Education Foundation, TASEV 
• Footwear Industrialists Association of Turkey, TASD 

• Turkey General Footwear Federation, TUAF 
• Footwear Ancillary Industry Association, AYSAD 
• Association of Aegean Footwear Manufacturers 

• Konya Footwear Association, KONAYDER 
• Istanbul Sports Shoes Association 
• Turkish Leather Industry Employers ' Union, TUDIS 

 

6.3. Value Chain Actors 

In the value chain, mainly raw materials, the sectors in which it is involved, manufacturing, sub-sectors 
of manufacturing, market and end users are: 

                                                      
8 Turkish Ministry of Customs and Trade-web page (https://icticaret.gtb.gov.tr/sikca-sorulan-sorular/odalar-borsalar-ve-tobb). 
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Production 
The definition of “shoemaker” by the Vocational Qualifications Authority (VQA) is a person who has 
the knowledge and skill to perform the tasks such as job organisation, preparation and assembly, 
assembling components, and carrying out professional development activities in accordance with 
occupational safety and health, environment, and quality regulations. The definition by the General 
Directorate of Turkish Employment Agency (ISKUR) for a footwear manufacturer is a person who 
produces standard or made-to-order footwear, according to a particular model, from natural leather, 
artificial leather, velvet, linen, nylon, etc. 
 
The footwear manufacturer may encounter situations requiring occupational safety and health 
precautions, such as exposure to intense leather odour, chemical substances, and drug odours in the 
working environment. Appropriate personal protective equipment according to the nature of the work 
must be used during the work. Occupational safety and health precautions during the implementation of 
accidents and injury risks are required. 
 
The national vocational standards for footwear manufacturers were prepared by the Turkish 
Confederation of Tradesmen and Craftsmen (TESK) as commissioned by VQA in accordance with the 
“Regulations on the preparation of national professional standards” and “Regulations on the 
establishment, duties, working procedures and principles of the sectoral Committees of the Vocational 
Qualifications Authority”, issued in accordance with the Law No. 5544 on Vocational Qualifications 
Authority. The national vocational standards for footwear manufacturers were established based on the 
recommendations of the related institutions and organisations in the sector and approved by the Board 
of Directors of VQA after being examined by the leather sector Committee of VQA Textiles and Ready-
wear. 
  

Shoe Sector Value Chain Actors

Raw 
material; 

other related 
sectors 

1

Packaging Industry, Leather 
Industry, Artificial Leather 
Industry , Label Production, 
Chemical Industry, Machinery 
Industry

Sub-
Sectors of 
Footwear 

Production

3

Neolit and Rubber Production and Sales, 

Leathercraft, Vamp, Zipper and  Buckle 

Production + Sales, Freze; Sole edges correction, 
Ready Sole Production and Sales, Jurdan 
(Neolit) Sole Production and Sales, Leather Sole 
Production and Sales, Zenne (Female Shoes), 
Accessorizes Production, Designer and Modeler, 
Insole Lining Production and Sales, Press Blade 
Production and Sales, Finishing, Cobbler and  
Shoeblack 

Production

2

There exist both full-time 
and contracted workers in 
manufacturing. 85% of 
employees are  comprised 
by male. Accessories are 
made by women and 
children at home.

Market

4

Most of the manufacturers in Gaziantep 
are manufacturing for large domestic and 
foreign companies. There is no branding 
in Gaziantep. Buyers are intermediaries 
or brands like FLO, Zara, Tanca, Hotic, 
Elle

End User

5

End users purchase 
products from retail stores, 
chain stores and the 
internet
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Sub-sectors of Footwear Production: 
• Upping 

• Zipper and buckle production and sale 
• Milling cutter 
• Ready sole production and sale 
• Production and sale of Jurdan sole 
• Cowhide Leather production and sale 
• Component Manufacturing 

• Design and Modelers 
• Production and sale of insole 
• Press blade production and sale 

• Finishing 
• Footwear repair and painting 

 
Other sectors related to footwear production 

• Packaging Industry 
• Leather Industry 
• Artificial Leather Industry 

• Label Production 
• Chemical Industry 
• Machinery Industry 

• Production and sale of Neolite and Rubber plates  
• Production of Saddlery 

 
Market 
Most of the companies in Gaziantep do subcontracted work for big buyers such as FLO, Kemal Tanca, 
and Hotiç. Large Russian companies are also important buyers in the sector.  
 
End user 
In Turkey, an average of 2.3 of footwear units per person are purchased annually. Although consumers 
prefer to see and touch and try while buying footwear, they also conduct preliminary research from 
brands’ mobile applications and websites. After preliminary research on model and price, shopping is 
done at the store or website. Consumers with brand experience also prefer Internet shopping if they 
know that the model and size will fit. The discounts that Internet sites offer for first-time shopping also 
make Internet shopping attractive9.  
 
According to the TURKSTAT Household Information Technologies Usage survey results, there are 
approximately 48 million Internet users in Turkey, and 87% of them (41.5 million) use Internet every 
day. In addition to engaging in e-mail and social networks, the most common online activity of this 
group is to investigate product information. In each month of e-commerce user activity in Turkey, 52% 
of Internet users visited an online retail store looking for online products or services to buy, and 43% 
made purchases. These figures show that 29 million people shop online from e-commerce sites and 

                                                      
9 Source: Trend group, 2017, three major metropolises + in Eskisehir with 350 people. 
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spend 1,029 TL per person annually in Turkey’s e-commerce at a total volume of 30.8 billion TL. In the 
world, 1.61 billion people shop at online websites, corresponding to 22% of the world population.  
 
In the 12-month period covering April 2015 to March 2016, of individuals who shop online, 60% bought 
clothing and sports equipment, 29.7% booked travel (tickets, hotels, car rentals, etc.), 25.8% ordered 
household goods (furniture, toys, appliances, etc.), 21% bought electronics (cell phones, cameras, 
radios, TVs, DVD players, etc.), and 19.8% purchased food items and daily requirements (including 
flowers, cosmetics, tobacco, and beverages). Sports clothes, footwear, and materials are among the most 
ordered products10. 
 
Although search engines are still leading in product information searches and brand discovery, product 
search and product sales are becoming widespread in social platforms. In particular, the young 
generation Y and generation Z users also use social networks for online shopping11. Thus, aside from 
E-Commerce and M-Commerce, S-Commerce, i.e. social commerce, has entered into our lives. The 
concept of direct shopping through social networks has been adopted by consumers especially since the 
breakthroughs made by Instagram and Pinterest. These methods are expected to be disseminated to all 
social networks in the near future. In S-Commerce, even the smallest detail of the trade can be measured; 
a large body of data is created and analysed and customer behaviour can be captured digitally. For this 
reason, S-Commerce offers one of the biggest advantages. 

6.4. Supporting and Regulatory Organisations  

Supporting and regulatory organisations include the Vocational Qualifications Authority (VQA), 
Turkish Employment Agency (ISKUR), Ministry of Customs and Trade, the Regional Development 
Agencies, Ministry of Economy, Ministry of Finance, KOSGEB, ABIGEM, and Ministry of National 
Education (MoNE). 
 
The legislation related to the profession is as follows: 
 
Regulation on the labelling of materials used in the production of the basic elements of footwear to 
be purchased by the consumer, dated 08.09.2005 
 
The purpose of this regulation is to lay down the procedures and principles for labelling the materials 
used in the making of the basic elements of footwear produced for sale to consumers. Article 5 of the 
Regulation provides that in one or both shoes, a written label showing the materials used in the making 
of the basic elements of the shoes, such as the upper, inner lining, insole and outsole, should be provided. 
Article 6 describes how to label. Accordingly, it is stated that the label should be placed in one or both 
shoes by printing, gluing, embossing or attaching. The label should contain information on at least 80% 
of the material and at least 80% of the outsole volume of the upper and the inner lining and insole. If 
none of the materials used in the production of footwear reaches 80%, the information on the two highest 
proportions of materials should be included on the label. The label should not mislead the consumer; 
the information in the content should be easily accessible and readable. For the purpose of informing 
the consumer (Article 7) where shoes are offered for sale, a poster or table prepared at least A4 size (297 
mm x 210 mm) should be posted in an appropriate place of the workplace, so that it can be seen and 

                                                      
10 http://www.tuik.gov.tr/PreHaberBultenleri.do?id=21779)  
https://www.inveon.com.tr/2017-yari-yil-analizi-yorumlar-ve-kisa-vadede-gerceklesecek-trendler/  
11 Trend Group, 2017, Ankara, Istanbul, Izmir, Eskişehir, Research for 350 people 
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read easily. One of the most important elements of this Regulation is Article 8 which provides that the 
manufacturer is responsible for the labelling of the footwear and for the accuracy of the information 
contained in the label, but if the manufacturer’s information is not accessible by the end user, this 
responsibility belongs to the distributor. 
 

6.5. Gaziantep Shoe Sector SWOT Analysis 

 
Strengths 

• It is a labour-intensive craft mass (industrial-scale craft) sector creates value  
• It is a long-standing sector 
• Experience in family business has reached to 3rd generation 
• Products with leather interior and exterior have better quality than Chinese goods 

• Advantage in logistics 
• Spirit of entrepreneurship, ability to produce practical solutions. 
• Flexibility in production offers advantages 

• Employing a vocational group who does not lose mastery value in old age 
 

Opportunities 
• New foreign market opportunities 

• New production and sales techniques 
• It is a trendy product group that creates 'high energy' in the consumer 
• The women's footwear sector is developing 

• It has sales and marketing potential to the Gulf countries 
 
Weaknesses 

• No master-apprentice relationship 
• The sector is not attractive enough to young people 
• Domestic market concentration 

Swot Analysis
The opportunities and constraints of the sector are 

addressed by SWOT analysis

S W

O T

STRENGHTS
The industry is craft mass (industrial-scale artisan) creates 
labor-intensive value
Traditional, rooted sector
3rd generation experience in family business
Higher quality than Chinese quality in products made of leather 
on the inside and outside
Logistic advantage
Entrepreneurship spirit, ability to generate practical solutions
Being flexible in production
Valuable profession; mastery keeps its value even in elder ages

OPORTUNITIES

New foreign market opportunities

New production and sales techniques

The product itself is a ‘high involvement’ trendy product that 

creates 'high energy'

Development of the women's footwear sector

Sales and marketing potential to the Gulf countries

WEAKNESSES

Loss of master-apprentice relationship

The sector is not attractive enough for young people

Condensation to domestic market

12-18 month payment terms of companies producing 

contracted production 

Until now the industry has failed to become a cluster

Devaluation of craft 

Unhealthy working conditions

Modeling and design culture is undeveloped. 

THREATS

Making counterfeit goods

Lack of qualified personnel in different production 

processes

Inadequate instructors and students of vocational 

high schools and technical schools

Immiserizing growth occurs due to unfair 

competition

Inadequate capital
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• Payment terms of 12 to 18 months to subcontract manufacturing firms 
• Sector’s inability to cluster to date 
• The craft is losing prestige 
• Unhealthy working conditions 
• Underdeveloped modelling and design culture 

 
Threats 

• Imitation products 
• Lack of qualified employees in various manufacturing processes 
• Lack of instructors and students at vocational colleges and technical schools 

• Growth with impoverishment and unfair competition 
• Insufficient capital  

 

 
Photo: Nurhan Keeler, Koşak Shoes Co, November 2017 
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7. Project Recommendations and Evaluation Criteria for Shoe Sector Value Chain 

When evaluating the sector, Value Creation Analysis was used instead of SWOT Analysis. This 
analysis is preferred because it fits better with ILO's economic, social, environmental and 
institutional criteria.  
 
The data obtained from the one-on-one interviews and focus groups held in November 2017 in 
Gaziantep, and the outputs from literature review and desk study are grouped according to the following 
two parameters: 
 
I - Products, processes and operations that do not create value in the sector, which will reduce costs if 
discontinued or reduced (green triangle in the following figure) 
 
II-Areas in which the sector can create more value and innovate (red triangle in the following figure). 
 
These two parameters are charted against ILO’s economic, social, environmental and institutional  
criteria (boxes in the following figure): 
 

Economic dimension: 
• Market and Entrepreneurs (+/-) growth 
trends 
• Sector's ability to create value added 
• Innovation approach 

Social dimension: 
• Gender equality, prioritizing employment of 
women and young people 
• Identify barriers to employment and 
entrepreneurship 
• Prevent child labour 

Environmental dimension: 
• Use of natural resources (water, energy etc.) 
and natural materials 
• Impact of production on the environment 
• Energy use, carbon emissions, carbon 
footprint 

Institutional dimension: 
• Whether sector players are ready to act in concert 
• Whether they accept a win-win philosophy against 
competitors, suppliers, employees and customers 
• Whether they are experienced and competent for 
projects to be developed 
• Official and legal obstacles 
• Institutions with which they are ready to cooperate 
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Minus (-) Cost Parameter (cost reduction): 

a) Products, processes and operations that do not create value and will reduce costs if discontinued: 
Activities that are taken granted by the sector, whose continuation does not create value and whose 
absence will not be felt if discontinued and will favourably affect costs. 

b) Products, processes and operations that will reduce costs if reduced in volume: 
Things that are questionable in value adding, and will reduce costs by reducing in volume rather 
than discontinuation. 

 
Plus (+) Value Parameter: 

c) Augment products, processes and operations that create value: 
Identify things that currently create value, and augment marketing thereof. 

d) Create new values: 
Generate high-value creating solutions based on current and future needs 
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7.1. Products, Processes and Operations that Do Not Create Value and Will Reduce Costs If 
Discontinued 

a) This area includes issues that bring costs to the sector, do not add value, or even cause damage. The 
sector cannot continue these operations on accounts of habits, intensity of daily operations, majority 
being engaged in these practices, or current agricultural policies. The pioneers or common sense in the 
sector must say 'stop' to these practices.  
 
As grouped according to ILO's economic, social, environmental and institutional  criteria; products, 
processes and operations that do not create value and will reduce costs if discontinued are listed below. 
 

 
 

Economic Dimension 
1. The demand for the product is increasing due to the continuous opening of shopping centres and the 
terms of payment in the domestic market, which are normally 12 months, have been increasing to 18 
months. In the past, it was said that for every pair of shoes, one shoe was the cost and the other was 
entirely profit. However, in the last two years, profitability has drastically receded to 10%. Therefore, 
search is underway for foreign market alternatives to the domestic market. 
 
Social Dimension 
2. Subcontracting workshops, where child workers are also employed, do not have decent working 
conditions and do not add value to the sector. In addition to workshops in the neighbourhood, women 
do component manufacturing work at homes. Children help women at home to finish the work and 
school-age children are deprived of education. 
 
Environmental dimension 
3. The quantity of annual waste from the shoe sector is unknown. The major waste from the sector 
includes chippings moulds, leather, textiles, and plastics. These scraps are either thrown into the garbage 
or given to poor households for burning. These materials that cause air pollution when burned must be 
recycled. In China, these materials are pulverized into a powder and mixed with Vinylex, a vinyl 
protectant, to form a paste. Obtained from this paste is a leather-scented, semi-Vinylex, semi-leather 
product. 
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Institutional dimension 
4. Wages are the top determinant of prices for they directly influence the cost. The lack of trained 
employees in every area increases the demand for this work and increases the wages. 
 
5. Although the goat skins used as raw material are obtained from Antakya, and lining from Gaziantep, 
there is still foreign dependency in these items. Turkey is the world's second largest importer after China 
in goat and sheep skins. The leather products sector needs around 6.5 million cow hides, and 60 million 
goat and sheep skins each year. 
 
6. Sub-contracting companies compete on prices against one another to keep their existing customers 
and to obtain new customers. Therefore, the sector is experiencing growth with impoverishment.  

7.2. Products, Processes and Operations that Do Not Create Value and Will Reduce Costs If 
Reduced in Volume 

b) Areas that contribute to the sector and the region but do not add much value in terms of costs may be 
identified and reduced instead of being discontinued completely. 
 
As grouped according to ILO's economic, social, environmental and institutional  criteria; products, 
processes and operations that are questionable value adding and will reduce costs if reduced in volume 
are listed below. 

 
 
Economic Dimension 
1. Some companies aim to reduce the amount of sub-contact work and make sales with their own brand 
instead of sub-contracting with terms of payment of 12 to 18 months. In this way, marketing information 
(4Ps of marketing; product, price, channel, promotion), marketing strategy, and application are needed. 
 
2. In the domestic market, sales of shoes, boots, and slippers with leather and textile uppers were 
declining compared to the previous year. Sports and other shoes are growing. The reasons for shrinkage 
of the declining segment should be understood and measures should be taken. 
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Social Dimension 
3. Components mostly imported from China are processed at home workshops by women and children. 
The fact that these homes are made into workshops makes the profession worthless and causes the 
woman to lose her identity (transforming merely into a mother, spouse and someone who brings 
additional income to home, alienated from self, unable to become self) and be deprived of urban life.  
 
Institutional Dimension 
4. The excessive number of shopping malls generates production needs; so, retail and wholesale buyers 
pay  manufacturers and upping manufacturers at longer terms. This leads to social conflict. 
 
A summary of the items above is given in the following table: 
 

a) Products, processes and operations that do not 
create value and if it is not done, it will not be 
perceived and will affect the cost positively. 

b) Products, processes and operations that are 
questionable in value adding, and will reduce costs 
by reducing in volume rather than discontinuation 

1. Make a move for foreign markets in order to reduce 
the risk of payment maturity from 12 months to 18 
months in the domestic market due to the excessive 
number of  shopping centres 

1. Provide marketing strategy and application 
information support to the firm that wants to reduce 
the cost of production and branding 

2. Prevent child labour from doing component 
manufacturing work at neighbourhood workshops and 
homes 

2. Understand the causes of narrowing in the domestic 
market, leather and textile shoes, boots, and slippers 
compared to the previous year 

3. Determine the annual waste quantity of the sector 
and work toward zero waste 

3. Prevent the employment of women and children in 
home workshops and replace them with workplaces 
with decent working conditions 

4. Eliminate shortage of qualified personnel, balance 
of decision mechanism between workers and firms 

4. Develop alternative channels by reducing sales 
through shopping centres that offer instalments over 
the long term, prevent serious differences between 
manufacturing and selling prices 

5. Identify alternative supply chains to reduce foreign 
dependency on raw materials 

 

6. Prevent growth with impoverishment in the sector, 
become a cluster of manufacturers, and avoid price-
based competition 
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7.3. Augmenting Products, Processes and Operations that Create Value 

c) This area covers the products, processes and operations that create value. It is necessary to augment 
some practices and products in order to increase value in the sector (e.g. increase the number of women 
upping workers).  
 
As grouped according to ILO's economic, social, environmental and institutional  criteria; products, 
processes and operations that create value and need to be augmented are listed below. 

 
 
Economic Dimension 
1. The sector needs more designers, masters, journeymen and finishing workers. Although all 
manufacturers report primarily the need for trained upping workers, it is underlined that trained 
employees are needed in all other areas. 
  
2. Although 75% of the state grants are received for participation in international fairs, the square meters 
allocated for Turkey are low; larger display space is needed. Some businesses stated that 75% grant is 
difficult to receive and comes late, but with the new regulations in 2017 implementation has become 
easier. 
 
3. Firms need to alternative markets and engage in foreign trade. To increase foreign trade without 
intermediaries; foreign trade information, identification of target markets and corporate structures, 
Sedex and Turquality (accreditation) information, and foreign language knowledge are required. 
 
Social Dimension 
4. It is requested that the legal threshold of 10% Syrian labour at workplaces be relaxed and increased 
beyond 10%. When applying to ISKUR if there are no personal meeting the required skills after the 
four-week announcement period of ISKUR, this threshold should be relaxed. However, it can be 
understood that business owners do not want to deal with this procedure because it is not worth the extra 
time and trouble for them. 
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Institutional Dimension 
5. Most footwear manufacturers in Gaziantep are family-owned businesses. In general, such companies 
are recommended to institutionalize and appoint professional managers, but these recommendations 
should be careful and justified. There are advantages as well as the disadvantages of being a family 
business. One of the advantages is the potential to be more sustainable. Because the company is seen as 
one of the family members, there is a tendency to hand-over the firm to the next generation. In fact, 
institutionalised firms are currently trying to copy the model of family-owned business by establishing 
one-on-one relationships with their customers, which is one of the best aspect of family business. The 
trust relationship they establish through their ability to establish a one-on-one relationship should not be 
ignored. 
 

7.4. Creating New Values 

d) The realisation of new/innovative products, processes and operations will increase the value of the 
sector.  
 
As grouped according to ILO's economic, social, environmental and institutional  criteria; products, 
processes and operations that are new and create value are listed below. 

 
 
Economic Dimension 
1. Businesses think that the chambers’ policy making and practices are inadequate. New policies and 
practices can be produced by reviewing the work of the chambers with the workshops to be conducted. 
 
2. The sectoral design and modelling training will open up new markets and make them more 
competitive. 
 
3. The industry needs upping and design modelling workshops. Four large companies interviewed also 
need 15 to 50 upping workers to operate within the company. Upping and design workshop idea is 
detailed in the section ‘7.6. Evaluation of the Recommended Projects according to ILO’s Economic, 
Social, Environmental and Institutional Criteria.”  
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4. Each large enterprise needs 15 to 50 upping workers. Companies with experience both in sub-
contracting the upping work or having in-house upping workers prefer to have own upping workers 
rather than sub-contracting due to both poor performance and low quality. It is necessary to establish an 
upping workshop and provide training once or twice a year. 
 
5. The fact that businesses do business at payment terms of 12 to 18 months necessitates that they must 
brand in the domestic market or open to foreign markets. For branding, companies need 4Ps marketing 
knowledge and strategy. Recommended projects related to this topic are detailed in the section “7.6. 
Evaluation of the Recommended Projects according to ILO’s Economic, Social, Environmental and 
Institutional Criteria” of the report. 
 
Social Dimension 
6. The sector needs women's insight and women's caring touch. Women designers and upping workers 
will add balance, quality and colour to the sector. Women's determination and stability are also an 
advantage for businesses. 
 
7. The stories of the masters who started the profession at age 7-8 are so valuable to make books. Today, 
the masters who have grown up in a master-apprentice relationship are negligible in number. Even the 
children and their families who do not attend the school for different reasons do not view apprenticeship 
favourably. Apprenticeship is not preferred because going through the apprenticeship training and 
becoming a master earns relatively low wages, but other jobs offer better prospects. The prestige of the 
profession should be restored and PR studies should be done in this direction. The projects 
recommended for this issue are discussed in the section "7.6. Evaluation of the Recommended Projects 
according to ILO’s Economic, Social, Environmental and Institutional Criteria" of this report. 
 
8. Young graduates of vocational and technical schools are not able to fill in the shoes of former masters. 
The experience and knowledge they have when they graduate is not enough to contribute to the 
workforce in a short time. The projects recommended for this issue are discussed in the section "7.6 
Evaluation of the Recommended Projects according to ILO’s Economic, Social, Environmental and 
Institutional Criteria" of this report. 
 
Environmental Dimension 
9. The quantity of annual waste from the shoe sector is unknown. The major waste from the sector 
includes chippings moulds, leather, textiles, and plastics. These scraps are either thrown into the garbage 
or given to poor households for burning. These materials that cause air pollution when burned must be 
recycled. In China, these materials are pulverized into a powder and mixed with Vinylex, a vinyl 
protectant, to form a paste. Obtained from this paste is a leather-scented, semi-Vinylex, semi-leather 
product. The feasibility for a similar practice may be studied in Turkey. 
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A summary of the items above is given in the following table:  
 
c) Augmenting products, processes and 
operations that create value 

d) Creating new values 

1. Meet the industry’s needs qualified labour at every 
stage of production from modelling to upper finishing. 

1. Make chambers more up-to-date and effective with 
new policies 

2. Obtain larger display space at international fairs. 
2. Train design and modelling employees in the sector 
to become more competitive and access new markets  

3. Provide training to enterprises on foreign trade, 
target market information, institutional structure, 
Sedex and Turquality, and foreign language 
knowledge in order to increase foreign trade without 
intermediaries. 

3. Establish upping and design modelling training 
workshops to train 15-50 employees needed by large 
footwear companies. 

4. Relax the legal threshold of 10% Syrian labour at 
workplaces 

4. Establish upping line workshops and provide 
continuous training to give workforce to the sector. 

5. Highlight positive aspects of family businesses 
(owning, one-on-one relationship, trust) instead of 
forcing family businesses into institutionalisation. 

5. Provide knowledge of marketing strategy and 
implementation to enterprises that want to brand. 

 
6. Increase the number of women designers and 
upping workers in the sector. 

 
 

7. Carry out effective public relations activities in 
order to keep the master-apprentice relationship alive, 
restore the prestige of the profession both in families 
and in society and make it attractive to young people. 

  
8. Provide practical training supported by the sector 
which will improve the adaptation of the graduates of 
vocational and technical schools to work life. 

 
9. Undertake feasibility studies for recovery of 
sectoral waste and for zero waste. 

 

7.5. Preliminary Evaluation of Projects with Value Chain Actors 

On 11 January 2018, a meeting was held in Gaziantep Chamber of Industry with value chain actors. The 
list of participants is given in Annex-2. The results of field study and project recommendations were 
shared with value chain actors who participated in the meeting. The 15 project recommendations in the 
following table were evaluated by the participants in terms of: a) importance and value added to the 
sector, and b) ease of implementation. The evaluations were made on a 10-point scale (10 points 
maximum, 1 point minimum) and the participants were reminded that they could score between 1 and 
10 points. The 15 project recommendations have an average degree of importance of 8.4 points and 
average applicability of 6.1 points. 
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Project Recommendations a) Importance and 

value added to the 
sector 

b) Applicability -
ease of 

implementation 
Increase the number of masters, journeymen and finishing 
workers in the sector 

9.6 6.8 

Provide 4Ps marketing (product, price, sales channel, 
promotion) information and strategy training and consultancy 
for companies that want branding. 

9.2 5.0 

Establish councils to improve the relations between students 
and manufacturers as in many countries.  

9.1 6.3 

Train design and modelling employees in the sector to become 
more competitive and access new markets 

8.9 6.3 

Provide training to enterprises on foreign trade, target market 
information, institutional structure, Sedex and Turquality, and 
foreign language knowledge in order to increase foreign trade 
without intermediaries. 

8.8 7.2 

Provide practical training supported by the sector which will 
improve the adaptation of the graduates of vocational and 
technical schools to work life. 

8.6 5.8 

Establish upping and design modelling workshops 8.5 6.2 
Undertake feasibility studies for recovery of sectoral waste and 
for zero waste. 

8.5 6.5 

Undertake Public Relations (PR) work to make the profession 
attractive to young people. 

8.3 5.7 

Increase the number of women designers and upping workers 
in the sector. 

8.3 6.1 

Obtain larger display space at international fairs. 8.3 6.4 
Relax the legal threshold of 10% Syrian labour at workplaces 7.9 5.8 
Make chambers more up-to-date and effective with new 
policies 

7.8 5.8 

Restore the value and prestige of craftsmanship through 
empathic communications 

7.5 6.5 

Highlight positive aspects of family businesses (owning, one-
on-one relationship, trust) instead of forcing family businesses 
into institutionalisation. 

6.9 5.2 

Average 8.4 6.1 
 
A gap analysis was conducted taking into consideration the average 'high value' and 'applicability' 
scores. The analysis results are grouped under four categories: 
 
1. Higher value, easier implementation: Project recommendations that create value above average and 
easy to implement above average, 
2. Lower value, easier implementation: Project recommendations that create value below average 
(which should be considered high for each recommendation) and that are easy to implement above 
average, 
3. Lower value, more difficult implementation: Project recommendations that create value below 
average (which should be considered high for every recommendation) and easy to implement below 
average, 
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4. Higher value, more difficult implementation: Project recommendations that create value above 
average but are relatively difficult to implement. 
 

2-Lower value, easier implementation 1-Higher value, easier implementation 

1) Increase the number of women designers and upping 
workers in the sector. 

1) Provide training to enterprises on foreign trade, target 
market information, institutional structure, Sedex and 
Turquality, and foreign language knowledge in order to 
increase foreign trade without intermediaries. 

2) Obtain larger display space at international fairs. 
2) Establish councils to improve the relations between 
students and manufacturers as in many countries. 

3) Restore the value and prestige of craftsmanship 
through empathic communications. 

3) Train design and modelling employees in the sector 
to become more competitive and access new markets 

 
4) Increase the number of masters, journeymen and 
finishing workers in the sector 

 5) Establish upping and design modelling workshops. 

 
6) Undertake feasibility studies for recovery of sectoral 
waste and for zero waste. 

3-Lower value, more difficult implementation 4-Higher value, more difficult implementation: 

1) Undertake Public Relations (PR) work to make the 
profession attractive to young people 

1) Provide 4Ps marketing (product, price, sales channel, 
promotion) information and strategy training and 
consultancy for companies that want branding. 

2) Relax the legal threshold of 10% Syrian labour at 
workplaces 

2) Provide practical training supported by the sector 
which will improve the adaptation of the graduates of 
vocational and technical schools to work life. 

3) New policies can be produced by a workshop where 
the sector-related chambers take a more active role. 

 

4) Highlight positive aspects of family businesses 
(owning, one-on-one relationship, trust) instead of 
forcing family businesses into institutionalisation. 

 

 
The results in the table above are charted in the following figure. Since both value and applicability 
criteria are taken into consideration in the evaluation of the projects, gap analysis and two-dimensional 
graphs were used. 
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7.6. Evaluation of Recommended Projects according to ILO’s Economic, Social, Environmental 
and Institutional Criteria 

Projects that will add high value to the sector, are applicable and comply with ILO’s criteria, are those 
involving the establishment of upping and modelling workshops, and those aiming to train qualified 
employees for other areas. In addition, foreign trade knowledge, especially the identification of target 
markets, making the profession attractive to young people, gaining practical knowledge that will enable 
graduate students to adapt to the sector, establishing a council to increase the interaction between 
enterprises and students, and branding-marketing strategies will contribute to the healthy growth of the 
sector. 
 
Training Setup for Upping, Design and Other Production Stages 
Companies recommend that the training on upping and design have 3 months of basics and 3 months of 
hands-on (practical) training. Trainees start to be productive from the sixth month, and a judgment is 
formed on trainees’ attendance and performance. 
 
Large companies state that they will contribute to the training programmes with their masters who have 
a master trainer’s certificate. They will be able to give training for 2-3 days and 2 hours per week. The 
fact that the masters of the firms are included in the training will enable the firms to own the workshops 
and graduates. It will also ensure that the training areas are equipped with practical knowledge and 
contribute to the sector in a short time. 
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Syrian women who will receive training but are not willing to work in the factory environment can work 
in the upping line to be established in the area of training and cooperatives. GSO-MEM (Gaziantep 
Chamber of Industry Vocational Training Centre) has an area of 10,000 square meters that will meet the 
need for space. It is important that women take care of their children during their training and working 
hours. (The organised industrial zone where GSO-MEM is located provides this opportunity). Other 
services important for trainees are transport and catering facilities. GSO-MEM’s experience suggests 
that if women and young people are provided with the necessary conditions (meals, daily allowance, 
childcare, transport service), they participate in the training even if the venue is away from their 
residence, and at least 40% start to work following the training. 
 
By GSO-MEM’s experience, the drop-out rate in practical training programmes after the theoretical 
training, is 40% for men and 20% for women. Considering the drop-out rates, enlisting 100 to 150 
trainee candidates will meet companies’ needs. Fifteen firms interviewed stated that they would 
immediately employ trained upping workers. This means that at least 100 of the 150 candidates will be 
employed by such firms. It is recommended that 70% of the trainees be women. 
 
Completed training can change the lives of women and their children in a meaningful and positive way. 
In this way, women will benefit from the possibilities of urban life and children will benefit from 
childcare and school. 
 
A preliminary study was conducted in cooperation with Gaziantep Chamber of Shoemakers, Gaziantep 
University Naci Topçuoglu Vocational College, business owners, and upping masters to identify the 
necessary equipment, materials, machinery, and the approximate budget for the 100 to 150-person 
training, which is given in the following table. Although two trainers are estimated for every ten people, 
the numbers must be finalised by doing a follow-up study. 
 

Machinery (for training with 
100-150 participants-draft 
preliminary estimation) 

Required 
quantity 
(pieces) 

Approximate unit 
price (TL) 

Approximate total 
price (TL) 

Flat machine 15 2,000 30,000 
Automatic straight needle 10 2,500 25,000 
Automatic double needle 2 8,000 16,000 
Cantilevered double-needle 3 3,500 10,500 
Latex machine 2 2,000 4,000 
Solution (adhesive) application 
machine  

2 1,500 3,000 

Adhesive Machine 2 1,500 3,000 
Bending machine 2 2,000 4,000 
Zigzag stitch machine 2 2,000 4,000 
Single needle with cantilever 5 3,000 15,000 

Total 114,500 

Spare bobbins, needles, screwdriver, lubricant and technicians for machines 
Two instructors per 10 people 30 40-50 TL/per hour 1,500 

Total 116,000 
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Materials needed for training: 
 

 
  

Materials required for 150 people Approximate quantity (pieces) 

Cutting blade (internal) 300 

Cutting blade (external) 150 

Triangle file 50 

Pulat  50 

Rolet 75 

Coloured sewing threads 75 

Cutting rubber (wood) 150 

Steel ruler  100 

Weight (Brass Knuckles) 25 

Latch 50 

Silver pen or pencil 150 

Scissors 150 

Shaving marbles  150 

Upping worker’s hammer 150 

Journeyman’s hammer 75 

Palet punch  25 

Capsule insert hand tools and tips 50 

Capsule insert hand tool and machine tools 75 

Capsule in different sizes and colours A few packs 

Adhesive containers 75 

Brushes of different sizes 150 

Adhesive brush 150 

Tranta tape-strip-teal-pad-touch and close fastener, cord 
75 pieces can be taken in different 

colours. 

Upping components (metal, glass, plastic, textile etc.) 
To learn how to install it, several 

packages on different models. 
Scythe 3 

Rubber mallet 25 

Rubber eraser 100-150 

Curved knife 50 

Spirit stove and spirit 10 

Chemical drug and solution One tin each 

Genuine leather, lining leather (buff), artificial leather, 
fabric 

1 batch per week in different colours 
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Institutions that can cooperate: 
 

Institutions that can 
cooperate: 

Location Advantage Size 
Supporting 

Organisation 

GSO-MEM OIZ 
Childcare, transportation, 
catering opportunity 

10 m2 ILO 

Akınal Slippers Co OIZ 

Having plans for 
establishing a high school 
and acceptance by the 
sector 

 Sector 

Gaziantep Chamber of 
Shoemakers 

GATEM   
MoNE, 
SODES, ESOB 

Centre for Women's 
Development and 
Solidarity 

SADA 

Self-confidence, preparing 
women who are not 
accustomed to working life 
to urban and working life 

Certain parts of the 
upper or components 
can be hand-made, 
for they are not 
suitable for machine. 

ASAM, ILO, 
GMM, 
Japanese 
Embassy, 
UNWomen 

Naci Topçuoglu 
Vocational College 
Shoemaking 
Department 

OIZ 
Being in OIZ, having 
equipment and teachers 

 All sectors 

 
Public Relations for Making the Craft Attractive-Empathic communication 
The footwear craft is losing prestige in almost every area. To prevent this, continuous and positive public 
relations work needs to be done. 
 
Empathic Communication: Artists from different art fields, advertisers, bloggers, media producers and 
opinion leaders may first-hand experience the footwear manufacturing process through craft workshops 
in Gaziantep to feel how labour-intensive and valuable the industry is. These workshops will contribute 
to the promotion of the profession and empathic communication as well as the branding of Gaziantep 
footwear. The craft’s restored prestige and visibility may make technical schools and profession more 
attractive in the society. 
 
The workshops and public relations activities to make the industry valuable and make the profession 
more attractive can be carried out with a council to be formed by GSO-MEM, GESOB, ILO, MoNE and 
enterprises. 
 
Council of Businesses and Students 
Manufacturers have had positive experiences with few graduates vocational and technical high school. 
Manufacturers are disappointed at skill-deficiency of the new graduates. Manufacturers prefer to try a 
new graduate for a month or two instead of talking about salaries or packages. It is disturbing for 
manufacturers when new graduates to ask about salary and other benefits. On the part of new graduates, 
there is mistrust that manufacturers will exploit them. 
 
In many countries, councils are set up to improve the relationship between students and new workers 
and manufacturers. A similar council should be established in Gaziantep, both in schools and training 
workshops: 
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These councils undertake the following missions. 
 

• Ensure the continuity of relations between students and manufacturers, and follow graduate 
development 

• Develop pre-graduate vocational programs 
• Contribute to the training materials and practices that enable the instructors to perform live 

and interactive training programmes instead of dull narration 
• Develop programs that make it easier for students to get into productive life and accelerate 

adaptation 
• Establish professional associations for students 
• Maintain contact with the instructors of the students and provide professional trainers 
• Organise vocational days for students 
• Organise both daytime professional and evening social events bringing together manufacturers 

and students 
• Integrate a student section into the association's websites. 

• Organise reward programs for students  
• Prepare student relations kits 
• Have student representatives in the association 

• Organise meetings, workshops with students on arts and crafts, contact influential people who 
can participate in such events. 

 
This council should include business owners, academicians, trainers, GSO, GESOB, ILO, and students. 
 
The following two issues are addressed because they will contribute to the growth of the sector, although 
not directly related to employment and ‘decent work ‘opportunities; 
 
Marketing Strategy and Branding 
Work must be undertaken in the sector for brand architecture, brand positioning, 4Ps of marketing 
(product, price, promotion, and placement). Marketing strategy enables new business development and 
long-term planning. In order to engage in marketing activities, it is necessary to define the product (e.g. 
men’s footwear), sub-segments for products (e.g. shoes, boots, sports shoes etc.), and identify target 
markets and customers. Customers should be defined both in terms of demographics and life styles. The 
price will be set on the basis of products, customer profile, production process, and sales channels 
(placement). 
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Marketing strategy and implementation can be carried out with the contributions of the European Bank 
for Reconstruction and Development (EBRD) and Gaziantep Chamber of Commerce (GTO), which 
previously supported such projects.  
 
Foreign Trade 
Companies tend to expand into foreign markets because of the payment terms of 12 to 18 months, 
economic and political uncertainties, This requires that institutional structure be in place, and foreign 
trade and target market information exist. Cooperation can be made with GTO on this issue. 
 
Expectations of Syrian Refugees for Decent Work and Living Spaces: In addition to the above-listed 
projects related directly to the shoe sector, expectations can be identified by carrying out inventory 
studies related to the Syrians’ profiles and abilities. Although the answer to whether they will stay or 
not in Turkey varies according to foreign relations, policy and economic conditions, tendencies and 
reasons for stay can be investigated. In light of such data, it may be possible to identify occupational 
areas that can match with Syrian refugees, and formulate policies and a roadmap. 
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Annexes 

Annex-1: List of Interviewees 

A total of 41 interviews were held in November 2017 with the representatives of the footwear and leather 
sector, listed in the following table, to define and conduct an analysis of the value chain. 

 
Association Organisation Title 

Rami Sharrack Syrian Economic Forum Secretary General 

Tamam Albaroudi Syrian Economic Forum President of Board 

Abdulbasit Dibo SIAD-Syrian Businessmen Association Expert ICT 

Khaled Babllli SIAD-Syrian Businessmen Association President of Board 

Seda Dolaner ASAM Association  Centre Manager 

Institution-University 
Organisation- 

Organisation Title  

Vakkas Koca Silk Road Development Agency Coordinator 

Abdulmenap Ertaş Silk Road Development Agency Program Manager 

Kürşat Göncü Gaziantep Chamber of Industry  Secretary General 

Sabire Tırpan TCE. Gaziantep University Naci Topçuoglu 
Vocational College 

Academician 

Hamit Dogan Project for Reducing the Impact of the Syrian 
Crisis on the Southeast Anatolian Region 
(UNDP) 

Key Expert 

Filiz Hösükoglu Project for Reducing the Impact of the Syrian 
Crisis on the Southeast Anatolian Region 
(UNDP) 

Team Leader 

Özge Dursun Gaziantep Chamber of Commerce  Freelance Consultant 

Siraç Ekin Provincial Director of Labour and labour 
Institution 

Provincial Director 

Yusuf Iymen Gaziantep Chamber of Industry Deputy of Secretary General 

Subhi Kord Arabo Gaziantep Chamber of Commerce Expert of Syrian Desk 

Figen Çeliktürk Gaziantep Chamber of Commerce Deputy of Secretary General 

Ibrahim Bugur  Gaziantep Chamber of Shoemakers  President  

Hüseyin Şahin Gaziantep Chamber of Shoemakers  Secretary General 

Ihsan Ercan Chamber of Tradesmen and Craftsmen   Projects Manager 

Mehmet Sarıbal Gaziantep Chamber of Upping Workers President 

Ramazan Sarı Tradesmen and Craftsmen Loan and Bail 
Cooperatives 

General Manager 

Adnan Keçeci Ministry of Foreign Affairs Gaziantep 
Representative 

Former Consul General of 
Aleppo Ambassador 

Manufacturers Organisation Title  

Cevdet Akınal Akınal Shoes & Slippers Co. Owner 

Mete Akınal Akınal Shoes & Slippers Co. Son of Owner 

Furkan Koşak Koşak Shoes Co Son of Owner 

Bülent Aksin Aksin Shoes Co Owner 
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Vedat-Halil Aksin Aksin Shoes Co Owner & Son 

Murat Kocalar Kocalar Upper Co Uppers manufacturer 

Mürsel Ganim Enova Ayakkabı ve Terlik Owner 

Nurettin Bagrıyanık Penta Spor Ayakkabıcılık Owner 

Mehmet Akif Erbalcı Ragbet Ayakkabı Partner 

Ali Tekin Ragbet Ayakkabı Partner 

Muhammed Davud Datex Hazır Ayakkabı Terlik San. Owner 

Ali Başgüden Efsane Ayakkabıcılık Owner 

Hasan Başgüden Efsane Ayakkabıcılık Son of Owner 

Hotiç, Kemal Tanca, Elle Hotiç, Kemal Tanca, Elle  Purchase Units 

Tahir Zengin Asya Plastik Owner 

Others Organisation Title  

Serap Gültekin Güler SGGC Co. Consultant 

Hülya Akkaya Akkord Fuar Owner 

Okan Kızılbag Erguvan Ambalaj Owner 

Sakıp Demirbag Ayakkabı makinaları  Owner 
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Annex-2: List of Workshop Participants 

A workshop was held on 11 January 2018 between 10.00 and 12.00 hours, where preliminary results 
and projects related to the shoe sector were shared and evaluated. Participants in the workshop included 
ILO short-term experts, ILO Project Manager, UNDP experts, President of Chamber of Upping 
Workers, Chamber of Tradesmen and Craftsmen Projects Manager, Silk Road Development Agency 
official, Syrian Economic Forum directors, manufacturers of footwear, and Gaziantep Chamber of 
Industry officials. The attendance sheet of participants is presented below. 

 
 


