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OILS, FATS AND THE RISE OF MARGARINE IN TURKEY:
A HISTORICAL PERSPECTIVE

ABSTRACT

This dissertation study follows a transnational compiauy its penetration into a
market in a new country. The study examines how an existing production and
distribution network could bgansformedand how an ordinary consumer is convinced

to accepta new product. Fats and oils, especially margarine are taken aartipe
within the scope of this study.

Fats and oils give a fertile topic that allows many different approaches as a subject.
Ther critical role inhumanevolution, being a fundamentaécessity for the body, yet
them being aprivilege for the deserving sincéuntergathering communities, the
ability to triggerthe reward centenof the brainand make us perceive food more
deliciously, the sacrednedscarriesin many beliefs-from ancient mythologies to
monotheistic religionsand many more eanings attributed to themmake it an
enjoyable subject tstudy.

Thedissertation starts wittihhe deeprooted history of the production and consumption

habits in the hinterland of Turkey and Ottoman Empitier that, it focuses on the

entrance ofa foad companywith one of the world's largest marketing budgets to

Turkish marketThe story of margarinehichwasn e wl y hearb#camea 1950 6 ¢
staple from the 196006s and iitods wldbeadi cati
examined in this study ahistorical context by examining the advertisements as well

Key words fat, oil, margarirg, olive oil, butter, transnational companies, Turkey,
food advertisements, food history
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INTRODUCTION

Fats and oils are essential for the human body in all culinary cultures around the globe.
They are the main source of energy of the human body and also one of the three main
nutrients that the human body requires vitally along with carbohydrates andhprotei
(Kummerow, 1974, p. 259)hevital need of human bodyr fats and oils makes them
essential and irreplaceableany cuisine around the globe. Any type of fats and oils
are easily replaceable between each othemhuthe other hand, they are vital and
irreplaceableneeds for the human bodfKummerow, 1974) The importance of oil

and fats in human nutrition as well astlire culinary cultureallowedme to thinkand
develop a researchigject about fat and its derivatives in Turkey. In order to understand
the cultural preference of different fats or oils in Turkeyhis study we will first

survey the history of edible fats and oils in Modern Turkey since the Ottomancera
then will focus onthe impact of introduction of a new type of fat namelfithe

mar g ar Repebbc ofiTurkey through a transnational food compathe first
example of international capital penetrating into TurkeWislever, which is a fat
producing companyUnilever enteredTurkish Marketin 1953 causing irrevocable
changes in the food market of Turkey as well as in the culinary habits of the whole
society.This dissertatiothusaimsto understand how an international food company
can penetrate into an exrgj economyby promoting a new food item, the margarine
and how itcan change the existing netwoiround food consumption habits and

erscornce themselvem these networkom 1950 to today.

In order to underline the importance of fat and oil in huatat) the first chapter of the
thesiswill underlinethe importance of oils and faits nutrition. The role of fat and its
derivativesin humanbody evolutionand the results of its absence in human diet will
be explainedriefly. To explorethe requirement obils and fats byhuman bodyin

detailas well asa short historical reviewf the consumption of fats and oils in history



will be outlined. Theanthropological and biologicatudieson the consumption of fat
will also be present in the stly. Several ethnographic studies show how different
societies from different placasoundthe world react against consuming Hahfoods.

To conclude, the first part of thehapter willquestion the perception éf g o tast®

of fat

Considering thexigencyand deliciousness of oils and fatsisina surprising to see
how different societies attribute positive symbolic meanings to oils and fats.
Througtout history, fas and oik have been the proprietary of the powerful omed it

has beena symbolof good and desired in different societies. Beeond part of the
first chapter will study several examples francienthistory andwill explain how
Sumerians, Ancient Greeks and Egyptians symbolizeat &k as a desiredbjectand
alsoasa symbol of distinction based on tlype of oils and fatsonsume. This chapter

will alsostudythe holy books of Abrahamic religions and analyze how e@laion
refers to fats and oilsand what kind of holiness and prohibitiorae attributed to
specfic types of oils and fatgzinally, the chapter will studgtherusage areas of oils

and fats such g&oducingmedicine, soap, cosmetics, dnél for lighting.

The second chapter of the dissertati®onstituted otwo parts. The first pawill

briefly outlinea general food consumption studytheOttoman Empirelt is important

to mention that it is not possible gove a complete portrait of tieOt t oman Cui si n
for an empirethat existed for more than 600 yeasituated inthree continentsThus

the chaptewill give a general outline of the Ottoman culinary culture focusing on the

inherited food consumption habits, the cuisioéreligiouscommunitiesthe cultural

transaction with the neighbood the Empireandthe impactof these transaions on

culinary culture, andinally the cultural transaction in the psdf towns in order to

develop an insight about a general food consumption habits in Ottoman Empire.



The second part of ihchapter will focus orthe consumption habits ¢dit ard oil in
theOttoman Empire n or der t o wonsumptienthabithdlurkepnTha y 0 s
chapter will attribute a deeper focus on the consumption habits Gfttbman elites
because the information about the consumption habits of ordinary pedjpteted.
Since the palace consption depends othe most favored foods of the empire, the
chapter will give an opinion about the most favored fats anehdie Ottoman culture.
The second part willjuestionalsotwo issuesabout the Ottoman consumptioakits

of fat and oil:First, whyOttoman Muslim eliteglid not showanampleinterestin olive

oil; andhowthemissing interesh olive oil has risen ugbut never as favored as butter
starting from the 1 century. There are different studies trying to clarify these issues
with economial, political, culturalandgeographical explanatiomsdthe chapter will
summarizethese studies. Finallythe chaptemwill question ifthe Europeanization
movement in th®©ttoman Empire will change the consumption habitsiladind fatin

the Ottoman palace as well as among the Ottoman efitest The consumption habits

of the olive oil and animal fat in the Ottoman society during tH&cEtury will be
outlined basedn the information taken from sources likewspapersindindustrial

surveys of the era.

The third chapter of the dissertation will study the food system and food market of
Turkish Republic in three period$he first part will beaboutthe early Republan

years between 1923 and 1945. In this period, the dissertatiostudifthe statefood
policiesenablingto ensure théood securityin Turkey. The fcond part will analyze

the postwar period between 1945 and 1980. This part will analyze the stap®yake
the Turkish Republicin creating food securitgsfood aids received from the United
States Finally, the third part will focus on the liberalization of food market starting
from 1980 to today.

The most important impact on fat and oil market in Turkethis establishment &
margarinef act or y by Wrsitlaembairl inal@58.UndoubteBligthik a s &



margarine factory hastremendous impact adhe consumption habits &t and oilin
Turkey. At the same timaheentryof one of the biggest transnational food companies
into the Turkishfood market has various impacts as wElle production model of the
companythewide distribution network, the marketirgndthe publicityof know-how
werenewly introducechotiorsin T u r k e y iThe chaptér Qilh study the impact
of thesenoveltiescaused byhe mainstream food production modétsTurkey since

1 9 5 UOleshaptedoes not onlyaim toanalyze the economic succedsJnilever in
Turkish food market but in wider sensewishes to analyze lbw the new Fordist
consumption patterns have succeeded to change a smitefleconomial, social,
culturalandtechnologic networkandto convincepeople to accept nefeod products

instead otheonesthatwere accustomei by consumers.

The final part of the third chapter will focus on the years after W@B&h come into

prominence with liberalization policies of the state. Also, byojgortunities created

by the new developed@¢ommunication tdmnologies, the consumers are much adapted

to global fashionswhich include the ecologic and organic food diets rising within
199006s. With the new trends of food const
reached turns into a fall down afteel 9 9 0 @ the finabchapter will study how the

new diet trends impact the oil and fat consumption in Turkey especially around the fall

of margarine.

Finally, the fourth chapter of the dissertation will be based on a comparative analysis
of Uni | ev e rdédisements lycadcastaotelesision. The chapter aims to
develop an understanding about the economic success of Unilever in Turkey through
the marketing and advertising strategies. The comparative analysis will start from the
first TV advertisemenbof Unilever broadcasted in 1972 and it will analyze one
exemplaryadvertisemenper each decade. The chapter aims to follow the marketing
strategies of Unilever from TV advertisements and examine the chamgeée

marketing strategies throug¢fiedecades=r om 197006s to 201006s the



habits in Turkeyhadlots of changes according to politic, economic, and technologic
reasons. The chapter aims to analyze how
position against these changes and how the neategiesare refleced on TV
advertisements. By this analyze, the dissertation aims to develop an understnding

the marketing strategies of Unilever and clarify the reatmmthe economic success

of the company in Turkey through the advertisement raadketing strategies ia

wider sense.

Considering the multidisciplinary structure ofood studies basedon cultural,
historical, and anthropological studieshis dissertationis also based on a
multidisciplinary methodologyln order to develop an undg¢anding about the taste,
nutrition, and symbolic values of oils and fats, the study has benefited from various
resources. In the first chapter is structured on biological, anthropologichishmdcal
studies in order to understand the importance Isf and fats from hunteyatherer
societies tancientcivilizations The £condand thirdchaptes arebased on literature
surveys which focuses on thetudies about culinary history of Ottoman Empire,
economiel, cultural and food production policies ofuikish Republic, business
history studies of Unilever Global and Unilever Turkey, and the news concerning fats
and oils in newspapers. The fourth chapter surveys various theories about
advertisementespecially focuses on food advertisements and advertisivomen

and makes a comparative analysis on the
Turkey under the light of the surveyed theories.



1. IMPORTANCE OF OIL AND FAT IN HUMAN DIET

As widely known, vhat we call human is an omnivopeimae mammalunderthe
genus ohomoand species gfapiensUnlike mostof the speciearound the worldit
IS not possible to talk aboat standard diet adHomo sapienskor examplean Inuit
living in the South Poleensures thautrition s/he requiresnostlyfrom fish, redmeat
andtallow. On the other hand Buddhistliving in Central Asiaconstitutes his or her
culinary habits only from vegetables amaynot consume any meat or animal fiat
their entire life. These two exemplified societies\veano intersecbn set in their

culinary habits but they atmthmember othe same specieslomo sapiens.

Theexamplementioned abovis one of the most importan¢asos for Homo sapiens

to be able to livand breedany place on earthinlike other species. Homo sapiens have
been able to change their essential nourishment habits according to climatentiora
fauna they are living in and alsihey have beenble to interferavith the ecosystem
and turn any place into lzabitableenvironment for themselves. Theseot habitslet
Homosapiendo spread all around the world andhkethemable to liveand breedn
any place on eartitHomo sapien&ability to adaptthemselves into different living
conditions and different environmentss highly connected to theimonstable
nourishment halstand therefore their omnivoreature.For example, foa pandahe
only edible thing on the eartharebambooleaves and stem@&r for athrush birdthe
only edible thing ighe weedof juniper. For theséwo animals nothing elsen the
world can be considered &sod. Just likehow carnivore anima camot consider ay
type ofplant asfood. Also, these animalprovideall the nutrition their body requires
from onefood theyeat On the other handjomo sapiené ahlity to stay fed in any
place on eartlbomes withanother deficiencyHo mo s api e nestvetdisor t er
and larger brainsnake thenmuch more dependent ohigh-energydensenutrients.

Whether it is liquid or solidplantor animal oriented allafts aremore than two times

d



richer with its nine calories per gram than carbohydrates and proteins which comprise

four calories per granfRegulations, 20168pn the other hand, all types of oils dats

have different substanceand contairdifferent amounts of saturated and unsaturated

fatty acids.( | ns al , 2 Qtadesin gastrehigtady) gastreanthropology and
gastrearcheologyon huntergatherers8 diets show the importance of fatis daily

nutrition requirementsAccording to Cordairand friendg2000, p. 681) A wor | dwi de
huntergatherers, the most plausible percentages of total energy intake would be 19

35% for protein, 2240% for carbohydrate and Z8% forfd s . 0

1.1.Dependence of Human Bodyo Oils and Fats

As mentioned above, fats play a crucial roieevolutionof Homo sapienssince the
huntergatherer periodn history The luman lain isa hugeand energy demanding
organ Energydense foods anthe size of the brain are directly proportionate to each
other. The more energy dense food is eaten the larger brain is carried. At thinsame
alarger brairrequires morenergy than the guts. It ismpared with guts because the
evolutionary tradeff to evolve a large brain at the expense of having a reduction of
our gut size(Cordain, 2011As it is named by a hypothesis invented by Leslie Aiello
and Peter Wheel e(Alfo&Xpeelersl®98)e Ti ssueo.

Fats are a class of chemical compounds <cal
union of glyceol and three fatty acid¢Phillipov, 2016, p. 1Fatsconsist of carbon,

hydrogen and oxygen atoms and both fats and oils are categorized according to the
combinations based on tlguantity and aligning typeof the bonds that carbon,

hydrogen and oxygen atoms constiti{fgond, 2003, pp.-8) They appear in several

different forms; aturated, unsaturated, monounsaturated, polyunsatiaatddans

fat termsare identifying a type of aliphatic chains and the positions of the atoms in the
bond.Fats and oilarederived from different sourcesuch asuts, fruits, seedsnd



animals.The main difference between oils and fats is that fats are composed of high
amounts of saturated fatty acids, which means that every carbon atom has one single
bond between each other. Which cau#iee saturated fatdo be solid at room
temperature where unsaturated fats are liquid which are calle(Paitsd, 2003, p. 79)

The other primary differences afats mainly originate from animal sources and oils
usually occur in fruit®r seeds of plantsfats causea higher level of cholesterol in the
blood and oildo cawse a lower level of cholesrol. Finally, the oxidative rancidity of
fatsis higher than the oils. Emand oils ardothterminal necessds for the human
bodynot only because of their energy supbiyt also the vitaming, D, E and Kcan

only solubilize in fats and oilswhich means they can only be dgjed, absorbed and
transported in conjunction with fats. They also play a vital molenaintaining the
health of skin and hair, maintain body temperatypmetectthe organs againstna
exteriorimpact and promote healthy celurction. If a human gets all the energy
required from proteins and carbohydrates and follows afatodiet s/he would die
from lack of A, D, E and Kvitamins. Following a noffiat diet causea fatal disease
called rabbit starvationolloquially. (Noli & Avery, 1988)The disease also known as
fiprotein poisoning fanal de cariboaori f at s taadrgetstisguldioname

from the hunters whgetnourishecnly by fully muscularnonfat, lean meatnimals

like rabbit, horse, deeretc. and lets the sufferers experience insatiable hunger and
dense pain in their stomach®hillipov, 2016, p. 4As ref erred i n Phill
Canadian explorer Vilhjenur Stefansson, tells uke Inuitsd experiences withean

meat:

ARabbit eater, i f t heybehvarymwose bshwillat f r om
develop a diarrhea in about a week, with headache, lassitude and vague
discomfort. If there are enough rabbits, the people eat until tlhemashs are

distended; but no matter how much they eat they feel unsatisfied. Some think a

man die sooner if he eatentinuallyof fatf r ee meat than i f he
(Stefansson, 1961, p. 31)



Also, John D. Spth had collected several examples from ethnographic wamdsnd
the world and shows several exampdé$iow nativesare aware of rabbit starvation

andhow they avoid lean mefBpeth, 2010, p. 71For example

flf pegple had only rabbits at such times they would probably starve to death,
because these animals are too lean. The same might be true if they could get
only thin moose. People cannot live on lean meat alone, but if they have enough
fat they can survive indefitely.o

Kutchin, Alaska (Nelson,1974, p.142)

AThe pitjandjara consider the best meat
distinction between them. They are selective with such animals. When killed

they immediately feel the body for evidencetloé presence of caul fat. If the

animal is njuke, fatless, it is usually left, unless they are themselves starving.
Australian Aborigines,Tindale 1972 p.248)

Rabbit starvation disease clearly shows that consuming fat is not only a gastronomic
needbut also aterminal necessityfor the human bodyAlthough fats and oilsare
terminal necessitiekr the human body, thewe notonly usually mentioned with
bodily needs bualsowith their ability to makeanyfood tastier.The next chapter will

study tte reasonfor fats and oils making any food tastier and the biologic explanations
along with the food industry using this benefit for increasing their sales and profit.

1.2.The Deliciousness of Qils and Fats:

Oils and fats have been playing a crucial roléhemmodernprocessed food industry
by servingseveral different benefit$irst and foremost, their ability fprolongthe
shelf life of packaged foods keeps tha@®an inalienable content for the whole



padkaged food industryMoss, 2013, p. 14 Beyond therotract ofthe shelf life, they
havetwo important abiliesto make the foods tastier. First, they work as flavor carriers
by coating the tongue and hold the Blawn eater§taste budswhich bringrichness

and desirable textures aadsense of satietyPhillipov, 2016, p. 2Secondly, when

they are combined with sugar or sait specific amountsthey trigger nucleus
accumbens also known #® reward centeof the braini Di f f er ent neur ons
to different combinations, providing a rich representation of the sensory properties of
f o o (@Rollgy 2006, p. 1123n these different combinations, fat acts well with all the
compounds tat they are combined with by the abiltty coatthe tongue and keeping

the taste buds from getting tetvong hits of acids. Fatctsnot only as a shield but also
absorbs tharomatic flavors of any food cooked with, stimulates and prolongs the taste
and convegthe taste buds to the bra{Rolls, 2005, p. 76)

The ctliciousness of fats and their ability to disable the-gedkervation of eating by

triggering nucleus accumbens also known as the reward center of the brain keep fats as

an important tool for selling more products thfe food industry. Especially the

companies whichcan afford high technology brain imaging research and development
laboratoriesinvest millions of dollars to lighten up the neurological tools and use the
neurological data to produce irresistible foodstfrmrhuman body. Salt and sugar are

the key ingredients of triggerirtge nucleus accumbens along with Etlike the other

hookup i ngredients salt and sugar, fat doesr
consumersin their researchDrewnowski and Greenwogd 990) have realized that

there is a limit of increasing the deliciousness of foods by adding sugar or salt into the

foods. After athreshold,addingmoresugar or salt lessens the appeal received by the

food. However, they have not reachgukak by adding more and more fat during their
experiment.Drewnowski and Greenwood realized thia¢ brdinary subjectsof the
experimenareinsatiabletofat A The f at , no matter how ricl
to their brains that they never gave fignal to stop eating. Their bodies wanted more

and more fab (Drewnowski & Schwartz, 1990)
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Another research conducted about the ability of fats to increagecthful effects of

the foods. There is a long list of the words describing the maon#ds of fats
accumulated by Alina Szczesniak frothe General Foods Research Center in
Tarrytown smooth, firm, bouncy, wiggly, disappearing, slippery, gummy, melting,
moist, wet, warm etc.(Moss, 2013, p. 154)he mouthill effect of fatsin food can be
classified as a sense of touch but not a tdste.ability of fats to trigger the reward
center ofthehuman brain turned the fatsto avery importantmput for their products

in order to increase the consumption raes.Moss(2013, p. 150mentions in his
book: fiUnilever alone invested $30 million on a tweipigrson team that used brain
imaging and other advanced neurological tools to study the sensory power of food,
including fato The high calories that fats consist and the ahtititpnake foods tastier

let fats and oils to béhe carrier of good symbols ithe whole history for differat
societies.

1.3.The Symbolism of Oils and Fats

As mentiored in previous chapter oils andfats arevital needs fothe human body
theyplaya crucial role irtheevolution ofHomosapies and theyhavealsothe ability
to make any food tastier atriggerthereward center of the human brakorall these
reasonspils and fatshave carried strongjand usually good orientedymbolssince
thehuntergatherer societiegor the whole history, fats and ollave been a staple but

at the same timenamportantsymbol of luxury and distinction.
Bone marow was one of the essential &atd protein intakein the huntergatherer

diet. According to someesearchershe very first orignalinvention of our species was

a special stone todbr cracking bones to receive the marrq@hatters, 1987AIso,
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the alphanember of the communities wtse ones whbavethe privilege to consume
the fattiest part of the animals. About ttopic Phillipov states

i A ¢ onrpnadice in many parts of the world has been to give (male) hunters
priority access to the fatties, and hence most nutritionally valuable, portions of
the animal, such as the bone marrow, the brain and the fat surrounding the
kidneys and internal orgaxagPhillipov, 2016, p. 8)

In the settled life and relatively more civilizedcietiespeopleweredivided into three
culinary classes. fiThe rich thensddlecassi ng me s
usually cooked with milk andlarified butter the poor were eating the food cooked

with vegetableils.o (Prakash, 1961, pp. 13(B1)

One of theoldest recorg which mentionthe use of fatand oils as symbol of wealth

andgraceis from a Sumerian writet.udingirra the Sumerian, the first memoir writer

in the worldhave alsdew poems from Sumeriaage inherited ttoday. ( ¢ €jJ , 2008, p
8) Ludingirra wa a famous pdén his age so that his pogtvascopied and translated

into different languages and spread to different civilizatigns: € J 2008, p .
Ludi ngi riesbaramndatiopsonere found in Hittite ruims Anatolia and Ugarite

ruins in SyriaBoth civilizationswere settled at leafive hundredyearslaterthanthe

period Ludingirra was aliveOne ofthe famouspoetriesof Ludingirra which was

written after the death of his mothedescrilesthe love forhis mother He describes

the kindness of his mother as AlLamb, good
hear(te¢leqg ., 2 OLke huttemp Ludingifa) describeasoher mother asdate

palm fromDilmun, a morning staranda piece ofjewelry thatbelongs to a prince

(¢ej, 20 0 8The othgr meteplors cad Jive an idsaquvalent of butter

Besides the metaphoréudingirra also uses faand olil prices to exemplify the

retrograding economy arrdmpinginflation in his memois. He compares the prices
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of a sheep, half sitaof barley, half sila 0bil?> and one martaof wool through timeand
shows theampinginflation by comparing thesessential needsvhich shows us the

essentialness of oil for Sumerian cuisihet €], 2008, p. 63)

The eailestreference that defines the taste and dééhts and oilsn ancient world, is

from ADe An iy@raek philosophertAtiseotgd84i 322 B.C.) in 350 B.C.

(Aristotle, 2016)In the book he is clarifying his ideas and observations of human

nature and soulp§ychg. The second book dde Animais based on five senses of

human and therefore the sense of taste. He describes the object dfsijbtinction

of sound and hearing, the smell, touch and taste in varied chapters. Aristotle claims that

unl i ke seeing, s mel loftastg isadamndof thetaagible;mrgl A An o |
this is the reason why it is npérceptible through the medium afyeforeign body for

no more is it so with touchAristotle, 2016, p. 36k e explains that tasting isftérent

from touching. He illustrates the differenbetweenrntasting and touching as:

fiHence if we lived in water we should perceive a sweet object thrown into it;
but the perception would not have come to us through a medium but because of
the mixtureof the object with the moisture, just as in a drirAristotle, 2016,

p. 37)

Later, Aristotle divides the tastes into subgroups as primal tdisesweet and bitter,
and secondarastes as succulent and sali Between thestvo groups ofastesthere
are harsh, astringent and acithstes. The succulent taste mentioned by Ariststle

described as fleshy, mouthfultaste of any meat, vegetable or fruit. Considering the

11 sila is approximately 0,85 It.

21t is not mentioned which type of oil or fat it was.

31 mana is approximately 500 gr.

41n these subgroups, Aristotle divides the tastes according to the strength of tastes. With the anatomy
knowledge of today, we know that the primal tastes countedrisyofle are the ones that have special
receptors on the tongue to be detected.
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ability of oils and fats to generate the pleasure of dishes in other saying being the pillar
ingredient of dishes and make them more succulent, Aristotle is describing the fats and
oils as succulennithesetexts. (Aristotle, 2016, p. 38)

Ancient Greelculture attributes a special symbolic meaning to olive@ie oil was

one ofthe most essential fosdn Ancient Greekworld along with bread and wine.

They constitutethe fundamental trinityof Mediterranean cuisine and they are the
Asymbol of the simple |ife, of dignified p
sat i s f(danttnarg 20130p. 73All three foodstuffs were also aligned with the

most beloved gods of Greek Mythology; Demeter with bread, Dionysus with wine and

Athena with olive(ToussaintSamat, 2009, p. 184s described by Plutarch, Greeks

while svearingtheirloyalty to theircountry they were defining their countryiaghere

wheat, vinesa n d o | i VIieissswaansarrigs thie message and also shows us that
whenever a Greek is settled, they would plant wheat, vares olives.(Montanari,

2013, p. 73)In the Mediterraneamegion childrenh ave been named as
AOliveo, AOlIiviero or nHABO theerames ol isk en cfeOlt ihwel
AOl i vero or A0l i vi awestermcalturegt jihnd alp,op20 h6é, n@n
A mythological story tell®f a contestbetween Athena and Poseidon for bringing the

most useful invention for the city of Athetday and its surrounding territofgeing

assigned as the protector god of the city by Zeus would honor the wHossidon

brought rivers into the cityThe rivers were filledwith salty water and it brought

destruction instead of goodnother story claims that Poseidturned a rock int@a

horse by using his tridenin responseo this, Athena stuck her spear into the ground

in front of Acropolis and turned her spear into an olive tree. Citiagsmihe olives,

producel olive oils, and benefied fromthe woods.Consequently Athenawon the

contest and beme the protector god of Athens. Alsthe names the cifyom that day

to today.It is not a coincidencéhat citizens of Athena prefalive trees instead of
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horses which evokes nomadic life and wars which both are the opposite of the

symbolism of olive trees, peace and settling ifg. nsal , 2016, p. 22)

Bread, olive oil, and winall symbolizesettlement andrbanization. Becauseneof

these foodgan befind in nature For making bread, people need to grind the wheat

knead it with salt and wateand bake it; to produce wine, grapes should be collected

from vine, be crushed and stored in barrels; and dakenolive oil, olive should be

pressed All three elements of the fundamental trinity in Ancient Mediterranean world,

needs human intervention and technology to be produced so it is possible to claim that
they were al so t he s y mb opakslity anfl thdreflorea n 6 s m
civilization. (ToussaintSamat, 2009, pp. 18834)

Not only Ancient Greekbut Ancient Egyptianas wellwere considering the olives

offerings from the gods. It is considered tEglyptians are growing olive trees in the

delta of Nile since 1600 B.C. Egypt mythology says that Goddess Isis witheagv

mother, sister, and wife of Osiris taught how to grow olive trees, caring and also how

to benefit from those trees. Yet, it is @otoincidence that olive pressing dewadeng

with the hieroglyphsshowing the techniques of pressing olive oil hbeenfound in

the oldest pyramid, Pyramid of SakkarAlgain, from the hieroglyphs, we can see that
Tutankhamun wear 9 tmada e drmrow @©fl N gveek thirzalcth,e
20)

Animal fatswere als@an importantesourcef offerings to the gods in Ancient Greece.

When an ani mal was sacrificed, suwmere as Ccow
eaten at the banquet that was considered an integral part of the sacrifice, while the
inedible parts, once they were burned and transformed into smoke, provided the gods
with the extra no((Longos2013enb3Burnimeg iy thenataesd e d . 0
was the method of serving the foods to gods as offerings. It was believed that

Prometheus had stolen fire from Zeus and put at the disposal of human beings. So,
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human beings were using fire born bones, fats,na entrails tanake their offerings

to gods at the same time asking for their mercy for using this(taamgo, 2013, p.
154)While burning theofferings in the altarburning fats crackles and regenerates the
flames whichwasconsidered as acceptance of the offerifiggussainrtSamat, 2009,

p. 113)

The dorementioned commitment of Ancient Greeks to bread, wineaingas also a
determinanbf civilized and norcivilized people by the foodstuff that they consume.

Farming the land means stayingaiplace for a long time and therefore it symbolizes

a settled Iife and civilizat i mndrinkWifechose pe
were therefore savages or barbariahise meat was their staple, and milk their main

b e v e r(dantanarg 2013, pp. 71, 7Zhe fundamental trinity oAncientGreekand

Roman cuisines is contrastedwith anotherculinary trinity attributed to nomadic
Asavageo tribes. Bread, wine and olive oil
nomads) or beer (for barbaric tribes in Northern Europe) and butter or tallow fat. It was

a distinction between huntgatherer (seage, natural) opposed to shephtdner

(domestic, artificial)(Montanari, 2013, p. 72)

It shoul dnét be a coi nci dedanio@ddysdy,aLyclog, he mos
who ate many fellow fighters dddysseushas a big dairy farm. The land of Cyclops

is portrayed as a symbol s&vagerylt is described as the oppositetioé values that

Ancient Greek$iave as mentioned by Homer:

Al L] awless brutes, who trust tsmth t o t he
their own hands or plow the soil. Unsown, unplowed, the earth teems with all

they need (€é€) They have no meeting pl ac
on the mountain peaks they live in arching cavémech a law to himself,

ruling his wives andahildren, not a care in the world of a neighbor. No flocks

browse, no plowands roll with wheat; unplowed, unsown forevempty of
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humankindt he i sl and just f ee@®medi996/ms of Db
215)

In the land of no rulesno organizationsno domesticatigrin short no civilization a

Cyclop have withhid Odysseus and his fellow fighters and atenthalive. He

mentioned that he is a heretic, neithe is afraid of Zeus nor hasteenfor him. After
attributi+4gveyV e rzyebikwobtm damardescebely cl opbds wel |
organized dietary farm in detai@d mentions that he drinks raw milk several times

bet ween and after h(Homeral®d, pRa0y sseusds fello

ARSo we expl or ed -elyed at it alethe Jarggfiatzacks padedi d e
with drying cheeses, the fold crowded with young lambs and kids, split into

three group$here the sprindporn, here migyearlings, here thigesh suklings

of to the side each sort was penned apart. And all his vessels, pails and
hammered buckets he wused for mi |l ki ng,
(Homer, 1996, p. 218)

Not only Homer but also differeqgods indicaet he Anci eanntd R oeneakndlss
point of view against dietary ediblgs.| Kk €n  Pr i s ¢ (Dalbya2003,2.06%)8 , p.
At heni an Middle Comic poet Anaxandrides wr
butter eate(boutyrophagdi T hr aci a n' cenwny B.C.ABo, in 70 AL.

Roman writer Plinstatesthat Fr om mi | Kk one obtains butter,
barbarian peoples, which d({Msntanan,0lb, p.hes t he
91) In addition to all, olives also carry the honor of having a symboh&Greek

alphabet. The letterai symbolizes the olive breh and the letter derives from as olive

(& )t (ToussaintSamat, 2009, p. 189he words® turnedto zaitin Hebrew,zaitunin

Arabicandzertumin Akkadianlanguage( ; n 2CGil6,p.14)
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The dive branch hasot onlybeen an important symbol in Ancient Greek Iig still

the international symbol of peace wrewhite dove carries iBy the end of the Flood,
Noah was sending a pigeon to the air to understand i#tterhad abated from the
earth (Torah Genesis 8:1)ove returning to Noahhes Ar k
ol i ve tree was merbyanddokgivenesd to hurfkamdGMagu@lsnne
ToussaintSamat thinks that the dove must be carrying a kind of wiletatee branch
olea chrysophyllaonsidering the area that the ark ground&dussaintSamat, 2009,

p. 185)Branches of olie trees symbolizing the peacenist onlyoriginatedfrom the
legendofNo a h 6 s A rskmbdiize the @edcs withmore rational reaso@live
trees are slovgrowing treeshat require regular tending which can only happen in
peacetime(Mueller, 2013, p. 31)

Butter hasalsosymbolicmeaning in somesocieties. Bretons living in the region of
Brittany in France place a pat of butter near a person suffering demrer. It is
considered thabutter absorbshe cancercellsfrom the sufferer and it is buried after

the death ofa sick person.(ToussairtSamat, 2009, p. 113n India, a sacred
symbolism attributed to butter coming from the sacredness of the cows. When the
butter is thrown intahef i r e, B8as it noarishescakd regenerates the flames. It
isreener at i ng (TousshirgSamat, 8089, p. .113Also in Tibet, sacred
sculptures are made of butter which they have no trouble of melting and misshaping in

such altitudes and low temperatsir@ oussairiSamat, 2009, p. 113)

Oils and fats also have significant importance and symbolic meanings in all Abrahamic
religionstoo. This significant importance can show up whether attribudihgliness

or sin to specific fat or oil typesihe holiness attributed to olive tr@e Abrahamic
religionswas a continuation déreek MythologyAdam whom expelled from paradise
realizes that he will diatthe age of 930hesends his son Seth to paradise totask
mercy of God for the forgiveness of himself and humanity. Seth returns with three

seeds from paradise and puts thenthemouth of his fatherThose three seeds that
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sprout in the mouth of Adam are olive, cypress eedhrtrees. Wiich are alendemic
trees intheMediterraneanare@. Doj an F. , 2008, p. 231)

Besides the narratigeteling how Noah usgolive branch andhow olive seedshave

beengiven to Seth as a gift from God, all Abrahamic religiongeldirect or indirect

rules about the consumption of specific fats or oils.giiee themin a chronological

order;we may starwvith theHoly Torah The rules about eating aressmplified clearly

in detailin a series of rules calld¢ashrut The proper fods according to kashrut rules

are callekosherfoods and they angermittedfor the Jewsh community. The Book of

Leviticus (third book of Torah) gives the ordinary rules about eating anibeagicus

states that between the land mammals, only rumiaaintals with biungulate are in

kosher classification and can be eaten by Jews. According to Kashrut, the pomsum

of dairy and meat productst the same time idefinitely forbidden According to

Judaismmilk was created fothe continuity of life, unike the meat that symbolized

the end of life. Thereford hey shoul dnét be mixed. Seconoc
animals are forbidden too. In the Book of Leviticus (third book of Torah), it is clearly
ordained that n(7: 23) aelSgagng:kre dhalleat notfahad c hi |
0X, or sheep, or goat. (7:24) And the fat of that which dieth of itself, and the fat of that

which is torn of beasts, may be used for any other service; but ye shall in no wise eat

of it. o

Kidney fats, abdominal fatgligestive system fataind tail fats are calledhelevand

they are forbiddemo believers of TorahOn the other hand, unlike the prohibition of
animal fats, sacred symba@seaccreditedvith vegetableils in Torah Also, the Book

of Numbers thefourth book of Torah), orders a series of things to maintain to a person
who wants to utter a vow. Keeping themselves away from several food amddes/e

5 As an example of indirect rules, a forbidden animal to believers of a religion includes the fats of that
animal.
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is a part of these rulgand also those who want to utter a vowdi present some

food offerings to Lod. For every offering, the bread must be unleavenedrared

with oil. (6:14) AA basket of wunleavened
and unleavened wafers spread with oil, and their foefalf er i ng o . This sec

that in order to completan utteryegetableoils are necessary.

There are no straight rules for Christians indicating a restriction from any animal.
However, it suggests to fiabstain from fooc
of str angl(Gedler,&2010, p.a2L2&ven though there are no direct rules

about fasting in BibléGeisler, 2010, p. 21 linany Christian societiedbey the Lenten
rituals for fasting for forty days for c
(Baggley, 2000, p. 73ccording to this ritualChristians avoid eating butter and other

animal fats and also the other raal products (excluding fish) during tHent

(Benedict, 2002, p. 506)

Catholics, also apply a permission rule of penance in case of eating butter or animal
fats during the fasting periods. A parishioner who wamtsat some butter or animal

fats was paying a fee tbechurch. Tour de Beurre (Tower of Butter) which belongs

to Rouen Cathedral in Paris was begun to be constructéueih5" century and
completed inthe 17" century. The donation of the constructiofthe tower was
collected from wealthy citizens for the privilege of eating butter during Lent. Therefore
the tower was nameafterbutter.(Carcopino, 1944, p. 94Iso, in Frenchthe fasting

days are called Ajours maigreo (lean days
(fat days) (Olcelli, 2015, s. 322)

y

6 Chelev foods are not mentioned there because with oowtithvow, they are already prohibited
anyway
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In the Quran, there is 6 t prahibiyion for eating animabils or fatsunless i is not

coming from a pork. On the other hand, there are some holistic symbols attributed to
olive oil . Al 1l ah asyabolxdédwithfa divne lgloNug. Onei s us ua
of 99 names of All ahdés are fATbha&syhbblgtht of €
enlightenment and the final destinationtbé path of truth. Olive oil itself is also

associated with light because it is a shiny liquid and also it was commonly used as fuel

of gaslight chandeliers. Quran, transsiite divine peculiaritieso olive and olive ol

not through their nutrition features but olive oils shining texture and ability to burn.

Also, olive trees are counted blessed because they aroa@otav both intheeast and

west.
Nur (Light) surah (24:36) goes as follows:

AAl Il ah i s the Light Dbefsimiitide of Hilightieans and
lustrous niche, wherein is a lamp. The lamp is in a glass. The glass is as it were

a glittering star. It is lit from a blessed trieen olive neither of the east nor of

the west, whose oil would well night glow forth even though fire touched it

not . o
In theArabic language, the womkyyadneans enhancive, amdyyameans the person
who producs or selk oil. Allah is put in the same place with the person who psess

the olives and produceoils by the ability crea and enhane the beautiful and

beneficial things( | nsal , 2016, p. 34)
1.4.Usage Areas oDlive Oil BeyondNutrition
The aforementioned meanings and values that attributed to oils and fats do not only

come from their tastes and edible values but &leo) their use imontculinary areas
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sinceages. The extensive usage areas of oils and/észnother reason for assating

good values with thenin the ancient timeslive oil was used as skin lotiotine fuel

of lamps, soap, detergent, preservative, contraceptive, pesticide, pesfusimrement
for the deadind medicine(Mueller, 2013, p66) (ToussairtSamat, 2009, p. 186)

2.4.1Medicine

Starting from the health issuesarding to Hippocrates olive oil wast onlya strong

healing and protective medicifleDoj an F. , buR &8s &n important 2 3 1)
component of a healthy di et Diafajmedntnet anci er
only choices of what to eat but also a way of life that included proper attention to
exercise, sexual activity, hygien a n d(Dandheee 20160p. 61@live oil was

one of the main componexdf medicines along witthemastic tree, the oak and bitter

almonds.As a healer of skin diseaseligestive disorders, gynecological qoaints,

heart ailments, stomach aches, hair ,lcmsd excessive perspiration. Also taken

internally as a curéor many ailments such as intestinal worms, snakelates even

insanity. (Mueller, 2013, pp. 66, 119Hippocrates suggest® use olive oil for

plastering any kinds of afflictions, including surgical cuts, treatment of lesions and

burns. Also, for soothing the hemorrhoids and headaches. Celsus uses it for ointments

for the eyes and enemas for bowetulisances(Donahue, 2016, p. 614} the end of

the P'century B.C. Roman Emperor Augustus had asketifosecret Polia Romilius

whohad reached the age of one hundtedRo mi | i usds answer was 0C
insideol i ve oil f(dmsmy ,o Rt0sli6de .pa 237)

Lugman alHakeem|js a legendary sage&ho is the main character of several stories in
Persian, Arabic and Turkish literatureludingthe surah of Lugman ithe Quran. He

is believedo bethe master of all healers in Islam cultuddso it is believed that lots

of nostrumsand herbal medicinesefound byhim. According to Arif Pamukwhois

collecing nostrumsfrom different regions oAnatolig that imputed td_.ugman in a
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book ALugman in Herbal Medi cineso and quc
ingredient of the medicines for wounds with abs@stmalignant wounds which are

difficult to recover,muscle achesczema, scabies, loss of appetite, buand salds,

throat aches, eachesgcougtls, and preventing the deafnegdso, for decreasing pain

while pulling outa tooth, strengthening the eyes, stomach, the gingiva atidagd

finally, protecting neworn babies fromcold. | ns al , 2-07) 6 , pp. 74

2.4.2 Cosmetics

Ol'ive oil 6s p rasmetdieid warepexfgneesshin laion$and soap

In AncientGreek, olive oil was used as the base of the perfumes included aromatic
substances of rosemargnise, coriander, bitter almonds, bergamot, terebinth, pine
resin, laurel, myrtle, marjoram, sage, lavender, chamoraild parsley(Mueller,

2013, p. 70)

The most known example of skin lotion consusiieAncientGreekwas,athletes were

oiling up their bodies in gymnasiums before competitions which makes their skin more

suppk and disambiguates their beauty as their bodies are compared to stajads

by the classical poem@ueller, 2013)Oiling up and exercising in gymnasiums were

so closely associated that even the words
user formed themselves into associations under the rdiwicaleihomengi fit h e
anointed ones, 0 anwerbdelphein mifiid dl e nwd ind e wa ft ht h
simply fAto exer ci(seanell 2001t ph¥0These were specialm. 0
attendants for the oil distributiaf athletes calledumnasiarchih fAgy mnasi ar cho
sonetimes, generous benefactorere financing the supply the oil demand of
gymnasiums during festival8s an extreme examplthe orator Heraclides installed a

fountain of oil in the gymnasium at Smyr(i&ennell, 2001, p. 22) Donahue thinks

that applying olive oil on the skins of athletes was not only an aesthetic concern but

also considered as a protective medicine to the athletes. Applying olive oil on their skin
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makes them stronger, protects them from the sun avepisfrom losingbodly fluids

during the exercisg(Donahue, 2016, p. 61%Iso both in the Ancient Greek and
Roman Empirethe winners of Panathenaic Game@sgceivedup to five tons of olive

oil as their prizéMueller, 2013, p. 67and a crown made from olive branches. n s a | ,
2016, p. 25)

Figure 1 Skull of a Roman athlete from Crete. The athlete wore a crown of golden olive leaves that had been set
on the deceasedébés brow, which over the centuries became
Nikolaos.(Mueller, 2013, pp. 358359)

Athletes oiling up the body is still a current tradition in Turkey. By 2019, th& 658
traditional oifiwestlingé tgeurrenkadme 0t wi || be ste
Kér kpreenqairo n . The cpehésvantds acal lcodenied w
( Kahr aman & D a joiobve oifbéfdesthe campetitidrs I7 iegarded

as the ancestor sport in Turkey and the oil factor is a complicating factor for wrestlers

beause to grip or grasp the opponent requires much maeelestrength for both

7 Athletic festival held every four years in Athens in honor of Athena.

8 Oil wrestling tournaments are held in many regions of Turkey and the main championship is
organized in Kérkpénar.

9 Even though olive oil is the traditional and ordinary oil for wrestling, nowadays seed or corn oils are
more common due to economic reasons.
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sides when they are covered with oil. The champion of the tournament is awarded a

golden belandmoneary award.

2.4.3. Soaps

Soap is another usage area of usiath vegetableils and animal fats. It is known that

Phoenicians were producing soap in 600 Br.@n thetallow of goat and ash of wood

coal. In further years, they would develop soap technology by adding caustic limes into

the soap. Later on, Arabs would guze purer soaps with mixing ash, limy wagerd

oliveol.( } nsal , 2 (235pAboutpthe olive2oB gaps,Ev I i ya ¢el ebi t o
storyof howthe olive oil wasliscoveredas an ingredient of manufacturing soap.

ACemkid is the founder of soap makers.
had found366 individual crafts. He worked so hard on producing soap from
olive oil but he coul dnotedto éyfonlas | vy, he
sorrow. Then, a tear from his eye dropped into the soap poultry, and baeden

soaplike a stone. He was aware thia¢ tear was salty water. Then he put salty

water into the soap and became able to produce soaps as hstmheso
(Kahraman & Dajl ée, 2008, pp. 555, 556)

He also mentions about Silistte N i ¥ énd Vidin?> scaps andtheir bad sents
because they are produced with the tallow of the sltfegpa hr aman & Daj |l e,

556)

y on Danube rive

Ysjlistra with todayo6s name. A cit
ity on Dan

INi kopol with t oda ybesvershkome Bulgaria.c
12 A city on Danube river shore in Bulgaria.
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2.4.4.Lighting

Finally, the most used area of oileyondedibles waghe lighting of indoor spaces

According to Kennell, a town in Ancient Greek with 10.000 inhabitants was consuming

as much as 27.000 liters af every year only for lighting the lamb@&ennell, 2001,

p. 120)Also, we know thatheVatican used to purchase pure olive oil from Burhaniye

because it is the shiniest olive oil and creating the minimum@dotn s al , 2016, p
In the Ottoman, olive oil was also udegldiversfor illuminatingthe deep underwater
AganEvliya ¢elebi tells the story of how di

AThese peopl e [ diver thdir mpuths, dieonine’/0O ol i v e
overarm deep then leave the olive oil from their mouth. The olive oil rises on

to water surface and dispess® the surface. When the sun shineshaoily

surface, it shines underwater like the Pleiatfégh the help of thidight, the

di vers can even find Kahmaendine &u rDdag rl €t, h ¢
503)
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2. CONSUMPTION OF OILS AND FATS IN THE OTTOMAN EMPIRE:

2.1. About the Ottoman Food Culture

Speaking of one homogenous culinary culture of the entire Ottoman Empire would not
bejudiciousfor an empiravhich ha reignedfor more than 600 years. The empire was
spread to wide landsby the 17" century, the borders reached more than 24 million
kilometer squareunder different climate conditions, flora and fauna, and a huge
population speaking different languages, believing in different religions and following
different traditionsandall this diversityallowsto grow a diverse cultural life in ¢h

empire population including the culinary culture. The major discourse about Ottoman
culinary culture defines the cuisine inherited from Anatolian Seljuk SultaDateral

Asian Turks, Medieval Arab and Persian cultures, Byzantine and Roman Empires. This
divert heritage was combined with the culinary culture of local residents of Anatolia,
like Armenian, Run'®, Arab, Circassian and Persian citizenshef enpire.( Saman c é ,
2014, p. 202fYerasimos M. , 2005, p. 12)| k én Pri sci l l a, 2018,

The most relevant studies about the faatturein the Ottoman Empire arbased on
sources including the food expenditurdists of v a & arfd imarets (donation
associations) anaf the Ottoman palace kitches Therefore,this chapter of the
dissertation, willfocus mainly on theculinary consumption patterns tfe palace
inhabitants as well as the Ottoman elites who residstanbul.Based on the studies
performedon Ottomanfood culturewe should note thdhe capital city of the Empire,
Istanbulhas the privilege of access to all the ingredients grew and raisedlarghe
territoriesof the empirelstanbul hostalsothe busiest portseceivng the exotic and

luxuriousfoodsprovided from far distancesound the worldfor example pices and

13 Orthodox Christians who live in Istanbul.
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someexotic fruits from India, musk from Tib¥t sugar from Egypt, coffee from
Yemen,lemon and citrus fruits from@ek islang, honey from Varna @urrans from
Peloponnesd. | k én Priscilla, 2018, pp. 218, 219)

As mentioned above, the culinary culturdled Ottoman Empire was a combination of

the deepseatedcultures in the Anat@n hinterland, habits of nomiadTurks from
Central Asia and the local residents of Anatolia. hkénary culture of Central Asian
Turkic tribes meets in Anatolia with a sedentarized culture embedding the previous
culinary heritages since early civilizans as Hittites. fie fertile lands of Anatolia
offeringa wide variety of vegetables and frustsriched the animal product based food
culture of nomadic Turkic tribes. The culinary heritages of medieval -Reabian

world along with Byzantine one constitute the basis of Ottoman culinary world.

The mainingrediens in the Ottomanpalace cuisineluringthe classicaera (14-17"
centuriesweremeat, wheat, riceand clarified butter(Bilgin, 2008, p. 82)Both for

the elites and ordinameople thgrimary dishes wermeatstews, rice pilaf, and soup.
(Bilgin, 2008, p. 86 AccordingStefanos Yerasimadbefundamental trinity of Greco
Roman culinary culture based on bread, wine and oliyeanl be interpreted as a new
trilogy based omice, sugarand fats inthe Ottoman Empire(Yerasimos S. , 2002, p.

13) The importance attached to meatd butterin the Ottoman cuisine can be
interpretedas a cultural preference inheritefom Central Asian Turks. Eating or
offering meat to theguests was a sign of social suprema®;jlgin, 2008, p. 71)
(Yerasimos M. , 2005, p. 7®utter, especially clarified butter was the major type of

fat used in cooking both in Ceat Asian Turkic cuisine and also in Seljuk one. In
ancient Turkish tradition in order to mention the good taste of a food, the fatty taste of
the dish is praised. Besides its good taste, butter was a much more available type of

Y“The beautiful smell of musk was highly held i mpor:
commonly used idiom to refer to somethingedi:fresh and nice.
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oil/fat kind in large tertories of the Ottoman Empire compar® olive oil. The
clarified butter wasiso auseful foodstuff in the absence of refrigeration because it can
stay without spoiling for months. It can be prepared by melting ordmgtgr andby
removning the whitishfoam from the surface. After the addition of some salt, the yellow
translucent fat underneath the foam was suitable for keeping for a long time and
transportation over long distancésaroghi, 2018, p. 36)

According to food historiansstudying on Ottoman cuisinedifferent religious
communitiesn the empireveresharing the same culinary legacy S a nmdicates2

that the religious prohibitons on food, especially during the fasting periodin
Christianity,thefood rituals in Islam, kashrut rules in Judaisoonstituted theultural
barriers between different religious communitiBsiring the LentChr i st i ans
consume animal productand they substitute meat, butter or cheese with other food
products. 8 wi sh communities obeying the Kas
products at the same time, therefore they cook meat with vegetablesod. ma n ¢ € ,

p. 202)The fastingoeriod in Christianity enabled tlveeation of some vegetable based
dishescooked in olive or sesame dike stuffed vegetables with ricedplmag?® and
topik!®. Dishes prepared with fish and shellfish may substitute also meat dishes during
Lent. Braised fish in olive oilpjlaki) or priest $ew (papazyahnis) are examplefom

Rum cuisine in the Ottoman Empire. These dishes became today a part of traditional
Turkish cuisine( Samanceé, 2014, p. 214)

Consideringhatthe main subject of this dissertation is fats and oils, the deeper focus
will be attributedon the typs of fats and oils consumed the Ottoman Empirelhe
change in consumption patterns of oil and fats in time due toptigcal,
technologiel, cultural and economic reasonsll be outlined also in this chapter.

15 General name of the stuffed dish. It can be cooked with stuffed green peppers, eggplants, tomatoes,
wine laves, cabbage leaves, etc.
16 Dish made of chickpeas, onions, currants, cinnamon and tahini.
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2.2.Fat and Oil Consumption inthe Ottoman Empire

Animal fat like butter or tailfatconstitutethe staple foods in Ottomasuisine As

mentioned byStefanos Yerasmiobputterwasone of thefundamentaklements in the

trinity in the culinary culture othe Ottoman Empire along with rice and sugar.
(Yerasimos S. , 2002, p. 18kgetable oils like olive or sesame oils were also present

in the diet of the @bman populationEv | i ya ¢ el e Bttomantrabheter f a mou s
mentionstwelve types of fas or oils inhis ten volumes of book callegkeyahatname

Five of thoseare vegetableoils andsevenof them areanimalbasedfats for oils he

lists saffron oil, linsed oil, sesame oil, walnut oil and olive oil giod the animal fet

he enumerateduet, bone marrow fatallow, clarified butter butter andelemefat!’

(Yerasimos M. , 2011, p. 61)

221. Ya] , @GRevg

AFat 0 aotldtwoivardsdigoifyy aip Turkish language. Theurks havebeen

usingthe wordi y a J 0 Cesitralmsiseas withessed by the dictionAryan-éLugai 6 t

T ¢ wiitten in 10" century( Ni k a n 'y a n ,Howeee},durin@tbelO&oman era,

a second word started to be used in the Ottoman emg¥gen, a Persian word . Just

like y a the wordr e v ind@aak both fat and oil( Devel i oj | u, Thd 98 8, p
wordre v gi®©derived front u gviicth means leather in Persian. It is thought that

the words are coming from the same root because the shiny textures of fats and oils

look like the shiny texture of processed leatfieNi Kk any an, Rugan, 2015)

The types of oils and fats have beealled according totheir sources,a their
appearancer to thar placeof origin. An adjective vasused after e v gh©nder to

YActually fdtel elrme wiitsh a asvhemd &k . mdBut, Evliiya ¢el ebi
fato in addkmnown ¢ loe ¢ @Kehrafmanb2D1d,m.e382)
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definethetype of oil or fat. The first word can indicate tiypeof oil or fatliker e vg ©n

é zwhicldmean®live oil orr e v @ © & as$affion oil revgané p ewhithas

cotton'® oil. The appearance of tloél or fat maydenotealso the name of the product

asinr e v-@ ©.Revgaré ig used both to designatatterandsesame oilSesame

oil called ax Frevganork i r lnuegaamns | i t er al | yitsBhmydn# oi | O
milky texture ( Ka hr aman & D a jYerasimo2M 02808, [2@6). The 0 3 )

placeof origin ofthe productcan bementioned also iits namelike inr e v-¢@ © wie y d

Girid meaning olive oil fromCrete or revgané S anlz ir b designating butter

from Siberia.(Yerasimos M. 2008, p. 226)Artan, 2000, p. 176)Yerasimos M. ,

2011, p. 62)n addition tothename of the fat or oil, the quality was also indicated with

a second word as an adjectiveedbefore theword revgen. The wordstha | wlsioh

means purgi ma h whighnieansnixed, are used with the word revgan as mentioned

byEvI i ya( Kahebman & D a jTHeéosprf@rédind offatin 55 5)

the Ottoman cuisine, clarified butter wasc al | ed aés sfardeevog awmhi c h me
Il i t eral | fArtai, 2000, p. LT6R e VeE®HNbe,-Ereegank or rev
kuyruk designatethe fat obtained from tl tail of sheep or the suet of thaimal

(Yerasimos M. , 2005, p. 18\rtan, 2000, p. 177)

Ev Il i y aalsément®rsthe specialmarket of fatcalledya jp a z g raga p an é)
locatedin GalatadistrictinKst ahlathr aman & Da]jThi€baza® 00 8, p
receivel all different types of fat and oil from different parts of the Empire such as

from Mayak, Perezen, Ker Kk ,towhsa(kaaraman & e f e, K
Dajl e, 2008, p. b554)

18 Penbe means cotton in Persian.
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2.3.Fat and Oil Consumption Habits inthe Ottoman Empire

Taking the risk of outlining roughly, it is possible to claimat animal fatsuch agalil

fat and clarified buttewere mostly consumed by Muslipppulation while vegetable

oils such as olive oiland sesame oilare preferrednore by Jewish and Christian
populationdue totheirreligiousrestrictions On the other hand we should note that the
use of animal fat or vegetable oil in cooking in different regions of the Ottoman Empire

was dictated also by the geography.

It is easy toassumehat two neighbow i | | corg@rption patternshould bemore

or less the samaccording to their accessibilitp food On the other hand, the main
differencebetweenthe consumption patterns thfese villagesvould be according to

the prohibitionf their religions A Muslim, an Orthodox and a Jewishlage would
consume more or less the same foods, howetier Muslim village wouldavoid
consumingpork fat the Orthodox village would avoidonsumingoutterduring Lent,
andJewish village would avoidonsumingdoutter with meatFood related mhibitions

in different religions and the solutions created by the believers can be one of the
important reasonfor a high variety of the types of dishesthe Ottoman Empire.
(Bilgin, n.d.)

Torah prohibitsconsumingmeat and dairy productsdether. We can assume thfa
majority of the Jewishpopulation of the Empire wasbeying this rule anthey were
organizing their culinary habits according to it. The most accessible and cooimon
sourcesvere oliveoil and sesame seed, therefore it is possible @ssumehat these
two vegetableils were the main sourcef oil for Jewish population in the Ottoman
Empire. According toMariannaY erasimos,Jewsweresometimedelittled because of
the specific smell of sesanseedoil. (Yerasimos M. , 2011, pp. 62, 68)so, Evliya

¢ e | @abhit disapprovingly gives information abouhow the Jew communities

attribute importance to the oil they consume:
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il n eac H argl®okmd® shep one Jew watchman is occupidar
controling the cooking process. Jews eat sesaaedoil and Muslims eat
clarified butter Jew watchmen wait in these stores and keep an eye on the chefs
so that t hhedishwitb aladfied botierdf khere isno watchmarin
ashopJewsd o n 6t ¢hat shofStramge conservative people theyoare
(Kahraman & Dajl é, 2008, p. 493)

Ev I i yamehtonsasbthe qualityand tastef sesameeedoil sold in Istanbul

fit is fresh and soft oil, strengthethe body and softerthe skinlike cotton.T hat 6 s
why Jew kidéskinsar e soft I(iKlaéd re@amralno ke H.ag | €, 2008,

The Christiarpopulationof the Empire vasmostlyconsistedf Rums, Armenians and
Assyrianswho were not allowed to consume animal products such as olesdse,
milk, egg and animal fatdgluring thar fasting periods. The fasting period othe
Orthodox communitgonsised ofEaster, Chrignas and Dormition of the Theotok®'s
during which the fasting periods last 48, 40 and 15 days, afsb almostevery
Wednesday and FridagYerasimos M. , 2008, p. 220he total daysof fastingwas

180 daysn one yearDuring these days either they cooked without butter or they cook
their dishes with vegetable oil with oliver sesame(Yerasimos M. , 2008, p. 226)
Unlike the Jears, Christiansconsume thelishescookedwith animatbasedats during

regular days.

On Aegean and Mediterranean seashworesre it is easier to reach olive trees, it is
possible to claim that olive avasthe main type of vegetable oil preferred during Lent
by ChristiansAway from the seashore, prodng oil from oily seed$ike sesameavas

prevalent. Sesanmseedoil was the most prevalent and common one. It is lighter, more

A type of b°rek, cheeseeked with wafer and
20 Fried dough desert.
21 15" of August. The Assumption of Mary in Catholicism.

33



delicious and less acidic than linseedwhich is preferred where there is no access to
olive and sesameeedoils. (Yerasimos M. , 2008, p. 227)

As Evliya ¢el eb popdaticavwasnore familaevith ninsalbased

fats liketall fat, suetand mostly with clarified butter.(Kahraman& Daj | €, 2008,
493) The dependence on butter especially on clarified butter in the food culture of
Ottoman population can be testifibg analyzinghe kitchen expenditure accounts of

the Ottoman palace kitchens a@ilgwe004) as of
( Samanc éThe Reerericéd of animal fat was also an inheritedullt
consumption patterfrom nomadic Turkic tribes who were present in Anatolia since

11" century.On the other hand, there adack of evidencein order to explain how

butter consumptionbecame common in geographiefiere olive trees k& been
existedsince ancient timegFaroghi, 2018, pp. 34, 4&s mentioned by Bilgin,he

kitchers of the Ottoman Palacgereprocuringolive oil sincethe 15" century butin
moderateamounts compared tarified butter. (Bilgin, 2004, p. 203live oil was

not used only for culinary purpose; it was used as a fui@hiing, in cosmeticsin

making soaps and even in medicinal preparatids.] an F. , 2008, pp.
(Faroghi, 2018, p. 4onsumption of olive oitanbe seemlsoasa symbol of poverty

by the OttomanMuslim elites. For example the bureaucratMustafa Naima from

Aleppo who was also the first official historian of Ottoman Empire, tells a story of
despairin using olive oil as the symbol of povertyinhisstsgiyfBe cause of t he v
there was a famine amuiice of single loaibread was fifty b -2%but it is even difficult

to call that breacdsedible. The soldiers on dispatch and paskeeenot able to find

something to eaxceptrice cookedno | i v € Keiklirdéd i , 2007, p. 913

Suraiya Faroghiarguethat themainreasorof preference of animal fat instead of olive

oil in Muslim community can be explained with tlealltural meaningof olive oil. We

22 Small silver coin
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alreadymentionedthe high prestigeattributed toolive oil in Ancient Greekculture,
which was inheritedoy Roman and Byzantine EmpireRum populationin the
Ottoman Empirenherited directly Byzantine food culturEaroghi suggest tind the

reason oflisinteresbf OttomanMuslimsin olive oil in this perspective

Alt 1 s also worth r emeniand Orthodgx péople pr ef e
in general for olive oil, as the Orthodox Church forbids the consumption of
animatbased fats on numerous fast days. As Marianna Yerasimos has noted,
identification with a norMuslim community probably did not raise the prestige

of olive oi | (Faroghi2018 MuUB) | i ms. O

Clarified butter was the main cooking fatthe imperialkitchers. Any food item can
fall short a fair amount fromime to time inthe kitchen of thepalace and it can be
tolerated. But definitelywheat andclarified butterwere not listed in the tolerable
items. Both wheat andlarified butterwa s t i tmpatdnt gpsls @mmi
um¥ar Pavinich means it is obligatorio supply the demanfbr this food item no

matter how much is demandéilgin, 2004, p. 204)

From the 16™ to the 18" centuies, the mostfavoredtype of clarified butterin the
Empirewasproduced inCaffa?. As mentionedn the previouly, nomadkc tribes are
experienced irproducingfermentedand norfermentedmilk products The clarified
butterfrom Caffa was produced by Crimean Tgteasantswho have nomadc roots
for long yeardiving in Crimea Thefamousclarified butterwassentto the palacéy
the merchantsinCaffé ¥ zt ¢ r k, Zlarified putter ofCaBavasn demand
in palacecuisine When Muvahhid Mustafa Efendi beme the governor of Caffa
regionin the 16" century,he committedto supply 2000 kantar(almost 113 tong)f

23 ocated in the northern coast of the Black Sea and the southern coast of Crimea. Today, the territory
is called Feodosia and it is a part of Ukeai
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clarified butterto the Ottomarpalaceeveryyear.Duringthe 16" and 17" centuries, all
the governors of Caffa@veable to keep the collectéalx for themselves in retuthey

have tosupply theclarified butterto the palace( ¥ zt ¢ r k, 2 0 1Anpthep p .

examplewhich implythe importance attachedttoe supply otlarified butter ofCaffa

to Istanbulis an incident occurresh 1565 the Ottomanofficials in Istanbul hae been
informed that theshipscarrying theclarified butterffrom Caffa wereselling some part
of the clarified buttein the port Therefore, they had asked the governat kad?* to
organizethe transportation obutterin huge potsin order to avoidlischargng small
amountdn different ports(Bilgin, 2004, p. 204f ¥zt ¢r k, 2014, p.

Especiallyduring the Ramadanthe consumption oflarified butterincreased in the

capital In 1565 during the month dRamadara ship carryingclarified butterfrom

Caffa to Istanbul sunkstanbul inhabitants collected the empty skins of sheep floating

on the water and thesewedhemto makesacks (Faroghi, 2018, p. 3@ is mentioned
that some of theldating packetsof clarified butterarrived to seashorie n ?kand e
the local peoplelunderedthem Later on,the government sent a direction to Kadi

ordeiing the collecion of the clarified butterfrom plunderers Three years later the

192

501)

same situation had even caused a baiudiin theBlack Sea coast of Istanb(l.¥ z t ¢ r k ,

2014,p. 506)

According to the studiesonductedon Ottoman palace kitchen registers, the
consumption of olive oil was less compaite clarified butter(Bilgin, 2008)(Bilgin,

2004)( S a ma n ¢ fArtan,200Q)As)mentioned previously, olive oil was also in

demand foillumination, for making soaps. Dishes cooked in olive oil are very few in

Ottoman cookbooks until the emd 19" century.( S a ma n ¢ Startin@ feorhtBe)

24 Ottoman judges in charge of Muslim vassals.
25 A village in the Black Sea coast of Istanbul.
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17" centurysome of he most preferreklind of olive oil was broughfrom Methon?®,
Koroni?” andCret&® to the palacel Do ] a n M. 240)Yet2ctifi&d, butter was
still the major cooking fatAccording to the recipes in £&nd 19 centuries Ottoman

cookbooks, olive oil was used mainly in the preparation of fish, shellfish and salads.

Stefanos Yerasimoarguedthat during he 17" century theconsumption ofmeat
decrease following theloss of fertile breeding territories in the Empire as a result of
wars. The war betweethe Ottoman Empire antheHabsburg Monarchgs well aghe
following rebellionof Wallachia and Moldova had cut the lines between Istanbul and
the side othe Danube Riverwhich was the bovine and ovine supplier of the capital.
Falling short of the animalsn the capitalthe prices ofmeat had increased
Consequentlythe consumptiormeat dishesnight be decreased andgetablebased
dishesi probably cooked in olive cilmight be increasedn addition to that, rebels
going on in Anatolia and Rumelia have caused migration waves into Istanbul including
theRum and Armeniapopulation whichwould causdn time a changef tastein the
culinary culture of Istanbuecausehe demand in vegetable oil wouhienincreas.
(Yerasimos S. , 2002, pp. 489)( Doj an F. ,-2224007, pp. 240

In order to understand the supplying chain of olive oil to Istarfbyl,l ay Art an sugg
to analyzethe conquest of the Greek island CriggeOttoman armies at the endiat"

century. Crete Island was an importangpplier of wheat, olive oil andwine in

Mediterranean region. The conquest of Crete by Ottomans was important
economically. Olive oil would be then supplied in large amounts. Aatkedif the

increase of olive oil supplywould influence the culinary prefences of fat of the

Ottoman elites(Artan, 2000, p. 146Yi The way | st anbul took st o

26 ocated in Peloponnese Peninsula. Today the village is called Methoni and it is a part of Greece
today.

27 Again, a village in Peloponnese Peninsula, Gre€oday it is called Koroni or Corone.

28 Crete Island, today belongs to Greece.
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in the olive oil trade may have triggered a complex chain of event culminating in a shift
of culinary tastes n t he i mp@nan, 2000, p. 447kveénanl timgCretan

olive oil started to be refeed by it sr eowwr® reindayich@ .Bufias
mentioned by Artan, the consumption of olive oil in palace cusinénued to be very

less compaiekto butter in the 18 century.(Artan, 2000, p. 149)

Far uk Do] that theaimgact ®fswesternization antie Europeanization
movemenencouragedsince thaeignof Sultan Mahmud Imight cause amcreaséan
theconsumption oblive oil in Ottoman elite cuisine durirtge 19" century According

to him, the impact of westernization movemdat,new chefdrom Europe, especially

Franceto be employedn the palace as well as in theansions of pashamd cook

European dishes for themnd this fact may havan impactin the increaseof

consumption of olive 0ill Do ] a n FBut we sh@uldl @de)that this argument is

not valid because most of thalafrancadishes cooked in European style during the

official banquets served to foreign dignitaries in the Ottoman palace in'fteeafury

wasinspired from classical French cuisine, which was based on utdea mancé, 2015
According toS a ma, the r@tio of consumption of olive oil compdr® butter was

still very less in the Ottoman palace during thd' t@ntury.( Samanc &r 2006)
example, acording tathekitchen records of the palaakring onemonthin 1832, 799

keyye (1024 kg) ofsupgpliedto thd imperhl kichiehstwbereash a d b e
onlyl 78 keyye ( 2 2was sugpledAtsd, duoniga Ramadanimliontim

1853, the palace consumeca d 2887 kéyye (3701 kg) of <cl e
keyye (256 kdopjah &liye20DB, p. 241)

TanzimatEracaused aopentrademarketandbroke dowrthestatemonopoly on olive
oil. By thebreakdown of thenonopoly, olives and olive oilproduced in Anatoliaand
Balkan regiondbecamecommonmerchandisable produats the international market.
After the construction of West Anatolian Railroads, Ottoman Empire bettetov-

quality olive oil supplier of European countrieSince earlythe 18" century, French
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merchants were often complaining about the poor quality of Cretan olias dfle
cultivators allowed impurities to enter presses such as leaves, branches, grass, dust,

earth, mud, tinystonesand dirt (Faroghi, 2018, p. 40) | ns al , 2 Bylihe , p . 16
end of 19 century, olive oil had always ranked in the first five export commodifies
the Empire( Doj an F. , 2008, p . 235)

Newspaper advertisementghich became available since the Tanzimat Era constitute
majorsources that will enable us to underst#meproduction, and consumptidaod

habits ofurban citizns mainly in Istanbul. Thanalysisof these advertisements will

give us an insight about the types of food items available in Istanbul market.
Kemalettin Kuzucuwho studied newspaper advertiseméntsarting with thefirst

newspapeil a k ¥ = v epkibishad firstly in 1834with in this perspectivé2010)

provides us valuable information: hedicates theprominenceof clarified butter
suppliedf r om Al eppo, Trabzon, Erzur um, Bur s a,
Di y a r flom Rr@atoliaas well asfrom Balkan regionsas Bosnia, Komotini and
Shkodzxr . Kz mi r amerd theBnaajoréskuecasi olive ail.dKuzuoun s

2010, p. 435)According to the advertisements publishedthe newspapsr we
understand that margarine imported from Eu
An advertisemenpublished in Sabah Newspaper br Februaryin 1896 mentions
AHungari ye Ithataenight fb@ a kind bfamamarineAccording to the
advertisement, Hungariye breakfast fat is soldAnthur Hounter Shop irMillet

Passage iGalata,by Economic Societe Corporaish, St on Shops, inM°sy° A
Bey o] linshopsofd. Wenel, Dimitracopulo Brothers and Papadopykszucu,

2010, p. 440)

About the olive oil advertisements, most of @hdvertisers dravattention totheir
technologial and scientific sul vekaidei f enni y)epyocductionabildidse k
producing olive oil. Wlike the past, olive oilfor culinary usesind olive oilfor lighting

weresold separately. Companies emphasize the technalagiprovement made in
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olive oil pressmachineandabout the qualities of thdistillation machines theyse in
producing oliveoil. Theymentionalsothat consumers can either bogttledolive oll
or they maybring their own olives todpressed and distilled in thehops. Alspthe
sellers whdhave references from European countaesrepeatedly mentioning these

referencesin the advertisement&Kuzucu, 2010)

The consumption of olive oil might have been increased since [Aehfury because

of Italian immigration to Istanbwds mentioned b8uraiya FaroghiOlive and olive oil
wereimportant consumption items for timewcomersand they might have an effect

on the consumption of olive oilin the capital (Faroghi, 2018, pp. 46, 47Jhe
contribution of Levantine merchants on the productioth promotion of olive oil in
Ottoman urban centers should be mentioned. As for exartmadjrst packed and
branded olive oibrandin Turkey, Kristalis incorporated in 1938 by Antoine Micaleff

and his brother Mario Micaleff who was froamMaltese Levantefamily migrated to
Kzmir fr ahel 8MaKbGs&al, nidi( | nsal , 2016, p. 178)

During the month of Ramadan, the advertisements of butter increased in the
newspapers, whereaswd oil advertisement did noAs known, Ramadan month is the
fasting period othe Muslim communityand Muslims tend togive more feastsand
consume more luxurious foad Ramadan montbompareto the rest of the yeamlhe
increase of clarified butter advertisements in Ramaignify still the importance
given to butter as a food item in Ottoman cuisimeleed,we should mention that
Ottoman cookbooks published during thé't@ntury consist lots of recipes in which
clarified butter was used. Olive oil is present in recipes of fish, shellfish, and salads.

Since 18806s, vegetable cooked in olive

(

Acounterfeit dol maarerdpacednablktéd ohibvet ai

(Samance, 2015)
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Theindustrialcensugaken in 1913 and 1915 may give us also an idea dabheutt

and oil productionduring the last years dhe Ottoman Empire The censusvas

executedonly in Western Anatolia and Marmara regionsvhich were the most

developed regions dhe empire (Boratav, 2016, pp. 281) Accordingto the report,

only theindustrial enterprisessing engine power or at leashemployesareincluded

in the census. The report shows that theref@ue active -one producing edibleoil

producing enterprise in 1915.( ¥ k - ¢ n, 1 9t7i0not mentioned 3f )the

companies produce edible oilsandlefuel oils or raw material of soapAll four

companiesare located n  Kwhmh was the largest cityn the Aegean coast of

Ottoman Empirendalsoone ofthe most fertileareaf olive agriculture Two of four
plantswereproducingthe cotton oil and the der twoof them werevorking withthe

olive oilc 0 mp a mesidaesNone of the olive oil companies are directly using olive

asaraw materialaccording to thi€ensus report probably because nontegfeolive

oil companies have a motor enginehavemore thanl0 employeessotheywerenot

countedn the census. Theompanieénameghat are present in the survase:

fil. Ot t oman Oi | Company 1918/t ed, Kzmir, Kar K
2. Atnasyadis J. A. and 31®6s Pirene Factor
3.Samolad& br i ki mci Cotton OilBP1IO)Factory, Kzmir,
4. Vurea Manganyd and Associates Pirene¢90Factory,
(¥k-¢n, 1970, p. 166)

From the nameof the companies arames of theowners(mentioned in the company
names) it is possible to sethatexceptonecompanytheotherthreeof themare owned
by non-Muslim Ottoman residents probably of Greek origin. According to - , ¢he
writer of thecensusreportmentionedthat there isalsoa secondaryhalva and tahini
factoryi n  Kalsomawned by Samolad@ab r i .k hermampanyas the capacity to

®The first companyés name is not translated by me.
company.
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producesesame oil for their own halva and tahini pradud@hesefive enterprises

capacity casupply only 3,1% of aEmpired sil consumptionThe est of the demands

issupplied bymportedoils or produced by small producefs¥ k - ¢ n, 1A&& 0, p. 2
20% of the ot and fats-which the types of oils and fats are not indicaf@wduced

from residues iMAtnasyadis J. A. and SomrBi r ene Factory and Samo
Cotton Oil Factory is exported to Egypt dddited Kingdom( ¥k - ¢ n, 1970, pp.
168) Finally, the report gives some information about the import and exyort
vegetableoils. In 1913,the Ottoman Empire ha@&xported6.975.966 kg olive oil

valung34. 695. 739 kur uk an dliveioimnyaloingtl4e482.037. 054 . 9 2
Kur uk. The export had nead Roman. Theaidpert t o Fr
countries had @t mentioned individuallyn the report and indicated&smi scel | ane o u:
count(r¥ke-s¢on, 1962D, pp. 161

2.4.Conclusion:

This chapterprovidesa brief portrayal of the oil and fat consumption halofsthe
OttomanEmpire Most of the informatiorcomesfrom the studiesmade abouthe
consumption patterns of the residents inghkace andh thecapital Butter, especially
clarified butter constituted the major type of fat used in Ottoman elite cuislae.
should note thathe primary determinant of culinary habii® Ottoman territories,
should be shaped lmyeography andlimate Availablecropsin aregionwill dictate
culinary preferences including the taste of Taie mainitemsof fat in the Ottoman
Empire weréoutter clarified butter olive oil, tal fat, suet, andesameaeedil. Besides
these,we canalsoobserve the consumption séffronoil, linseedoil, walnut oil or
even cotton oil.Besides the aessibility of different fats or oils, the religious
restrictions as well as inherited culinary cultures may dictate the consumption patterns
of oil and fat in the OttomaBmpire The culinary heritagedescendedrom Central
Asian Turkic tribesandSeljuk Sultanateendure the consoption of animal fat, namely

clarified butter; whereasnedieval Arab and Persidaod heritege praiseshe use of
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tail fat. Byzantineculinary heritagesustains the use of olive or sesame oils, where
Christians have to fast long days of a year. Jewishnoamties enabled also the
increasec onsumption of vegetable oils because

products together.

The consumption of olive oil or the presence of dishes cooked with olive oil in Ottoman
elite cuisine increased during the™®@entury compam to the past. But butter
continued to be the most preferred kind of fat in both Ottoman palace and Istanbul
cuisines. Would it be possible to explain the reason of this small increase in
consumption of olive oil with the westernization neavent in the Empire? Possibly
not, but the beginning of open trade activities since 1839 in the Ottoman Empire
promoting the available type of edible olive oil in Istanbul market, both locally

produced or imported may constitute an answer.
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3. CONSUMPTION OF OIL AND FATS DURING TURKISH REPUBLIC
ERA

This chapter studies the food consumption patternsheRepublic of Turkey,
particularly focusing on the consumption habits of oils and fats. During the study, the
historical timelinewill be divided irno threesub-chapters.The early republican era
from 1923 to 1945he postwar errom 1945 to 1980, antthe liberalizationerafrom

1980 to todayThe divisions of the timeline are sampled from Zafer YdgaaD0)

whosestudies constitutthe basisn food consumption practices imodernTurkey.

The first part earlyrepublican eravill studythe effectsof modernism movemern
kitchen and householdgractices the impactof s t a tegufatson offood market
regulationof the family with a modernist point of viethroughe st ab |l i shi ng
Institutesand finally,early trials oftransational companies tpenetratento Turkish
market Finally, the transactions of existing small and medium enterprises in the market

will be discussed

The second part will be focusedthepost war eragfrom 1945 to 1980Thesignificant
incidentsof this time periodare theoverproduction anéccumulation policies and
entering of Unilever, one of the biggest transnational food eomep in the world to
the Turkish market. On the othdmand, uprising of urbanizationmeeting new
technologies oftorage and transportation in Turkey and therefloeggrowth of the
retails sector are important incidentdso, the fact ofwomen enteringnto business
life as a result of the consequences from the early republican periadother
important incident impacting the food consumption patterns in the postwar géreod.
developing media technologies andthe marketing know-how inherited from
penetrating transational companielsas importantimpact on shaping the consumption

habits of the market.
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Finally, fromthe1l 9 8 0 gresenttioe impacts othe liberalization periodwill be

studied In theseforty yearsthe penetration of internationedpital had increasednd

big domestic manufacturers became important competitors to transnational companies

as well. Thenumberof transationalfood companies raised frothirteento hundreds,

(Yenal, 2000}he retail setor had relayed from small grocery stores to supermarkets,
andontheotherhanpdy t h e ®i& &nd écslogit fooel industries became much

more important factors on theonsumption habitsNew diet approachesike
AMediterranean DOmnethed 96 f0 6 AMdall eeys et 0 of
At ki nstiiel ® 7 @Gnbhalsaheecologic food sectdoecame new trendsettens

the whole world and also Turkey. These newrominent diets suggest more
consumption ohatural foods likeolive oil and butteand this factausedhe destroy

of margarinewhich wasatthe top of the marketithel1 99 06s and turned p

consuming olive oil and butter more.

3.1.Early Republican Era 19231945:

This chaptestudiegheresultsof theeconomigooliciesof theyoung Turkish Republic
andthe impacts of developmentaligpliciesand industrializatiomctionson the food
market and culinary habits. Also, the accelerated modernist actions vétidiber
important subject of this chapter order to follow the impas on daily life, table
manners and consumption habitisile taking the oils and fats into the center. Finally,
it follows the impacts of modernist and developmentalist attemptultural life and
followshow these policies gave ground to the incidenéped after the Second World
War. The early years of thRepublic have not withessed important incideafiiscting
the consumption patterns of oil and fats. Therefore, this chaplefocus on the
economic regulations around the food market and the ggeswhich cause important

i mpacts in the next chaptersd periods.
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For a deeper understanding of ecoropoliciesof the young Turkish Republicwe
need tostart the discussiofiom earlierthan 1923 According to Boratav(2016)the
economic actions executed by tharly Republic, show wide similarities with the
economic actions developed the Young Turksafter the revolution in 1908. Alsd

is a commonly known fact that thehieoretical and ideological background of the
republic was originated from Young Turks growpho both share the idea of the
necessity of modernist and developmentalist actitinsreatea Turkish bourgeoisie
class and develop a capitalist economy rulgdTurkish citizens(Boratav, 2016, p.
23)

Even though the regime changed and the bureaucratic aristocracy has been dismissed
within 1923,it is not possible to talk aboutsaructuralchangein economic policies.

As discussed abov#)e main motivations of Young Turks between 19082 years

were creating a regulated national economy, protecting the local potential bourgeoisie
from international competitigrand industrializing the economigailly years of the

Republic had followed the same economic doctrine but the protectionist custom
policies in the first six years because of the articlehhehausanne Treaty protecting

the foreign investors in Turkey until 192®oratav, 2016, pp. 39, 40)Kb a r 2015,
65) After the pralamation oft he nati onal policies in Kzmi
1923, the Republic started to renationzéi the transportation and agriculture

i nstitutions. RO r 1 9 2 H,aAnkdem yglmad gtracksaand

E s k i -Kanyai railroad tracks hadeen nationalized,in 1925 tobacco stage
management hdoeennationalizedandin 1928 MersiATarsusAdara railroad tracks

had been nationalized(Boratav, 2016, pp. 46, 47)Yhe first attempts of
renationalization begming with railroad transportationan be seen as an attempt to
strengthen the weakcoromical bonds between Anatolian citieShese weak bonds
havebeen creating an important inability for the business connections in the final days

of the Ottoman EmpireFor exampleright before the First World War, transporting

corps from Anatolia to Istanbul wa&% more expensive @h importing the same
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corps from New York(Boratav, 2016, p. 28)he unavailable trade routes under war
conditionshaveobliged the empire to strengthen the connections, anBejablican

government heworked to improve the connections.

1929 is an important year féine Turkish economyn many cases. First of alhs an
article of Lausanne Treaty, the period allowing the foreign investors to protect their
privilege from the Ottman days is complete&o, Turkish Republic can run the
protectionist custom policiess aimed Secondly, according to Lausanne Tred#tg

first installment of the debt frotine Ottoman Empire starts in 1929 with a high down
paymentof 15 million Turkish Liras®®. Finally, 1929 was the year dhe great
depression fothe all world, which brings a standstill for transnational export and

import networkfor the whole world economy.

As mentioned by Ataturk i n Kzmi gonddge onomi c
following a doctrine of industrialization by stategnationalization of the foreign

companies fronthe Ottoman Empire yearsnclosed economy amdotecting theocal

producers and tradefBhis economic policy did not only proteatie Turkish economy

from the great depression but also helped to raise up local accumulation and created

own pre-bourgeoisie class. Bytheendtbél 93 06s t he state-had suc
sufficient in light industy complexe®' and started to build facilés of heavy industry

such as metallurgy, iron and steel, paper, chemicals, construction matenals
cement.(Boratav, 2016, p. 77Jhis raising up had the first stumble time Second

World War. EvenhioughTurkey did not participati the war it felt all the impacts of

the war on the national economy. Conscripting a huge amount of the population caused

30 According to Lausanne Treaty Turkish Republic is responsibl2/®of the total debt costs 85

million Turkish Liras. The installments were 6 million Turkish Liras for each year with a down
payment of 15 million Turkish Liras in 1929. Which caused serious liquidity and exchange depression
for the economy of the youngpublic.

31 One of the aims was to complete saifficiency on three whites which are flour, sugar and weave
industries.
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an important fall on production and the increasingdefenseexpenditures blocked
theongoing state inestments.

Just like the rest of the worlthe Second World Wataused stagnation period dhe

economic growtlof the Turkish Republicand several legal amendments baenput

into actiondesigned foreconomic protectionism and covering the loss of reduced
production orthe income of the statdhoseamendments can be counted\agional

Searity Law (Milli Koruma Kanuny, Capital TaxLaw (Var | ék Vern,gi si Ka
Provision of Land to Farmers Law ( fyti - iTopr a k | a hadodgriouduraK a n u n u
Products Tax LawToprak Mahsulleri Vergisi KanunpuOn the other hand, the same
periodcan be seen as tlstablishment ofhe modernismperiodthrough education

institutions Especially two institutions come into prominence by centering the
precarioussubjectswh o havenot pl ayed an .&ilagg ve r ol
InstitutesK° ye EnandGitrll ®d iKeazstEnwtiesel(er i

Village Institutes was one of th@rominent institutios of symbolizing the
modernizatiorpoliciesthrough educatianThe institutes wereonstitutedn 1940 and
aimedto educate the children of villagdyethon regional craftsand national primary
school programThe urban version ofthenst i t ut es f or precarious
Institutes Unlike the Village Institutes, these institutesreestablished ithe Ottoman
Empire, 18600sl ondadetritak BeémesSkhhafy) GMeks ep
Inthis dissertatio®i r | s6 I nstitutes will be studied I
regulations orthek i t ¢ hen, domestic market, consumpt

role in daily life.

311. Girl s6 I nstitutes andldehtitytboypStakei s h ment o

Thefirstidustri al S in theOdtdmaroEmpir@vasrestablished ih865 by

Mithat Pasha in Ruse formerly namBdu s - u k , a ci ttheRamBnimBul gar i
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bordertoday The firstregistras of the institute wre orphan girlswho trainedand

worked in the workhouse argtoduceduniforms, underwearand sandbags for the

army.( Ak ki t , 2 0 Besides thethandigradts, thergiflg were taking the classes

of mathematics, geography, history, aaiéiphy, diction, Arabic, Persian, music and

painting.( Ak ki t , R@hGhe revolution adtherise ofthenewRepublic, the

institutes hae beenrenamed and tlirecurriculum wasrevisd The Al ndustri al o
hadbeenremoved from the name of the schoalso from the focusf the institutes.

The rew focus of the institutes agraising the modern housewives of tRepublic
whowerecapable of handling adif theduties of a housewife and alsoraise modern,

educated and loyal citizens for the state

During the early republican era and Second World War period these instiaes

been promoted bthe state andheir numbers wergcreased botim the quantity of

schools andbf st udent s . In 1924 there were 1375
Institutes in Turkey and it had risen up to 8379 in 19¥4nal, 2000, p. 157New

institutes wereghe symbols of creatingthiRe pu b |l i can tiyoundentides | den
values of national development, westernizatimnd modernity. So that the schools

were aiming to teach the girls how to be the perfect housewives and raise the new
generationsvith the modernist and nationalist doctrines of the republic.

For thisaim, theGi r | s 6 lemetsainingtyaungeidsfomthe necessary skills to

be a good housef Like how to properly cook, shopew andschedule theomestic

economy but alsothe values othenat i on and the womends | mp
ideology. Theideology ofthe Republicwasmostly shaped by i ya GIP8keal p

1924) combining modern national identity and western civilization on young girls.
(Akkit, 2THWe& ,f gpt.helrd30f Tur ki sh moderni zat.i
highly impressed by Emile Durkhejnconsidering the familyas the nucleusof a

healthy nation, and the motlasthe heartof this nucleusCooking,sewing domestic

economy lectures in thesestitutes were aiming to have proper familiessed by
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mothers who carries the national consciousnsd, raisdoyal children apart from

their sociceconomicclass.As it is described thoroughly by Charles and KE&®88
apropermealisfundamenfalor t he pr oper fwallbeidgyvénal, i dent i
2000, p. 28)

In these schools, all the gingereattendng the classic lecturesf primary schooldike

physics andnat hemati cs, speci al |l ectures for Gir
and cookinglnstitutes in rural area also teach flower gardeningpitimery in order

to let girls tocreate a side income ftreirfamilies.( A k R0O0%, p. 149Not only the

| ectures but also the magazines published
Turkish girls how to béike modernandwestern ladies witl national identity, but at

the same time remembering their duties as houssevéimd mothersAs a symbol of

the support given bthe state to these institutes, the banquets of foreign dignitaries

visits, institution teachers and students catered the. fatsid, the wives of diplomats

and statesmeimcluding the wife of the secondgmident of the republieg¢ met Kn?° n ¢
wer e wearing t he stiutetgraduated ohikinerie§yend,i2000,9.6 | n
118)Theuse of Girlsodé I nstitutes ftloeSecan@ achi ng
World War, then theemphasis on motherhood in the curriculum became indistinct

within 1945 In timethe institutestarted to be recognized by their functional benefits

rather than ideological educatiddythel 96 06 s, Girl sd I nstitutes

technical high schools and regular high schoolsforgfrlé¢ k ki t , 2005, p. 17

The i mportance of Girls6é Institutes and t
followed in two paths. Fat of all, the cooking lecturegiven in the institutearean
indicatorshowingthe aims of the decision makers of these institubs. writers of

several ookingboolkkl i ke Fahriye Nedi m, Ekrem Muhi ddi
cel ézoj | u, weréthesfunda@entalsl & eombinimgrkish and European

dishes and@ooking stylegheirbook.( Sa ma nc &€, Taday, thgse ooks aze5 )

still the most sold, read and reprintedokoooksin the history of Turkey (Birer &
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Nahya, 1990)Secondly,and more importantly, as mentionpceviously t he Gi r | s ¢
Institutes were the crystallization of the ideology tietyoung republic provides on

women.Wo me n 6 s his @éolegyis to catry the national developmentalist and
modernization values into the house and raise the new generatiorthet®r values

of the Republic Reconstruction of womends role by
Western values into domestic liiea d tiibated o the consolidation of a bourgeois

domestic sphere, which had importanplioations for the emergence of class, status

and gender codes in cofipHmpsi pavedl ahieomwsa
emergence of a markdominated consumerisenf t er t he 198006s t hr ol
and grounding certain culturgdractices, values and ways of thinkiag. as it IS
mentioned by YengR000, p. 105)Even though the market dominated consumerism

practices scalep afterthel 98 006 s , we can trace tthee first
1 9 5 0 é@rdeririy pf Unilever into the Turkish markethich will be discussed in the

next chapters.

3.2.Postwar Era 1945/ 1980:

This chapter studies the technolode&velopments on theroductionand conservation

of food technologiesthe food policies of the state including several state economic
enterprises (SEE)which were built up in this period Most importantly early
penetration of transnational food companies including the iggagarine producer
Unilever. Also, American expertise, Marshall aafsd concessionainport of grains,

fats, and oils from Unitedstatesby Public Law 48QP.L. 480) will be the secondary

topics

As mentioned in previous chapténgfirst attempts ofenationalization wrefulfilled
in theagriculture and transportation sectors. In gagod the state ranged tlpe food
security goal andto reach this goalestablishedseveralf ood producti on S

Growing and processingf sugar beet, meat andnilk production, tea and tobacco
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pressing, and some alcoholic beverage productias the complete® E E i the
postwar period (Yenal, 2000, p. 57)At the beginning ofthe postwar erafood
production was still depelent onsmallscalebusinesses and tisgate was aiming to
establish big enterprises that can supply the demand and gain food security nationwide.
Even though the famine &een facedn some cases durirthe Second World War
era, it is possible to claithatS E Ewese able to supply every staple in the state for
affordablepricesto the citizensNeverthelesshe productionof oils and fats was still
dependent on small producers ahd éra othe Second World War have highlighted
thelack of oils and &tsproblem In the short future the requirementill be fulfilled

by a transnational companynilever. It will be one of the very first transnational
companiegpenetratingn Turkishfood market The dissertation foceson the history

of Unilever in Turkey and t garsechanging system for the next 50 years after their

factorywasestablished in 195 Istanbul

Bythel 94 06 s a thdagricte@ridthe food production sectors were still

dependent om high quantity of smallscalelocalpr oducer s. The statec
improve the production was ended up successfully through their goals and improved

the production by decreasing the food production professionals intit@50, almost

80% of the population wasorking on agriculture or the duties related to agriculture.

By 1990, this ratio had dropped to 58%enal, 2000, p. 55and by 2001 to 6,25%

( DKE, TheOdevklppmentand the increased productivity processn food

production and agricultursectors have started thel 9 4 Orbesnechanizatiorof

food and agriculture productidrad startegbrimitively in thel 9 4 Byé&he imported

tractorsas a result of the Marshall Aidecodly, with the help of irrigation projects

and importedtractors, previously uncultivated landscommodated for cultivation

Finally, by thel 9 7 @ighsyielding seeds started to be used in Turkey just like the

other several developing countries under tieme of a transnational aid afabd
cheapeningr oj ect cal | ed (Mo@e, 2085BYRAVFI0O@tSi dmgh vyi

seeds, technologic irrigation systems, increased fertiba®l pesticide usage had led
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to intensive farnmg practices in Turkey and let Turk&yreachself-sufficiency level

on most of the agricultural productsilike the developingor peripheral countries

aided by United Statdée Argentina, Brail, VenezuelaEgyptand Mexico(Yenal,

2000, p. 57)The reason of this success can be found in the afterward penetration of
food companies in Turkeynlike the other peripheral developing countries. But also,

it is important tokeep in mindthe favorable climateof Mediterraneanfertile soil of

Anatolig and alsdow consumptiorratesof nongrain crops like meat.

Until S E Ewias establishedhefood production sector was based on high quantity but
smallscale producers. Local dairies atdughterhouses, small farms, primitive small
and medium sized enterprisesn@the main actors of food production in Turkey. As
mentioned above$ E E @énsagriculture and food production in addition to transport
lines in order to strengthen the distributiovas the first enterprises that state took
action.S E Ewese usually established in the fields that ordinary entreprenanrot
afford to invest and therefoi® E E \Wwese monopolies in thelusiness fieldsThose
enterprises were established in ordeistipport farmers by subsidized purchases of
their products and also deliver goods to consumaeasfordable prices(Yenal, 2000,

p. 57)

The establishment ofigar beet cultivation and processing factowese starting from
mid-192006s andl9vBiOtéhsi nf omird f act ori es had func
four cities For developing aneat and fish productioenterprisethe government had

invited experts from United States for technical advice for reorganizing the meat and

fish industry by the growing meat shortages in the country especially in urban centers.

(Yenal, 2000, p. 58By thehelp of theadvicesthestatehad established Meat and Fish
OrganizationEt ve Ba) éknKuodmyds name Meat and |
ve S¢t)irkKles2(enal, 2000, p. 58 order to organize the epations of meat

and fish distributionHence the market wastill dependent osmallscaleproducers.

According to Yena(2000, p. 59y 1974 ,a substantiatatio of the customers dfleat
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and Fish Organization wésg govenmental and private institutions suat hospitals,

army, hotels, schoolsaand factoriesOnly 25%of the production was able to be bought

in the consumer markets in Istanbul and Ankgpéenal, 2000, p. 59Dn the dairy

industryby 1987 Milk Institution Organization$ ¢t Endg¢stri si aKur umu
SEK and At at ¢ rAk ak g nm &s tOr) masncont®(ing BOPoiof the

market while largescale private companies wereontrolling 20% and 2400

independent dairies including 112 cooperatives were controlling the 608hal,

2000, p. 59)

In short, the postwar period was the establishment period of sesdfaE tois
supplying the demand tifie stateand have tighter control on the food market by state.
Even though thattempt was systematic and structural, the setalle producensave

never left the biggegportion of the market. Whilghe state was investing ifood
sectors, secondary food sectors like tomato paste, biscuit and cracker, pasta, fruit juice,
vegetableand fruit canning sectors were invested by private companies in the market.
(Yenal, 2000, p. 60However, fas or oils were the only staples that the state did-not
maybe could netestablish a SEE to produce aswpply to the citizendnstead, e
demandwvassuppliedby amargarine factory in Istanbul owned a&yrurkish bank and

a transnationafood companypatnership.T ¢ r ki ye Kk Banklkesé and
entrance of Unilever into the Turkish market in 1953 was not only an important incident
about the fats and oils market but allseentrance of Fordist consumption patterns to
Turkey.

3.2.1. The Invention of Margarine and Early Consumption in Turkey:
Margarinewasinvented by a French chemist and pharmacist Hippolyte Nlem&ies
in the 19" centuryas an inexpensive and easily conserved replacement of asitéer

resporseto the competitionannouncement ade byl.ouis Napoleon 111(1808- 1873)

Napoleon was concerned by the pending war with Prussia anexisieng butter
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shortageof the country. Finally, heannounced a competition for inventing a
replacement of buttemwhich can be consumed by working sdas and the army,

especially navy forces. Chemist Mely®uries, has invented margarine in 1869 by

mixing the beeftallow andskimmedmilk of cattle and sheeand boiling themat a

constant temperatur€&inally, he came across tafood, which can be consumed as a

butter replacement, conserved easily without geimgjled He calledhis invention

Ol eo Margari neo an dapatentMegedalries, reseivédthe e nt i on
competition prize from Louis Napoleon Il in 1870. Alsiee name of the margarine is

derived from peayjlcoming fromt he mar garineds shiny text.:
Margaronin Ancient Greek andchargaritain French(McGee, 2004, p. 37)

However, MegeMo ur i e s 6 i awaydrontwhai we know today as margarine

In 1901, German chemist Wilhelm Norman introducing the hydrogeneration of fats
(a.k.a. trans fatdp let the invention of fat hardening, which has a profound influence
on the production ofmargarineas we know it is today. In time, the addition of lecithin
emulsion, egg yolk, carotepandcitric acidhad finalized the evolution of margarine
and turned it into what we know todgyoussairtSamat, 2009, p. 200)

Margarine was invented in Frandeut the worldwide popularization aihargarine
realizedin the hands of a Dutch trader Antoon Jurgens, founder of Margarine Unie,
which will turn into Unilever after the merger with Lever Brotheksyear after the
invention of oleemargarine MegeMouriessold theinformation of how to produce
margarineto JurgensIndustrial production of margarine sprawled Netherlands
much quicker than Free By 1880, there were at least 80 margarine producing shops

all over the coutny.
By the chance of newly develop&echnologies of hydrogenation and oil refiniimg

1 9 3,0the sproduction of margarinbecame free ofinimal fats andet produe@

margarine only with vegetable sourced oils. These developiserdsonly important

55



for the margarine producers to sell their producesvegetarian market like Indians or
kosher marketlike Jews but also, let margarine producers keep their production costs
much lower than beforeéThe cheapest vegetable sourced oitsthe marketike
coconut oil, cottonseed oind palm oilhave beome at the service dhe margarine
sector.(Chen & Kritchevsky, 2003, p. 452he flexibility of raw materials gained by

the hydrogeneration techiogy also gives the margarine companies to act flexible
against the fluctuations on the raw matemmrkets If they face an increase of prices

on any typeoils, they canchange the raw material they use easilty] supply their

finished products on chegpices at any time.

All the flexibility on production oimargarine made food administrations to put in order

what should be called asargarine According to Food and Drug Administration

(FDA) a standard margarine, famobasimalaront ai n
vegetable origin; water, milk, or milk pro
Optionally can include Avitamin D, salt or

sweeteners, emulsifiers, preservatives, colorants, flavoraatgjulants and
al k al (Clzee & kritchievsky, 2003, p. 452)

't di dnodt fdormdgaringte arnye dt thenOgtoman ports as a luxury edible

good. As mentioned in the previous chapterl896i Hu n g ar k fyas tkasfeat 0
sold in250 gr. and 500 gr. packageslstanbul shop even advertised in newspapers

as a piece of good newstbgearrival of the fat(Kuzucu, 2010, p. 4400 1900, General

Dickinson from United Stads mentions inconsular reportof arrival of a set of

mechanic goods, army materials, garmeasl edible goods arrived frothe United

States. The goods arrivatiSmyrna and Constantinople and Salonica ports alsg carr

lard and oleanargarindb ut doesndt ment i on(Turdgagl982mount s
p. 238)
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Revue Commerciale du Levant (Levant Commercial Magazine) a monthly bulletin
published bythe French Chamber of Commerce shows the early curiasidyinterest

of French investors foa potential margarine market ithe Ottoman Empire. The
bulletin ha published at least two researches about the existing fat and oil consumption
habits in Ottoman hinterland atite existing import and export networiks1896 and

1905. 1896 report shows us tha®@emargarine was introduced tioe market in 1874

It was imported along with Switzerland and Breton buttewsvever itwas only
consumed by Europeans add d n 6t attr acftom cals. Figdilyjitat t ent i
wiped outof the market. The report of 1905 shows us that margarine made from sesame
seed oil was sold in retails of Istanbul and it was called Swiss bAitsex.it gives a
comparison between priceBhe gice of imported butter was sold between 2Q2&

kuruk, | ocal butter was 15 kuruk and mar ga

The first production of margariedbeen succeededbga oi | rendering pl a
afterit wasbought by a British company Eastova Ltd. (Eastern and Overseas Product)
in 1929. Eastova Ltd. made some investments including an oil mill, refinery and

hardening shop to produce 3500 tons per year and started serial production in 1932.

(Avcan, 2017)Tur yaj 6s retail product vadogama med Uf
was @AUfa kit c hwamnsiaechfogdrfa fatarsmoré®.cEuen though

there is a big foreign investment behind t
for marketinganditltb een known as a | ocal §theand of
company woul d t ak(eOwmedk Ky ekdsaparmhbomKEEneg )

and Henkel in 1965. I n 200 7soldiatd CamilirGé da b ot
2014.

321 n 1 8uBtdd of Wrfa was one of the most admirable butters in Turkey.
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UFA MUTBAK MARGARINI
URFA YAGINI ARATMAZ

SRARLA UFA MARGARINI ISTEYiNiZ

Figure 2 Ufa Margarine Advertisement.

Another small margarine plant wastablished in Istanbul on the shores of Golden
Horn in 1949. The company was owned by Ya’
name of the Dbrand was [RaeokingBat). Hewaekhe Yaj & (L

production capaty of the company was very limited. It was producing only 3 tons per
day.( Kbar, 2015, p. 135)
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Figure 3 Nefis Edible Fat Advertisement.

Small enterpriseand local margarine brandisd not creae a systemized awareness
about margarine in consuméngerspective for some time. The benchmark can be
markedin 1948 for the acceptability of margarine as a regular foodstuff. Because
Turkish Statistical Institute started to follow the prices of rmang for Statistical
Indicators report since 1948l urkish Statistical Institute, 2010, pp. 491, 48k}t to
mention, the awareness about margarine would raise up after the entrance of Unilever

into the Turkish market and their nationwide marketing campaigns.
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3.2.2. Unilever In Turkey :

Unilever was formed in 1929 by merging of Dutebodstuff CompanyMargarine

Unie and British cleaning products company Lever Brothers, with the name of the
resulting company a ponanteau of the name tfo companiesMargarine Unie was
formed in 1927 in Rotterdam by the merger of four margarine companies. And Lever
Brothers was founded in 1885 by two brothéhélliam Hesketh Lever and James
Darcy Lever for producing soaps in Lomd&ds mentioned in the previous chapter,
new developments on margarine production technoddigwedmargarine producers

to use cheap oils as raw material$ish wereonly the raw materials soap before.
Usage of cheap oils for margarine production poap business in short of raw
materials and k& several bankruptcies, acquisitiorend mergers irthe early 24"
century between food and cleaning products businesses. Consequently, Unilever is the
biggest result of this merger periodtbéearly 20" century.

The AngleDutch company is one of the biggest food, cleaning and personal care
companies in the world along with Procter & Gamble, Colgate Henkel. Today,
Unilever has investments in 120 countriés,trading relations with 180 countries,
empbying 163.000 people and the products are consumed by more than 2 billion

people. Theevenueo f t he company i@G¢cdti b | 222BH, Upper

Unilever is one of the very firshultinational companies in the worl&ven, Lever
Brothers can beonsideredhe second multinational companyworld history after
Singer.(Fieldhouse D. K., 1978, p. 1Both partnersvere the biggest examples of
multinaionals in those years. Both ownedveral plantations, factorieand sales
offices in Europe, Asia, AfrigaAustralia and America irthe late 19" and early 2t
century. (Fieldhouse D. K., 1978, p. 13)lhe ame expnding strategies of both
companies have been followed after the meietween the two world wars, Unilever

had established new factories in India, Thailand, Indonesia, China, Argeantitha
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Brazi.( ¢ et i n, 201i2l, e wer 30hi st ory had a conne

history of European countries especially by the plantations owned by Lever Brothers.
David K. Fieldhouse who wrote a book about Unilever Overseas Comthitiee
focused on manufacturing and management groups in individual countries draws
attention to a fact that, Turkey is the only country in his book which have not been a
European colonial at some period during the twentieth cenfiEigidhouse D. K.,
1978, p. 8)

Building up new facilities in developing countries nfeg more unpredictable future,

but obviously it was much more profitable than working in developed countries.
Owning an intellectual property like research and development, patent rights and
brands, also the knetwvow of marketing, finance and management puts Unilever
companies in developing counsign an advantageous position. Also, most of the time
the company enjoys a monopolistic or oligopolistic market in the countries they have
been so far. Geoffrey Jones shares a simple table comparing the yields of Average

Unilever and Overseas countriedifferent years:

Date Unilever Average | Overseas
1969 7,5 7,6

1974 8,1 13,4
1979 |6,8 13,8
1981 7,0 15,7

Tablel Comparison of Unilever Average Yield and Unilever Overseas Weites, 2007, [80)

Unilever managers have visited Turkey in 1939 for investigating a potential
investment. However, the upcoming Second World Wairtarrupted the seardbr

33 Unilever grouped the business out of Europe (mostly in developing countries) under the name of
Overseas Committggdones, 2007, p. 79)

61



new investment potential in TurkeYyhe visit in 1939 was not the beginning of

Uni | ®relationdwith Turkey, but it ltha long history dated frorthe Ottoman

period. Both, Margarine Unie and Lever Brothers had some trading relations with
companies formed in Turkey arlde Ottoman Empire. Lever Brothers was selling

soaps and soap granulsl also had several representative shopghere ar |y 19200 s
in Kstanbul. Today, we can reachdatdde tr ade
24" of August 1920 and Vinol# dated 22 of June 1921( Kb ar , 59045, p.
possible to reach the records of export to Turkey in the archive of Margarine Unie. In

the records of the compartyere are bills of 900 kg of margarine sale to Turkey in

1923 and 588 kg or margarine in 1924. After 1924 there are no regfoadsexport

most probably because of the rising custom taxes within 18#idhouse S. , 1978,

p. 419)

Besides the direct tragd®f Margarine Unie and Lever Brothémileveralsoowned a

company in Istanbulin 1929 in a roundabout way. George Bakeyoang gardener

from United Kingdom, Totteridge had moved to Istanioull847 for gardening the

consulate buildingsf U.K.. His gardens were admired by the palace anti852 he

started to worlas the consultant plalace gardeningn 1854, he establ i sh
companyin Istanbuland started tamport womerd slothesto Istanbul andexport
Istanbulcarpetsto the United Kingdom. As a successful trader, he adsigaplying

army uniforms fothe Ottoman armyand cad storage businesses to hissinessAfter

his death, his sonsaintainedthe businessin 1919an important amount of Baker

L t dsta@kssold to African & Eastern Trading Corporatiom 1919. After this

purchase, Baker Ltd. acceleratbe investmentsand added car showroonsgorting

goods andlso bough60% shares adn oil renderingbant i n Bakeér k°y, Ks
oil rendering plantvould be thdield of Unilever margarindactory in Istanbufrom

34 A toilet soap brands of Lever Brothers
35 A perfumery and toilet soap brand of Lever Brothers
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1953 to P88 Baker Ltd. hd been owned bjfrican & Eastern Companfpr ten years

from 1919 to 1929. Later on, African & Eastern Companyrhatyed with The Niger

Company and bought by Unileviear1929 Briefly, in 1929 Unilevebecamehe owner

of a group of companiesn Turkey which also had owned small vegetableoil

renderingplant in Istanbul( Kb ar , 2-B3) 5 , pp. 76

The first conscious attempt of Unilever to penetrate into the Turkish madsin

1939. Head ofUnilever Oversas CommitteeSidney J. @n den Bergh and Gerrit

Frederik Ferwerda had visited Turkey in 1939 for preliminary investigations of a

potential investment in the hinterland. As quoted by Ibar, Sidney Van den Bergh and

F er weabskevaiien reportmentionS[ B] ut t er , eranamallfatstrathe and ot
staples of Turkish cuisine but they are quite expensive for daily consumption.
Margarine and solid vegetable oil woul d b
have alsomade an assumption 4500 tons of margarine and 1000 torissolid

vegetable oil sales per yearhich can be increased into a much higher volume with

only a few years with a good market growth stratdgiK b a r , 2 Ovansden p . 118
Bergh and Ferwarda had also itdeSwe di sh manager of Turyaj
Eastovaompany n  KMamagaHochstrassenad expressed hidbservations about

themarket( Sandal cé&,Un201le3v,erp.an2d7 )Turyaj] had di s
ofUni |l ever buying the majority of Turyaj6s
Turyajés plant in Kzmir and the oil rende
owns. After the visitUnilever started to study about both alternatives and discuss the
investment plans in Turkey. However, the uprising Second World Wiheledbmpany

putthe new plans about international investmemtsstand by( Kb a r 2015, pp.
119)

The uprising Second World War dhampactel the business of Unilevaround the
globedeeply Under the Nazi policies, it was forbidden for transnational companies to
transfer their profit to headquarters and Unilever was obligeditovest their profits

in Germany. The company had investedhaese, fish, hair dye and iceeam factories
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in Germany. The Soviet Union enlarging the borders in middle and east European
countries, and Communist Party in China taking chasgsedJnileverto leave their

factories to state governments in Middle Ewopast Germany, Poland, Baltic States

and ChinaAl s o, Uni l ever 6s one of t wo main head

occupatiorof Germany( Kbar , 20125, pp. 122

Together with Unilever,thewérad al so caused i mportant st a
policies. Even though Turkey did not enter
of Yugoslavia and Greece Sovi et Uni on 0 sledTukeyamassten of Bu
troops along the border Around onemillion people of working age had been
conscripted. The production of whekgcreasetly 47%, andhequantity of sheep had

45%. Also, theexportof the countryhad decreasduy 75% and impoghad decreased

by 85% from 1938 t0 1945. B¢ | b ¢ | 2 OAll Bhe bag gonditiohs, let the? )
governmentor un fAWeal th Taxo, #ALaw of National P

ration cards, ané strong fight against black markébokuyan, 2013)Also, the
population hafaced serious danger of famine and the epidemic illnesses which have
prevented during the pnear period have started again due to lack of nutrition.
(Temi zer & ¥zkan, 2009, p. 325)

The state executed two counteractions after the war against the food stagnagions ha
experienced in the war years. One was increasing the import of foodstuff during the
recovery time and the second was speeding up the establishment @.2EEKily,
meanwhlie the United States was following a food regime in accordance with the needs
of Turkey. Respectively Marshall Aids and concessional foodstuff salesLo4B0

helped to supply the needs. The fooddithe United Statesfrom 1948 to 195Aimed

to dispog of American surpluses to European counties for reconstruatfienthe war.

In time, after the European economiesameself-sufficiert the food aid turned into
concessional foodstuff sales and directed to developing countries with the enactment
of P.L. 480 in 1954 (Yenal, 2000, pp. 50 51) Turkey ha welcomed and benefited
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both aids.Meanwhile,P.L. 480 has another importance taking into consideration the
topic of this dissertation. Because vegetablelals the second biggest portion aof P
480 imports after wheatCoffing, 1974, p. 13)

While benefiting the cheap crops imported fréme United States Turkey used this
time to establisimoreeconomic enterprises foded bythe state for food production.
Most of the aforementione EE 6 s h astablishiedn ¢his period Which can
show us the state took lessons from the problems faced during the vhe bkesting
of black market, famine, epidemietc. However,unlike meat, milk and dairy
products, fish, wheat, tobac@nd sugaenterprisesthe state decided supplythe fat

and oil demand by cooperatimgth a transnational compaiigr producing margarine

In 1949 ten years after their first visitJnileverorganized a secondsit to Turkey. In

the ten yearsbehind, Turkey h& bewme a much more fertile country for a
transnational company tovestin. The population of the country had risen up from 17
million to 21 million. Cumhuriyet Halk PartiCHP)( Republ i can Rleopl eds
loosened up the protectionist economic policies and the economy became relatively
more liberal. Turkey also had joined tBeropean Economic GOperation (OEEC)
which would led to the Organizationfor Economic Ceopertion and Development
(OECD) in 1961. Later on, Democrat Party (DRl been established by some of the
deputy members of CHRvhich blames the protectionist policies for the economic
depressionthatwaslived in recent years. Democrat Party was promismgrivatiz

t he SEEOGs, a mghtstatheworkagsi tosstrike gnd al$oeight to establish

trade unions for government officers. In 1950, Democrat Party won the elections.

The years othe Second World War caused a big depressiotheifurkish economy.
In the years othe Second World War, only in 194the growth rate was 5,6% and in
the restthere wasa recessiorof economy Also, the black market was causing huge

inflation and also an inadequacy on staples.
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Before the visit of UnilevemanagersBake® s C o mp boaght the aest of the
sharef the small oil producing plant in Istanbul, which they already had the majority
beforeTher e i s an urban | egend about Unilever
of two Unilever managensho gotstuck in Turkey because of an aircraft incident and
saw the potential of the market in Turkey while thegre spending time in Istanbul
However,organizingtwo visits in the country-one before and one after the second
world war also the preliminaries of the visit shows us that this visit was not a
coincidence but a planned and organized action of a transnational comeaitpned

into making investment3wo monthsafter the second visi.J. Clerk visited Turkey
again with atechnical crew for estimating the potential of investments to Turkey and
conduct meetings with government authorities.

Unilever had presented a report to Turkish authorities indicating the benefits of an

investment.

AWe beli eve t ha te berefeial erthe urkish Ecormmyw i | |
mainly for the following reasons:
a. By using almost entirely indigenous raw materials, it will create a new
outlet for agricultural products.
b. By making available products of a high nutritive value, it will increase the
general standard of health in this country.
c. By a policy of reasonable selling prices, it will assist the Government in
their aim of reducing the cost of living.
d. It will, once the products have been accepted by a large part of the
population, including the ared forces, free considerable quantities of oils,
such as olive oil, for export.
e. |t can, particularly if exports <coul
agreements with other countries, pl ay
e X por t (Fidldhousees. ,a978, p. 426)
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Unilever not only obliged to convince the government for this investment, but also
convincal a Turkish company to be a partner in this investment according to Turkish

statutory obligationsAt first,th e part ner shi p waswrdrf eofe dKd -0
Holding, one of thebiggest conglomerationa Turkey. But the offer was rejected by

Vehbi Ko- because he di dn éconsumptionnSuekey any po
and Tg¢r ki ye Kkakéhthie respangbilithyTacdr kuinydee rkk Bankas é
first bank established itheTur ki sh Republic andHaangso f ounr
T¢rkiye Kk Bankasé as the partner da@f Unil e
the government having Unilever investments thre country President ofthe

government irthat period, Celal Bayar was economist anthe former manager of
T¢rkiye Kk Bankasé and as the president an
efficacy an the management of the balken thereareno such records, it is possible

to make the assumptions that Tg¢rkiye Kk B

directions of Celal Bayar.

In 1949 UnileverK k company was 20000a®mTuisls brasdf wi t h a
capital. Unilever owned 80% of the company
Clerk was assigned as the president of the company, Dr. Kac as the sales director,
Roohuyzen as technical director, R. B. Ratcliffe as the president of magrketin
Muammer répresertonds T¢or ki ye Kk Bandnanmpatant Suphi
expert of oily seeds in Turkey and started to waskadvior along with Gabriel

Couteaux antiead accountart. Van den Hover Kb ar , 138) 015, p.

The small oil p | awhich wasibouglst byBak&anipanyhdheek é r k ° y
by Unilever was chosen as the field of the margarine factory. The construction of the
factory took three years amiieanwhile, the marketing exercises, namingtref

products, field researchesnd recruitment organizations were project@dthe 5" of

January, 1953 the company have officially launched. The president Celal Bayar,

67



Mini ster of Economy and Trading Enver Gg¢gre
Embassy, and consulate and Chairman of Unilever M. Paul Rijkens had attended the
official launch of the companywithin the ribbon cutting, Celal Bayasaid in the

opening speech

il think this -headed benegfits. Prieeneficiadyeis thet wo
Turkish manufacturerand the other i® Turkish customerHowever, what

really pleases me is the conscious and valuable cooperation of domestic and
foreign partners. Congra(abhbeRhms, t @9 al
42)

Celill Bayar Nkltkonk tesis cdilen ni fabrikasim aciver-

[ oo Bayar dun yemekllk

tiniversitede

birbtabedo || Y8 Tabrikasini“acty

‘ bulunocok Bir Hollanda girketi il ls Bankasmin migtoreken
fesis otbkleri fabrika yakinda fasligete gegecek

—g

Basvekil bu giin i
< gin  Eniver- Unilever Hollanda girkot; s =
sile  rektor, dekaa ve Tarkiye ty Bankassnen Dakichiy
orolusiicl i de milgterelcen texis vl iklesi ye-
profesiiclerine  bir  zigs by oA
fet verecek B dlin sgot 15 de Cumilirein
Buyveldl Adean Mealy.e, ove] CeldlBayaruy hamg balundugu
velon do biklimalg oldugummuz e | BIF Lorenls " Agig 15
bi gehimizdeks sskerl crian fio ] realnds. aymea L vo Tica
Istantil Unlversitesd ve Ieknik| net Vakill Enver GUrail, gehrl
Universite. Reltde, Ookan ve| mizde bulunan meb'usiar, You
Trofestiriering buglin sau: 13 ds| ve Helodiye Felst Seof, Gny'
Taksimdekl Tstandul Kal windg | Holinndy Bigis, Bagkonao cau ve
bic yalet v:muuc l bz xmm Nu:n. Vvuayet ve

Figure 4 Bayarhas opened the edible fat factory yesterdzgnuary &, 1953 Milliyet

The marketingplan of UnileverK was based on two separaienple products.One
product was putothemar ket afaficowhkhinlf wasngpthe t i cul ar
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di sh cooked. The productds name was AVita
composed of 100% vegetable oil and it was imitated from a cooking fat produced for

India market, VanaspatDf ¢ o u r s eirectly nientisn@dsbatdhe tardet market

of the product was lowemniddle classThe products were sold in 1 kg and 2 kg tin
boxesVan den Hoven (Head tfieaccount of UnileveK Kk ) ment i ons t hat t
wasa brilliant ideaof the marketing manager. Kag for tin box was an unusual

packing system for Unilever until thattime Kb ar , 206519p006&65Most
country was still purchasinigs oils and fats from local baars or dairies. Those fats

were sold big tin boxes and stored in the houses in these, lb@oasiséhe refrigerators

were still a privilege to a rich minorityVith the helpof these tin boxes, the company

let the consumers try these new fats without making a big change in theiagingch

and storing habitg. k e n | i RlIso, keepidg2he content milikee and addition of

1% salt was th@recaution against spoilage of the oil without refrigeratoré.a | é k | ar ,
1998, p. 44)

ERITILMIS
TEREYAG KOKU %
- VE LEZZETINDE
BIR MUTFAK YEMEKLIK
NEBATI MARGARINIDIR
BROT: 2 Kg,
NET: 1.700 Kg.

| UNLEVER . 5 Ti
4 ICARET ve SANAYI
< ¥ Yi 1 S
ah BAKIRKOY _ iSTANBLL URK Ltd.

Figure5 Tin box of Vita margarindiEdible margarine with smell and taste of melted botter
Gross: 2 kg Net: 1.7 kg
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The second produegtasreleasedbnthemar ket as fAedwhcheoulbr eakf a
be used for cooking the dish, but also cdaddpread on the breaame of the product

was Sanawhi ¢ h me ans i lnéka Yita, Banacontained &% imik.and

water, therefore it had to be stored in a refriger&ana margarirsavere sold in 250

gr. packages so th#dtey could fit in refrigerators easilfhe company was planning

to produce 7500 kg of fats per year at the first step and the selling price was planned as
360piastreger kg. whileonekg of butter cost§75piastres( ¢ al é k| arand 1998, p
onekg of olive oil costs 21 piastres. (Turkish Statistical Institute, 2010, p. 495)

Figure 6 A package of Sana margarifiéor caring mothers".

By the begiming of the production process, Unilever engineers have faced an
important problem regarding the qualitytbe productsAs it was mentioned by the
report presented to Turkish authorities, the initial plan was usingnttigenous
sunflower oilas raw materialHowever, the result was ntike it was expected.
Margarine produced with 100% sunflower oil was too crunchy and juicy than expected.
It was impossible to produce a marketable margarine by using only indigenous
sunfower oil. ( Sandal c é,Cheap cdtBnseed ahddogbearoil imported

from United Stateswith P.L. 480 have rescued the company from this technical
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problem at the beginnin@Jones, 2007, p. 92Fieldhouse S. , 1978, p. 43pwever,
the dependency on imported cheap oils would cause prolterttee company for a

long time.

1950 6 s wasustil B goung republic with a population of 21 million, wisim
average ag®f 20, and literacy rate 32%84% of thealmost 9 million working
populationwere workingon food productiorsectordike farming, foresting, hunting

and fishing and 47.5% of theational income was coming from agriculture and
stockbreedingOnly 25% of people were living in urbafTurkish Statistical Institute,
2010)However, the urban population was increasing with a high ratio of 6% per year.
(Tekeli, 2009, p. 117Vhe majority of the population increasasin urbanandsourced

from the worker8 migrating to metropades like Istanbul and Ankara, and most of
them were building their own housege¢ekondluin the peripheryA very small
portionof the urbanized population could be classified as white collared workers who
are attached tthe global economy working in business services, media, finance, head
office functions tourism, etc. However, Yenal ingdi this smallproportion of
populatio® gmportance in setting new trends and impacting the cultural life of the

country as:

[T]he new middle classes comprise a very small segment of metropolitan
employment, they have trersetting consumption patternshi$ is so because,

the new middle classes are the groups who are the major receivers of global
cultural flows, in the form of symbols and images, and they express their

cosmopolitan | ifest renals®0@ p.6)ough consump

By 1946 multiparty democracyhad been actualizedby state and in 1950,the
oppositionparty Democrat Partyhad won the electionsThis meanshe individualist
policies onthe economy veresuperseding the statist economic policEegen though

the Democrat Payt outpollsthe elections and a new political view is in the saddle;
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modernization, developmentalis@nd globalismwere still the mainstream political

goal of the state. Especially modernism was not only a politic course dwiaal

important aspedb besymbolized inthe everyday life of citizensespecially in urban

areas The abovementionednviabletrendsettemiddle class lifé symbolscan be

summarized in a few goods. A naalfamily, living in an apartment flat with ettric,

gas and water connection, owning a radio and white goods like refrigerator and washing
machine. It is possible to claim that not the job or cultural capital was promoted and
idealized but the goods owned were the symbols of this mallaés life. As statedby

War de, Al n likestyte ncreasinglyi becarmes a basis swcial identity

di splacing class as the ce(Warda 1997%p.9ani zi ng

The idealized middle-class lifestyle 6 appearance in the kitchewas based on
consumingndustrial foodproducs like a common European midedass family As

Yenal states: Al W] hen some industiry al i ter
and meat products were introduced to the Blrknarket, they did not become mass

foods, but rather fueled the creation of niche markets serving upwardly mobile middle

c | a s &enal, .2@00, p. 25Definitely, margarine was one of the very common and

-in respectof the prices accessibledietary symbol of upward mobilitymodern

lifestyle, and affluence

A term invented by Pierre Bourdieu can be helpfulgoleeper understanding of the

symbols carried by goods and how these symbols work in everyda&diderding to

the Habitus concept structured arehtitled by Bourdieu, it is possible to cluster the

tastes and lifestyles as they become the identifiers of individual social classas

be expressed as individual habitéshabitus can be structuredcacding to socie

economic groups, cultural capital groups or any distinction or connection material
brought into use by c¢class and statwus di ff

structured nature of habitus comes from the fact that it is partly dugraof
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internalization of the division of the social world into different and hidéiaadly-
positioned eana,i2000,p.4d) asses. O

A material could be carrying a symbol withitself in order to create auttural
classification in the social world, or it can be filled with that symbol afterward. As
mentioned by Bourdieu

AThe habitus is not only a structuring
the perception of practices, but also a structured sneicthe principle of

division into logical classes which organizes the perception of the social world

i's itself the product of i nternali zatd.i
(Bourdieu, 1996, p. 170)

The dorementioned social identity goals of the staterewstrongly promoted and
idealized by the intellectuals and media. Also, as mentioned above, this social identity
or habituscan be symbolized and expressed with the behavior patterns, apparel, or
consumpbn of arts, mediaand even foods. Having regard to the topic of this
dissertation and this chapter, the focus will be attributethe symbols of foods,
especially margarina order to understand the symisoh of margarine in the early

years of Unilevein Turkey

Margarine waslreadyproduced, imported and sold in the couninyt mostly in small

amountsThe entrance of Unilever into the market was a big changbke recognition

of margarine not only because thfe big amountproduced and solthut also the
extensiveadvertisement campaigns run around the couhtry.possible to claim that
theTur ki sh citizends meeting with margarine
Unil everds entrance to the marketing Theref
notions like westernization, modernization, technology, international capital would not

be wrongwhich all these notions are relevaothe promoted and idealized listyles
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ofthe1 9500s because it was pr oduwaemahesim a f ac

high technologic applications.

While Bourdieu theorizes thdistinctionandhabitusnotions, he mentions a duality of

tastes. Here he does not use the fAtasteo a
sense. The duality of tastes Iassifiedasta st e of | uxuryo and At a
An agentés taste is indicated to oneds pe
decoration or foodstufhkc cor di ng t o Bour di eu, an agentao

of only oneosutasoitie anandigamryofntieersacial lstatus the agent
bel ongs to. So, an agentodos preference of ¢

connected to the social statas habitus that the agent belongs or wants to belong to.

AAs can bneveraehamge iws$ocial position puts the habitus in new
conditions, so that its specific efficacy can be isolated, it is tdstetaste of
necessity or the taste of luxugnd not high or low income which command

the practices objectively adjustenl these resources. Through taste, an agent
has what he likes because he likes what he has, that is, the properties actually
weregiven to him in the distributions and legitimately assigned to him in the
cl as s i f(Baurdi¢uj 1896,9. 185)

Even though margarine was invented avek produced as a cheap replacement of

butteri t was carryi ng t hehroligh thesviegterncafd stientificu r y 0 s
images of its ownunlike European countries. In order tongmare the symbols of

margarine in Turkey and Englanthe homeland of Lever Brothers, one of the two

merging companies of Unilevewo quotations will be shared one from England and

one from Turkey.

Hi storian Al ysa LevenMarsgtaurd ineesdo fbTehteweMena ntihr

England between 1918 to 1953 anddito understanavhy the margarine tsnever
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freed from the association with poveragainst butter. Even though the producers
succeeded to imitate the butter perfectly on the groundsiaf, appearance and health

giving properties and became indistinguishable from butter according to the results of
blind tastings the association with Athe a
have never left behind&hementionsfi Ma n yondertstenassobservation surveys

i n the 19300s said that they might use mar
that they would be i nsul (Levehe 20L4, p. b4€6)y wer e s

If we look at the margariné butter duality in England between 1918953, we can

easily apply Bourdieuds theories to the ex
a Ataste of |l uxuryo with al Ho-getleanditiorst ur al \
oneonomi c structure. On the other hand, mar

of butter imitating every individual speciglof it but never be able to become one. All

the mass observatios ur veys t hat Levene <cites, shows
ressonfor buying margarine is the butter is not affordable for them. A bottom sample

of At ast e (lefenen20ld,@pE $46148Y O .

In Turkey, the opinions about margarinene@quite moreoptimisticthan England in
regard of the technologic production featyrbe sympathy against the European
countries and the curiosity against one of the very first packaged food produced by
transnational capital in Turkey. A good example of this admirataanbe sen ina
newspapecolumnwritten by Refik Halit Karay (1888 1965),0ne of the very first
columnists writing about the daily life and especialljinary culturein Turkey. It is

not possible to call hi s writikesgeswrites fAgast
about foods, the changing food culture, what he likes and dislikes about the food in
Turkey. In 1956, he writes a columnY e n | K(New astartbul)Inewspapabout

his appreciation for increasing the production capacity of Unilever #rhousand

tons to 32 thousand and shares his opinions about the benefits of margarine without

mentioning the name of Unilever, Vita or Samke opinionsthathe mentioned in his
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column cary awonderfulexampleabout how an average westenmented intéectual

see Uni | e gfeomihesperppective af eveésternization.

AEdible Fat:

The edible fat factorys going to increase the production capacity from 22
thousand tons to 32 thousawds;thereby a huge amount of the demand would
be supplied. This is a good example of the changes in the manners and life
styles that | write here as long asliserve Because people used to consume
olive oil but would not touch edible fata/hich is anothetype of the same.
Even,they would consume the most acidic and stinky olive oil but hate the
pure, white and cheap vegetalimdich used to come from Europe in tin boxes.
People were fond of the uncletats, whichareimpure with tallow anduet
However when they used to walk in a street where someone boisi#i®
produce these fats, they wouktchbecause of the terrible smellhe biggest
evidence of wegot rid of this bad customis the increasén the production
capacity otheedible fat fatory. The increase can also be seethasvidence

of the ideal progress public. Because the public is considering the health issues
as well and als@s aware of the harmful effects of animal fats on their bodies
and livers. The onesvho cannotafford buter, are all deciding to consume
vegetal fats. Cookpastry cooksaind restaurants are also sick of these hosirder
impure fat sellers and therefore, they started to use edible fats which are easy
to supply as well.

These are all good developmentet thebest development is the government
andthemunicipality is conserving the edible fats as well. Conserving the edible

fatisequaltoc onser vi ng t Kkarayp20b4|pi 1®8 heal t h. o

36Original version of the text: Nebat”™ yaj fabri
-ékaracak, b°ylelikle ihtiyacén b¢gyek bir késmé
@et ve yakama tarzlarémézdaki dejikiklijJin bir
kull anérdé ama onun bir nevoi ol an nebat”™ yafjeé
kokmukunu yerdi de Avr upa' daertentizyanveuz eejetalindere gel en
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Comparing theotally oppositefeelingsand opinionsabout the same product iwo

different countriecanshow us how ideology and perspective affiact the decisions

of a foodstuff. As Bourdieu summarize bri
produce differenth a b i (Bauslieu, 1996, p. 170) n s a | sOsMarkzgs this

concept in a very simple example by the visual codification of advertisements:

A1 ]n d e v el othe dsualc apdification i o ghe fruit juice
adwertisements focus on the messages evocating nature. On the other hand,
advertisementfor the same products in the countries that have not completed
their development and industrialization phase highlight the technologic abilities
of the factories and shothke fruit juice as a product of advanced technology.
Becausecitizens ofwest misghe nature, and underdeveloped country citizen

mi ss the i n(@skayi2019,0.138)zati ono

It is not a coincidence that Refik Halit Karaglatesthe products ofJnilever with
modernism antiealthbenefits. From the very first dgysoth Sana and Vita have been
promoted withthese two values in their advertisemeisl953, by theelease of th
product on the market, Unilever published advertisements in the biggest newspapers

with this paragraph:

nefret ederdi Murdar kokulu kuyrukla i-yajéndan n
mahall elerde ekseriya kaynatélan kuyruk kokusundan
k°t¢ g°renékméEemdnsenr élkbgdgegk ve susturucu delili yuka
i stihl ©kindeki artéxktér. Arték bir bakéema fikri il
karké uyanékl ék bakl améekt ér; hawyvaanrniaryajél &r] & re nbmy rky,
vaziyeti tereyajé kullanmaja m¢sait ol madéjéndan v
ve |l okantalar ise mahl 3%t yajcélarén ihtik©reéendan b
yajlarda réeza g°sterdiler

Bunl aré hepsi iyi ol du asél iy ol an h¢gk¥metin ve
hi maye, umum” séhhati hi maye demektir.
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AUNI LEVEROGs factory in Bakérk®°y (1 stan
modern installments of the country aisdrun by Dutch engineers. Unilever

guamlntees the unchanging excellerasel substantial heakdiving products

which they are produced under theost unpollutedconditions with the

experienceour engineersiave gained in the factories established in America,

Europe and several differentcountre s f or t hr e e( KQuaarr,t e 0 Ic5e,r
p. 174)

Unilever hadachieved areat economic success in the Turkish market since thi day
hadent ered the market. A ¢ acdoeadhed reight times oK b a r 1
their sales projections itenyeas. ( Kb ar , 2 @edsifles thginterest&Hbwed in

the modern food products produced by western companies and sold in packages, it is
possible to show tlee more advantages that Unilever hatheirurkish marketFirst

of all, there was a deficiency of fats and oils in the country. It is possible to come across
of the news mentioning the effort of government and municipalities to create solutions
against e deficiency and adulteration of fats and oils. Under this deficienclyeap
replacement of butter, margarine costs half of the butter. The cheap price combining
with positive meanings on class status (as mentioned in the previous paragraphs)
creates aery fertile area for margarine to increase sales easily. The second important
reason is, Turkish people have a deep relation with solid fats, especially butter for
centuries. The previous chapters have clarified the strong relagtweenTurkish
peopleand butter extensively. The relations of Turkic nomads eaihyfoods,having
clarified butter as one of the mgseferredfood in Ottoman and the massive clarified
butter consumption of the Ottoman Palace. One obpipertunitiesof Unilever isthat
margarine is not only a replacement of butter for nutrgimalues but also, it looks

like butter so, the consumers would not feel a big change while consuming margarine
in their foods. The way it is conservabeway it is cooked, the sound it makesan

hot pot is almost the same withe butter. In addition to that, Unilev@rsnarketing

managers made extensive research before starting the production and imitated the taste
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and smell of the specific butter types that Turkish consumers(likee n |l i k , 2019
Finally, the most important factdor the success dfinilever was the lack of other
transnational companies in tfeod market of Turkey. Not only having the advantages

of a monopolistic field as theyerethe only margarie pr oducer (apart for
and Ufawhich both had little production capacity) in the market but also @ohthe

companies in Turkeyincluding the advertisement agencibad the marketing know

how and experience that Unilever had.
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Sehrin yag
divast

stanbul Belediyesinin, seb- |

re ve meoyva ihtikdnm 6n-

lemek igin agtify milcade-
lenin tevsi edilerek ete ve yagn
da tesmilini isteyealer oldn Se-
birde, kolay kolay temiz stit ya-
£ bulunamadifun, tecritbe e
bilenler de imal  sekillerl gida
maddeleri  nizamnamesine  uy-
gun  margarini, donduralmug
nebati yagiary, vejetalini mah.
it yaglara tercih eyledikierinl
sofuttylar,

Memleketimizde elli  milyon-
dan fazla koyun ve kegi, on mil-
Yondan fazia biiyilk basg hayvan
meveuttur, SUt istihsalimiz, se-
Bede bes milyon tonu astify  he-
Saplanoustir, Bu rakamlar yag
Ve peynirin memloket bakunmn-
dan arzettigi bilyiik chemmiyetl
EUstormeye kafidir, Dogeri yiiz
ailyonlar asan bir mahsulimil.
*i toptan kottilemenin dogru ol-
Miyacaf tablidir. Skhphesiz bid. |
¥ilkc gehirlerde siit ve yojurdy
oldugu gibi, siit yaflarpu da
taklit edenler goktur, Fakat bu
umumi degildir, Istanbulda bil-
tin sadeyaglann stisnasrz mah-
Mt oldugu lddia edilemez. Seh.
rimizde kivircify, kwirek  diye
satan kasaplar oldugu gibl, keol-
¥ lavirak niyetine stirenler do
yardyr,

Her gmda  maddesindo  rast-
Relditineiz bu hilelerden siit yaf
larun viireste  kalmas: bekles
Remez, Béyle olmakla beraber,

Figure 7 A newspaper article about the difficulties of reaching to oils and fats in Istanbul and the precautions
taken by Istanbul municipality. July %.31953 Milliyet

Unilever had started the marketing studies before releasingrticts into the
market. These studies involve market researches and strategizing the marketing
projects would be followedhcluding the names of the produd®of. Dr. Talat Sait
Halman, future Minister of Culture of Turkey worked as translator anchagaof
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field researches of Unilever in 1951. Accordtagan interview made with Halman,

Unil evero6s first concern was the name of
people would accephe names obana and Vita. At the end of the research, timena

of AVitaos approval rate Wwd% SO thécompany A Sana
decided to follow up with these namé@slola, 2016)

With thestart of the productiobinilever had started a massive publicity and marketing
campaigns for their new products. Unileves baen one of the two biggest advertising
clients all around the world along with Procter & Gamble since the |&tedr@ury.
Also, they maintain the same habits in Turkéjowever it was an unprecedented

campaign for Turkey so far.

I n 1950 @reonly threer agdvertisement agencies in Turkegdar, Faaland

Grafika. Most of their jobs were preparing simple notices and advertisements
newspapers.Unilever had started to wio with Grafika one year before the
commenceento f producti on. According to my int
Unilever manager) andook of Kz zeddin ¢al ékl ar a former ¢
historian, Unilever hataught the fundamental assignmentsanfadvertising agency

like how to create a concept, develop a marketing strategy or organize a campaign to

their collaborators in Turkey. ¢ al ekl ar (k&d8bBk, p202486)
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Sre
3 i Torkiye'nin en modern fobrikasindo, goyet sibhi
sartlar oltindo, en mikemmel neboli yogdlor ve

‘};h postorize sul ile imol edilen, A ve B vilominlerini
S L ifsoed

ihtiva eden SANA'y: yiyen herkes enerji ve sthhot
Ih { 'y | | ! WL
.Yz. Bir OhClbOSIﬂln Bilhossa gocuklar SANA'y: fevkaldde lezzel icin

kozanir
S severler ve sizler de onlonn ne kodor istifade et
PR 2 4 2 N
dv nOSlhO'l- klerini gorebilirsiniz
Niv, boreh veys mebairanas hoku g:"r‘\leg'ﬂ;uhbol 'bol SA'NA sGruniz, postolonmizi
¢ lecreh hariidbde olan husuy mut He hazrtoyrmz
\k margars VITA Je prneia netice- Ve bilhasso gunu unutmoyiniz | SANA ucuzdur ¢

jen fevialide memeun Lalacabpml 250 gr.lik bir poket yolmz 95 kueugtur
’

ALl Tyl gananti
L IPEN MARKA

Figure 8 Early advertisement®r Sana in newspapefebruary 81953 H¢grri yet

The newspaper advertisement above is one of the very first advertisements of Sana.

The advertisement stadtto be publishedn 8" of Februaryl953 and it was every

Sundayin H¢rriyet newspaper. The adverti semen
of bread with spread Sana on it. The headl
and also for your savings ilsdressedigolkiSiana Dut c
Dutch costumes carrying dish on right and on left below there is a chef advising us to
ACook riceg°rpepkstwa tehnadvi ta margarines which

smell. Youwillr e mar kabl e pl eased teayst h it. o And t h

AAnyone eats SANA which produced in the
under hygienic conditions with perfect edible oils and pasteurized milk and

contains vitamin A and B gains energy and health.

Especially children love SANA for its marvelousste and you can see how

they benefit from it.

82



Spread a big portion of SANA on your bread, prepare your cakes with SANA!
Especially donodot forget this! SANA is ¢

This advertisement contains a lot of indicatat®outS a n #afet market. Dutch
(European) girls presenting the dish cooked with Sana, using the name of Netherlands
twice in the advertisement (one in the headline, one on the package) mentioning the
modern technology of the factory and also the scientifitrittanal values like
vitamins, and finally, a chef recommending Sana are all the indicators that we can
understand the produst target market was upper middle class. By these
characteristics this Sana advertisement carries opposite messages of the Vita

advertisementwhich can be seen below.
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TURKIVE'MIN HER VERINDE...

| G b

| ... herkes ViTA mutfak margarini kullaniyor.
l ". En yiksek kalite iptidal moddelerle ve fevkaldde sihhi bir larzde
i

|

|

imal edilen lezzeti, besleyici ve hazmi kolay VIiTA margarini yuvo-
nizn HAKIKT DOSTUDUR.

Kalitesinde ViTA emsalsizdir

mo V17
UNLEVER § TURK LIMITED SIRKET: Lifrl| BAKIRKOY - - STANBUL

<>

Figure 9 Early advertisements of Vita in newspapdime 23, 1955 Milliyet

The advertisemershows us four different womdrom four different cities of Turkey,

all located in Anatolia; Ankara, Sivas, Konymd Adana. The women are dressed up
with the folkloric costumes of the cities. In the middle of thémere is a compass
showing four different directions and in the meldf the compasshere is Vita. The
interesting part isthe capital of Turkey, Ankara is alsconsideredas one of the

Aunderdevel opedo cities and the | ady
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costume. Obviouslythe advertisement aims to give the opposite message of the one

shown before. Showing Vita as a regular consumption staple of Anatolia and telling

i Al

I around

t h esVIKUTrAK ekyi tecvheer@Qy trenbettquasft tien e . 0

advertisemensaysi V i targarima is produced with the most natural materials with

very healthy methods. It is delicious, nutritious, easy to digest and it is a TRUE

FRI

Along with the newspaper advertisemerdad market researchebnilever also

END of

your home. 0 AVKTA

'S unique |

organized bigpublic events to improve awareness about their products which most of

the Turkish people have not eaten before. The company set up stands in several public

spheres and handed out sandwiches and pastry proghits were cookewith their

margarines. Advertisements in hewspapers were announcing the ipladgsh the

company Wi

for

freeo.

[ hand out free

Parasiz olarak tﬂﬁm\sj ENER
gelin tadimz ! 720 g

ppe

Buyik Baklacaioglu - rus Gampe s 1

Yem Fozar-Nea A

Yildiz Bakkaliyes Kooperathi - w.o ooy
Cad 1A

Kemal 13681 - v1aim Copne 77 5200

Merker Bakkaliyesi- e ceczs 502 oo

Hazan Fekmn Senok was Lo 1o

Kirkar Barboraglus fogmaaies Sed e 107

Moo Mazarakt - seesn fey Cas 000

Dertrinos « to s Gar 5 v atamrute wh e

Yerammas Fopadopulos - v, Tas e

kahvaliihih margarini

L -

Figure 10 Sana advertisement in a newspagenouncing the hanrdut evenforaweek( Sandal c €,
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FigurellMargarinehaduteventialdeli catessen in Spi{tel Bakaar, 1L&88anpul

In Figure 9, the uniform of the hostess attracts attentiatslsimilarity to the uniform
of a nurse. It also shows us the success of the marketing camptiugt i@ 5 ,Qvidich

Unilever tries hard to highlight the health leéts of their productdn the next period,
trucks covered witthebrand logo started to vigitevillagesin Anatoliaand hand out

margarines or foods cooked with margarines in the vikageres

Figure 12 Margarine handout event in a village squafeSandal cé, 2013)
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The marketing policy was involving the training of the sales representatives for an
intervention on the groceries for the presentation of margarines. My intervigivaa
kenli k had started his occupation in Unile

he also shared experiences as a sales representative:

AThere were special sale cars of Sana ¢c
one sales representatj\ad one carrier ereoccupied in it. We used to visit

every single grocerin our areas. Our first duty was the fridge. We were

going over every single margarine packagdswitching the expired packages

with new ones. The grocgownerswere getting astonished. They had never

seen such a service. ( é) The exposur e
packages had to have the biggest exposuesakalso located ithe place to

leap in the eye of a persavho enters the grocery. We were ewasiting the
storage area of the groceries and dust|
(kenl ik, 2019)

An indicator showinghe acceptance rate of margarine in Turkish culinary culture can

be tracedromthec o o ki ng books . E &ringpartarapiniontieadern Y e ] er
a pioneer cooking book writer in Turkey as mentioned in the previous chapter, studied

t he Gi r | mbisbookdnthishesiselleiso ok A Al aturka ve Al af
¥] r et Allturéa an@ Allafranga Style Food Studies) helassifies the fats

according to theiqualities. Although we observe only butter and clarified butter in the

early editionspublished in1945, in 1963 editiomme mentions the quality of Vita and

Sana margarine#lso, in any individual recipene mentions which fat or oil to cook

with. In most of the recipese suggests the readers to cook with (it&l e ] en, 196 3)
Starting from the end of 19506s ralnewspap

entrepreneurs impressed by the economic success of Unilever and established new

margarine brands in TurkeBy a researcimade inMilliyet newspapes, it is possible
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to come across of new margarine Dbrands I
Ka d e mdipweuer, none of thosearlybrands coulstruggle against Unilever and

survive foralongtimeBet ween the early trials, the onl
An i mportant agricultural sal es cooperat

established for # sales of figs and grapes and later on included cotton and olive oil

into the sales range. IN2@ f Mar ch 1963, Tarméwmargdriees annot
brand in newspapersvith a noticeof a competition for finding names for their two

products. Thedunder of the chosen names will be awarded wid®@ Turkish Liras.

TARIS

Izmir Uziim, Incir, Pamuk Ve Zeylinyéﬁl
Tarim Sahs Kooperatifleri  Birlikleri

IKI ISIM ARIYOR.

Her blel igin 3000 s nicadal Vededele,

Uziimde, Incirde, Famulia, }'.r--‘-ln;\‘amnl: TARIS, Sndl de vemoklik ve lab-
valilkk margarinde TARIS

Modern teloalk, mlkesnme! loaadits |08t ve 1ad. Sibhat ve kuvvet, TARIS vemek-
Lk ve kabvalulhk maspirmlosiode.

Yakrodagiyeaya okatak oelis yemckli® ve kahvaltlik margarinler igin ikl lsam
araniyor. Begentocek her b st cin baluna S000 liza miikdint. ikinciden enuncuya
kadar wehetelil Kiymarli hadlycler,

Ioimlue bos hatdl seemuomeli, s5ydenisi kolay ve abenkll olmals, hateeds tatulabil-
melidir, Begendlon svni iien bulabdar areenda Noter husurunds kusra  oekileeokii
Buldupunse isholeki $sios Ve ardpesiniele birhikte bie kigida yazp 10 Evlal 1963 tari-
e Madag asafidakl adrome poederehilinsine

ADRES:

TARIS

Postn Kutuss No: 220

IZMIR
CHASIN & 205 » 188 i

w--&

Figurel13STARKkKk Kzmir Fi g, Grape, Cotton and Olive Oil Sal es
margarine products. Finders of each name wilke&arded with 3000 liras. March 901963 Milliyet.

Lateron,in1%o0f January 1964, Tari kK announced tt}
newspaper advertisement. According to the advertisement, tens of thoofpedple

have offered names and betweasnthhundreds of people have offered the same name.
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The first offerors won the money award, also the company rewards some of the other

of ferors with the products

of

Tar

(an equivalent of Vita), and Tama fibre breakfast fat (an equivalent of Sana).
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mm“mmmmmﬁwﬂoo000000000000000000(

Figurel4dTar i k'
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fats.
names along with the informations of notery public and a letter of tifamk® m
January 1%, 1964 Milliyet.

S new

t he

cooking

and
board

i K. The
Tama for b
of Tari Kk t

Considering thénigh incidence of adultery in fats and oils in the previous years, it is

reasonabléo witness thesuccess of the brands which consunagesalreadyfamiliar

with andthe failure of newand unknowrenterpriseslt is possible to draw conclusion

that consumers prefer to purchase the margarines with a confidential names behind
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them. Another example indicating this result can be found in a notice published in
newspapers byfamous canned food company Tamek.fro8February 1963, Tamek
announced that there are fake Tamek brand margarines in the market which Tamek has
no concern with themandt hey donodt p r ohd wmatice wanmesrthg ar i ne .

consumers to avoid Tamek margas on market

TAMEK

KONSERVELERI

Sayin miisterilerine

Sirketimizin ticar! Onvani ve kiymetli
teveccithlerinize mazhar olmug gesitli
konservelerimizin kanunen misec-
cel markasin tegkil eden TAMEK
kelimesini aynen kullanarak ve ya-
zihs seklin taklit etmek suretile bir
firma tarafindan neball margarin ya-
guun  piyassya arzedildigi  Sgrenil-
miglir

Bu yuglarin $irketinuz ve doluyisile
mamuldtimizla bir giind alika ve mu-
nasebeti  bulunmadigimi Sirkelimizin
marka ve tinvanin haksiz olursk kul-
lanarak ticarl prensip ve durustiyi
ihlal  etong bulunan mezkar firma
hakkinds kanun voluna miiracast et-
tigimizi  muhterem misterilerioizin
ittilaina arzederiz.

TAMEK

KONSERVECILIK LTD. STI.

Oyl - ME6E CMITTL A w ol

Figure 15 Tamek Canned Food notice announcing that Tamek margarines are not produced by their company.
February &, 1963 Milliyet.
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Even though Unilever was the leader of the market,stire there was also an
opposition againsty n i | eexistenog BT urkey. The oppositions were based on two
fundamental reasons. Oneason of the opposition was about leaving the majority of
production of a staplwith a foreign brandAs mentioned above, by mii9 6 06 s t he
portion of Uni |l ever 60s -thod o the fats coosumedvims Cc OV €
Turkey. According to the opposition foreign brand covering a huge portion of a staple
should have been discussed as a food security pnoffiél urkey.According to this
aspect,local producers ofa nation should be competent to produce the staples
consumed by their own citizenBheaspect of theecondpposition waspproaching

to margarine as a public health issue dralving attention tohe correlation between
theincreasing cholesterol ratimcreasing obesity’ statistics of heart attaskand the

increasan margarine consumption

Osman Nuri K @994) wagshe proniir@rit &ctoof the opposition against

margarine K o -etepyead kis hachelérdegree as a veterinary and worked in the
armyafterward as a veterinarlater on, he had doctoral degreen biochemistry and

went toMissouri University as a visiting professdéifter he cameback to Turkey, he

worked inthe Meatand Fish Organization, Ministry of Agriculture and Ministry of
Educationas a nutrition specialistie was a unique intellectual in his years. As Yenal
mentions in an article about Ko-t¢rk AThe
calories, vitaminsan d mi ner al s( éfBotralsoKitowas a;setlof. practices

embodied arounthec | ass and gl obé@énal,R0l% e@p. 70718lh at i ons.
196006s hoalyimaectuat thlking and writing aboutotions like biopolitics,

hegemoniqutrition and food imperialism in Turkelmthel 96 06 s Ko -t ¢r k wr o

of books | i ke fiFear of Starvationo, iFood
Turkish Peopleo, AWorkers and Nutritional
% n those years fAfatnesso was used instead of obes
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SAGLIK BAKANLIGI VE MARGARINLER

Bir silire n-
ce Saghk Ba-
kanhfr, yurdu-
muzda gok ti-
ketilmeye bay-
lantan marga-
rinlerin  saglik
i¢in zararh ol-
madigr goriiyli-
nil savunan bir
apiklama  yapmis ve bu  agike
lama gazeteler vasitasiyvle ka-
mu oyuna duyurul

v Mar- o

«Halk saglgi meseleleri incelenirken halkin
yasantisini etkileyen ekonomik faktérler hesaba
katilmazsa yanlis hikme varilirs

Doc. Dr. Osman N. KOCTURK

mak isteylsi belirli bir yarpt ve
hitkme varmak igin gayret sac-

garinlerin ¢ok ve dengesiz hir se-
kilde kullamilmasiun saghk icin
gergekten tohlikeli oldugunu do
lambagh bir gekilde ifide etmek
suretiyle, esasen daha Goce ya-
yinladifimiz ve tartiyma Koouvsu
haline getirilmiy olan makalemiz-
deki jddislan: teyld etme duru-
muna girmis bulunan Bakanhign
bu hikiimle tezat teskil  eden
baska bir hilkme varmas: ve ga
yetelerin bamlarnda  (Margarin-
ler saghk icin vararh degil) sek-
linde baghiklarn kullamimey bu-
lunmas: benim gibi bir gok va
tandagmn dikkatinl cekmiy ve Ba
kanhktan bax munzam sorularin
sorulmasu Wizumlu bir hale ge-
tirmis bulunuyor.

Tebligde hig lizum  olmadify
halde bir husus dnemle belirtil-
miy ve inceleme yapilirken (mar-
garinlerin ve diger yaglann eko-
nomik, tarunsal ve politik yonlerl
diginda halk saghfs ve beslen-
mesl  ybniinden  Incelenmest..)
yolunun seglidigi ve bu suretie
bu hitkme vanidify seklinde bir
soklama yapinustir. Bitin bn

lerin  susturul-
MAST VeyA sus-
turnlmays ca-
ligimass  gibi
dolayll operas-
yonlar fle ¢ok
margarin ve az
bitkisel yag
kullanan  kigi~
ler haline ge-
tirildigi  Tirkiyede kalb  has-
tabklarmdan 8liim bundan do

gostermektedir, layr artomy bulunuyor, Tirkiyede
Halk saghifn meseleleri incele margarinlerin ¢ok  kullamiimaya
nirken hallan ve sag b £

Lifwa dolayl etkiler yapan eko-
nomik faktérierin ve bir tanm
memleketi olan Tirkiyede tanm

1955
bilylik gehirierdeki kalbten Slim
miktars 10031 den 15038 ya ka-
dar yilkselmistir. Bitiin bu agik-
Rana s halk tabakal

n
hesaba katlmamass yanhy bir
hesap yaparak yanly bir hilkme
varmak olur.

GCOK MARGARIN
YIYORUZ

Ihtiyngtan fazla ve ¢ok  mik-
tarda margarin yemenin  saghk
fgin zararh olacagy d

kadar
Saghk Bakanhgr yetkililerini de
uyarscafun ve Tirkiyede ibtiyag-
tan fazla ve ¢ok miktarda mar.
Farin yememize sebep olan sart-
larm meveut o'daguna inandira.
rak harckete gegirecegini  Gmit
ediyoruz. - Exasen daha dnce bas-
ka bir garetede bu koouda ynx
mig oldugumuz bir makale do
layisivle bir senatér tarafindan

Saghk Bakanlify yetkililerinin bi
um fikrimizde olmalarindan cid-
den memnuniyet duyuyoruz, Esa-
sen bu konuds yazilan makaleler
Incelenecek owrsa halka marga-
rinleri bir zebit olarak tamtma
difumuz ve sadece bitkisel yaglur
fle sert hayvansdl yaglar ve mar
garinler arasinda bir denge kur-
malars ve sadece margarinie bes-
lenmeyip, bunun  yaminda  bir
miktar da zeytinyags ve benrzerl
bl eaffin  GeaWessiabaass

(¥ fyet zama-
nin Saghk Bakanbgma lddialan-
mmn virit olup olmadifs hak-
kinda bir soru sorulmuy ve Ha-
kan iddiameda hakikat payr ol-
dugunu beyan ederek, Bakanlj:-
am yem gada maddeleri  tizigd
bazirianirken bu hususun dikknfe
shnacagim Wide etmigti. O giin
den ba yana tam iki buguk wil
peemiy ve Saghk Bakanhfumoom
bu husustaki  tutumu da hayli
deglgmistir,

Figurel6An article of Do-. Dr . Osman Nur i Ko-t¢rk in it

the Thinkers": Ministery of Health and Margarin€geptembers, 1965Milliyet.

he f a

Whi | e
focuseson two individual issued.he first one is the free or cheap aid coming fribwa
United Statesike Marshall Aid, Foodo r P.L. 480.

the food aid coming fromthe United $tescreates price fluctuations in theed

Ko-1t¢r k ¢ oninteryasonat rélagion suljects ihd espeaiallya n d

Peace and Acc
accepting countries and these fluctuations cause the bankruptcy of small food
At t he t he t he
sour ces 0,ahdcdnserved foade ad buyngualified calarievd e r
2 &ditdn, p .

developing food exporter countrieshich were depeded on agricultural products

producer s. end of day, gran

cal ori e
sources like olive oil in return for cheap pricésKk o - t ¢ r k, 56
become indigent to the ships coming frira United Statesloaded with crops. Briefly,

nLws. t he
policy. For this goal, they use Marshall Aid, Fdod Pea e

2009, p. 51)

starvationo i

RKbo-t48&., 0

repl aces 6fear of n s

and
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Ko-t¢rkbés second target after tiHedakeSmer i car
the margarine industry in the same group with tire, plastic and medicine indastries

an assemly industry.( Ko - t ¢ r k, THHstneads by the charicg ¢f cheap labor,

Turkish companies buy the parts of products, assembly them here and acts like they are
manufacturers. Of courséhis analogy does natompleely explain the production

model of margarine in Turkey, but in this caBe implies the usage of stwganoil
thatcame along witiP.L.4 80 Uni | ever . Ko-t¢grk consi der s
into the Turkish market as a continuation of acceptanc@roérican aidwhich he is

againstboth( Ko-t ¢r k, 2009, p. 56)

Gazetamizde 9 H.nlnm Curpmb- rarh ohlubbm belirten ynz  teplad
lintl gkan ve buglin- Asaidn skt garilail

Bazi yag ve margarinler | LSRR R i
viicuda zararh midir? | Margarlnler Insan
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Figure 17 A discussion about the impacts of margarine to human body. Two articles published in the same column
in four days.Chemistry PhD. Nadir Bircan claims that margarine does not have bad impacts on human body.

June ¥, 1965 Milliyet (On left) Four days latr ~ Nu r i Ko-t¢rk writes about the harn
human body. (On right)clTdhemeamtticombotvleatkoA Thre kihswapdper r
readers about Bircanés article published 4 days ago. /

June 18" 1965 Milliyet.
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Unilever enjoyed te monopolistic market conditiona Turkey for around25 years.

The companysucceeded to introduce this new edible product to consumers and
managed to increase the production capacityevehueboth forSanaandVita every

single year above the previous year. The sale records of the first 12 years can show us

the massive successof Unileek i n t he ear |l y ytaboadkon The r e
the History of Unilever in Turkey K b2815, p. 228By themi d 1 YUkil€vérs ,

supplied onghird of all fat and oil consumed in Turkgyones, 2007, p. 92)

Sale Amount of Sana and Vita Per Year (Ton)
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Figure 18 Sale Amount of Sana and VRar Year Between 1953 and 1965
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Figure 19 Revenueof Sana and Vita Per Ye&8etween 1953 and 1965
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3.2.3. Oligopolistic Margarine Market and Shortage Yeardn Turkey

Bythemid1 9 7006 s t he mo coondfian$ hawturneddantoamaligdpadidtic
market after the investors in Turkey noticed the high profits of Unilévae of the

strongest competitors of Unilever margarines wasiar, establisheth 1976by Vehbi

Ko - , who had refused t ooflnifeveeinthel B8 6buandes

deeply regret it(Fieldhouse S. , 1978, p. 60A)f t er t he second half

dozens of margarine brands have entered the market. Targeting different audiences,
serving different type of margarines. Yayla, Evin, Nebdgera, EmaBirma, Ona,

Luna, Niva,Tama,Asya, DoyaEvet,G & dSaa,b a h , Besl er, Hal k,
of them. Meanwhile, Unilevealso ha served several different brands for different
target marketéike Stella, Bskin, Nefis, EvaAsta, SanellaSupra, Tad, Rama, Flora,
Becel, Livio andLinera. Between thgide products of Unilevewo premiumproducts;

Rama and Becel have succeedeldd@ccepted by consumers

Both Rama and Becel were produced for upgggment consumers. Rama became
promi nent with the extra miWwhchhesddent i on
highlighted in the advertisements several times. Unlike Sana, the advertisements of
Rama were not hesitating to use the images of village. Thetambments were full of

crops, cows, milk in wooden buckets, farmie. It goes along with the aforementioned
example given by | nsal Oskay. The more
highlighting the natural peculiarities rise up. But on thepttand, the advertisements
alsomention A T h e s sof éxtrarmdk textured margarines are consumed more in
the modern and Weeltiek ,n ICh3hé dthepharsd, 1B&cel
highlights the health ben&f of the product. The product ibeen produced ithe

Netherlands sincihel 9 6 (Olgesame of the margarineitsea b br evi ati on of

H¢ n

a |

r

Chol esterol Loweringo. The adverti sements

family more than the other magnes. The women in the Becel advertisements are

shot out of the kitchen, spending timetire public sphere, driving caetc. In the
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furtherchapterone Becel advertisement will be analyzed and more informabont
w o me n 0is Becebadwertisementan beseen below.

Ontheotherhand,i nce t he beginni ng odstartedfotbed s a
margarine market and it was revealed 1976 Not only Unilever, but all the new
brands would face the same probleomgil the 1 9 8 .0Tbesproblemsexperienced
between 1976 and 198fave occurreexactly in accordance with the predictions of

Os man Nur iHugK onpdactg otke.global eventsinto fragile and import
substitution industrialized food market of Turkey.

The warbetween Arab states and Israel in 1973 also knasvYom Kippur War ha
caused a limitation for the petrol exchange worldwide whigtehded up with a 400%
price increase on petroleum and caused a huge indredssnsportationcosts In
addition topetroleum crisisthe invasion of Cyprus by Turkish forces ended up with

an embargo of arms to Turkey. Even though the embargo did not conclude the
foodstuffs, the search for the arms from different countries had catesgthtionn

the economy.

Afterward, the foreign exchange gap and the dependency of foreign raw materials of
margarine like soy seed oil have caused a shortage of raw materials and
underproduction in accordande. addition to thisstate supervisiomas not letting
margarine companidacrease the prices even though the inflation was climisog.
example, fom 1976 to 1979, Unilever talosed every year itheloss. The revenue

of the company in 1979 was approximately one fifth of the revenue of {9K&b a r ,
2015, pp. 266 275) Because of the margarine raw material shortage, the margarine
factories were not able to run in full capacities and supply the high demand of the
market.Finally, the press and the public started to blame the marganmgaces for
stockpiling.
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As a responsehe stateauthorizel TARKO (Agriculture Cooperative Association) to
distribute and sell the products of Unilevéfowever, an alien institution tthe
distribution process of the companyshast made the operation more complex, and
finally, the queues, stockpiles of traders and smuggling of margarine became a part of

daily life.

FATIH'TE BIR
DEPODA BULUNAN
1.5 TON MARGARIN
HALKA SATILDI

Caddesi'nde Rifat Cagatoy-
a ait depoda bulunan {.—
meklik margarin yaguu he-

thketmistir, '_
Zabita Madird - lumet
Silahqilar, “Hallan destegi
ile tim stokqulsnn
qkanlacagimi® st ylomiy,
“Halk stokguluk yaptigzina

ax.nzzsnin'n:"lloé_.

numersh dir-
Lidi 5 bt Ele gegirilen margarinier, belealye zabitasinin gozenminde
gorevi koluylagr" demigtir. halka satilirken (BAHATTIN SENOL)

Figure 20 1.5 tons of margarine found in storage in Fatih sold to the people. Ja@68yy1979 Milliyet
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Yag kamyonunu kagirmak
isteyen 4 kisi polisle
catist, 1 kisi oldi
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Figure 214 people trying to kidnap a fat truck had a gunfight with police, 1 died. Ja®fay979 Milliyet

YAG KUYRUGU VE TARTISAN 2 BAKAN

Ticaret Bakan: Teoman Képriltler ile Yerel Yonetim Bakan: Mahmut Oul-' ‘e, Yag senin bahlnhkm
dagitamaz. Benim bakanbffun doguacok” kevgas: yaparlarken halk, saatlerce yof kuyrugunda
bekliyor ve soruna neden bir ¢zlim bulunamadifn bir tirli anlayamiyordu,

Figure 22 Fat queue and two arguing ministers. Octobe‘F,IBQ?gMiIIiyet.
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While ending thedlecadeof1 9 706s and the APostwar Erao cl
the final images of this periodvere the long queuesf people trying to buy some
margarine and bottled LPG gé®naran, 2015, pp. 4246) The significant issue about

this situation is, all the goods that people are waitinth@gueue have entered into

their livesonly 157 20 years ago and became essential necessities of a normal family

in a short time. Féihg short of these goodsy the impacts of global criséss caused

huge chaos irthe country, whichconquered all the politic debategwsand daily

routines® etc. The goods have entered into the kitchens for modernizing the lifestyles

and increase comfort, habsemmethe source of caustic problems. All the shortage
probl ems had brought a standstil!/ to the
goals. The solutiorwould come with the normalization dhe global economy;
neverthelesshe state hmdecided to increase the liberalization of the economy with
fiJanu@be c i2iThis mewdorder woulahot only make foreign goods more
reachable in the local markétt also would start a new regime thie food market in

Turkey.

33.198006s alnbdralizafion & Food Market

By 1980, Turkish economleft the statist and closed economggimesbehind and

turnedits face into liberalized economic doctrines. The first and the biggest step of the

new doctrines wre iJanudrec24i onso prepared by F
Undersecretary Turgut ¥zal devaN&ionineraagen o mi ¢ f
on the SEE goods prisge setting loose of price control and deregulation on the
penetration of international capit&riefly, this economic doctrine was the structural

adjustment program imposed uptvF, which has been implemented to several

38 Queues of the margarine and bottles LPG gas can be seen cgnimitiel Turkish movies of the
19706s. Maybe the most famous movie mentioning the
Cleaners) directed by Zeki ¥kten in 1977.
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developing countries as we{Boratav, 2016, pp. 149150)In the next monthghese
doctrines would be supported with a military coup in order to eliminate the riots and

civil commotions against.

Zafer Yenal summarizes the impactsJanuary 2% Decisions on food industrgnd

the household consumption patteimshreen e adi ngs: fA (i) deregul at
production and foreign trade, (ii) increasing penetration of international capital into
agriculture and food productioand (iii) concentration andupermarketizatiasin the

di stri but {Yenal 2000, p.f64lEact of these three headiruyssdifferent

individual consequences on the production systems, marketing strategies, and

consumption habits of foodstuff. Between these three developmentsydgest direct

impact on the markef fatsandoilshas e en caused by dipnof ) i ncr e
i nternational capital i nto agriculture anct
and Osupermarketizationd in the distribut

indirect impacts. Therefore,ihchapter will focus on these two developmentsrider

to study the changés food and oil markets between 1980 and 2019.

Starting fromthel 9 8 Dudkey was aemarkable antertile market for transnational
food comparmesto penetrate intcAs mentioned by Yenal, Walter Marketing Magazine
summarizeshe advantages of Turkish food markefiie points in an issue published
in 1987:

fiR]elativelylow cost of most basic food items, low cost of local manpower,
strategic geographic location, opportunities resulting from the phased
withdrawal of the pulic sector manufacturers, the very attractive package of
i nvest ment and (Yenalp20QOt i ncenti ves. 0

Industrial capital hacaused a significant change in the food market of Turkey and the

reflection of this change on the fats and oils market was the increase of the
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differentiated products such as healthy, diet, low cholesterol, heart friendly, natural,
in the further yearsecologic friendlyhigh-endmarket productswith the help of the
more penetrated international capiabt only for the food industry but also mass
communication tools havesignificant impact on itdiet, healthy, and ecologic food

industry have risenpuwith a massive acceleration starting from thetla¢el 9 9 0 6 s .

It is necessary to make a brief summary of the industrialized diet indugtrg giobal

level and the tight bonds of this industry with differentiated products. The struggle

against corong diseases, cholesterol levetsmd obesity date back thel 9 7 0AS s .

research made byrlited StatesCommittee on Nutrition in order to understand the

reasons uprising obesity and coronary diseases pebish d oc ument <cal | ed
Goals forthe Unité St at es 0. T h e he aauandanage pdriodsafteothes t hat
Second World War made expensive food products like meat, dairy products, sugar and

fats much more reachable than befdda. the other hand, lots of other nations who

follow traditional dietsobserve much lower rates of these chronic diseé&Be#ian,

2007)The major source of showing the connection between traditional diets and low
coronary disease rates are conducted by Ancel Keys bete#dn 9 6 06 s and 1970
In 1980, he would collect al | those studi
Mul tivariate Anal ysis of AceoadindgitoRoltad, th&€or onar
committee was planning to suggest Americans to consume less red mheddign

products. However, the pressure coming from the food companies did not let the
committee publish such report and made a change on the emphasis of the report and
turned it i nto AHaBdfishotlatewil mdued satyratépaotu | itmtyak e. O
(Pollan, 2007)rhis small change in emphasis was the first step of a structural change
inftheheal t hy f o onited Statesand afterwaiholedvorld. By this

change the method of conscious nourishmens harnedinto a scientificmethod,
whichcanbec al | ed as fAnutri ti ofmt heafthynoudhmedt t hi s r

comes with consuming fAlow fato, fAdietodo or
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Even thoughmportant scientific studiebad been running in the samearg Ancel

Keys was accepted as a pioneer biologist mtéd Statesby the researches he had

conducted about the relation between food consumption habits and coronary disease.

Even though his studies have carried himself on the cover of Time magazine, his

studies have been ignored. After years of studies on different digs$ adund the

world, he had reached the facts ttetMediterranean diet is tHeealthiestdiet around

the world. He summarized his studies in a
the Mediterranean Wayhe. mRy negdiabtes fruit,a me asrre v
fish, bread and pasta with moderate amounts of dairy products and wine, and large
qguant i ti es(Muelfer, 2013jpv286) oi | 0 .

Howevera si mpl e solution | ike Aconsuming | ess
be a profitable solution for the big food producers. Instead, they have advertised and
promoted their differentiated products solution for the health diseases and increasing
obesity and fulfilled the market with skimmed milk, diet, heart friendly, vitamin

addition, and so on foodstuff.

3.3.1. Rise of Ecologic and Healthy Food Industry:

Diet and healthy food industrwhich started inhel 96 06 s have reached a
the2 0 0 O 6he warldh Aldo, ecologic and organic foaulustries, which have an

opposition to the existing industrial food industiso have turned into an industry and
participated in the new fashion of consumption habitghB 0 0 @héTaurkish food

market was not a follower of 20 years later but it is deeply bounded up with the recent
market. So, the new trends like ecologic and organic food market became the new

trends in Turkeyjuite rapidly.

These new trends around ecologic, orgaaia healtli foods have createdn

individual market rapidly And obviously there vasno place for margarine in ¢se

102



new consumption trends. Osman Nuand Ko-1t ¢
coronary diseasesarted to be discussed mordinmedical dotors and public health
specialistghe 1 9 9 .0Afies the recorebreaking sales of Sana margarine in 1990 the

sales fell down regularlf. Kbar , 2015, p. 305)

While margarinecannotfind a place on its own in the nexeologic and healthy food
industry, big food companieither international or locashowedthree individual
reactiors against this new trend.he frst reaction was claiminthat their product is
different, more special and healthier than the other ofes.®cond reaction was
cutting down the advertisement budgets of margarine and spending the energy on
industrial sales like restaurants and cafetefi&® third reaction wasncreasing the
investments on olive oil and butter production, therefore finding methods to produce
them for cheaper prices and grab a bigger
As a result of increasing penetration of foreign investmerth@food market, and
change of consumption patterns at the same time, we olsdrigechange handf

food brands and production facilities between-fageign or local companies starting

fromtheendothe1 9800s to today.

This period starts withthelae r o f Ay mar margarines owhed
with Dosan conserved food factory and Fidan brand owned by Unilever, Then

Unil ever buying 51% of olive oil brand Kom
buying Unil ever 0s amanrlg8inilevecbuyingBestfoodsyin i n Ad
2000,Be ki r ¥zyert (raw mat er i atrademarkampdl i er of
production facilities of Aymar in 2002, Soros Investment buyhmy trademark and
production faciliti es nooflbramdiYuduinand elive oib i | br a
brand Komili in 2003, National Bank of Kuwait buying the same three brands in 2007,

Cargill buying the oldest margag  br and Turyaj in 2014 can

examples of the big trading period of fat and oil marketunkey. It would not be
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reasonable to claim that this period has ended, but probably the commodities in the

market will continue to be tracing hands in the short future.

The biggest change in thperiod, whichbecame more visible ihpe2 0006 s i s, t h
urbanized and uppeshiddle consumers changing consumption habits into foods like
butterandilthatt hey assume mor e fAnat ythemdtuwanesed nor g
and health effects of the foods producedamindustrial scaleare controversial. In

addition, a huge amount of research and scholar claims thatatgarine, which the

people refuse to buygre creeping back by the milk, cream, cheésst, food and

catering industries. But these arguments and scholars will not be discussed in this

dissertation considering the huge size of the &8pic

3.4.Conclusion:

This chapter starts with a general overview of the economic polictes eérly years

of TurkishRepublic in order to have a deeper understanding of the food market. The
studies show uthatthefood market acted in continuity with the Ottoman period and
had been dependent on small producers like local diaries, small farms, slaughterhouses
etc. durhg the early years tfieRepublic.Also, inthe early years, the nutrition policies

of the state have found the solution on establishing sevdtdE fér sustainingstaples

such asneat, fish, milk and otheraity goods, sugar, tobacogegetables to thatizens

at an affordable price. By #sepolicies the state was not aiming to solve the food
security problems but also creating jobs for the citizens nationwide, regulating the food

market and sustaining the fundamental foodstuff for affordable phtmeertheless,

39 Readers looking for more information about the impacts of industrialized orgadicrfarket can

check ABig Organicdo chapter of fAOmnivoreds Dil emma
information about the creeping back of the fats which refused by the consumers, readers can check
iSsal t, Fat, Sugaro written by Michael Mo s s .
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the food market kept on being dependent on small producers spread around the country
both in the urban and countryside.

By the end of the Second World Warset of changes hatarted in the food market

in Turkey. For the statesidiae most important development was the food aid received
from the United States by Marshall Platater on cheap foodstuff under the Public
Law 480 and finally high yielding seeds of Green Revolutiar.the market side, the
biggest change was the estshinent ofthe margarine factory in Istanbwlith the
partnership of global food compawaynotUni | eve
an importantdevelopment about fat and oil market in Turkayt also a massive impact

of the nationwide food markéiecause noof the food companies have created such
distribution network or run such big marketing campaigere As mentioned by
Ayhan kenl i &shapddrhie hdeertising, trangportation, press and media
i ndustries stimTukeyng from 19500s

Unilever played a crucial role in introducing margarine to Turkish consumers.
Nationwide introduction and tasting events, advertisemantswspapers, magazines
and billboards played an important role in the early years. Also, the compattyehad
opportunityof promotingthemargarine in Turkey. Unlike the association with poverty
European countries, margarine shheen associated with westernization, high
technology and modernism in Turkeyy the chance of thBritish and Dutch roots of
Unilever. Besides, the companyshtaghlighted these specifications frequently in the
advertisements along with the health, nutritional values and motherhood netiis
have let margarine bemea very fundamental stapletine whole country. Finally, the

i ndul gence of Turkish people to butter <co
ability to imitate butter successfully and the cheap proesparedo butter have very

important roles in this success of Unilever to daterthe fat market in Turkey.
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By 197006s Umaedbstaclesrinddpendert fom each otkast of all, the
cardiovascular health concerns around the saturated fat consumption started to be
discussedn media andhepublic opinion. Since the mgarine has the biggest portion

of the market, the discussion mostly shaped around the marg@esides, the health

concerned oppositions about margarinerexcombined with antivestern and anti

American policies because the establishment of Unilevecamapleted right after the
Marshall Aid and al so i n tdbeenpossiblebythg ear s U
consumption of cottonseed oil imported froime United States under the treatment of
PL.480.Second obstacl e was tneotsiathe margatinee pr en e
industry after Unilever have succeeded to introduce this new foodstuff to the country.

Losing the monopolistic market was not only a problem for sharing the customers but

also sharing the limited raw materials was a problem focdhgany. The limitedness

of the raw material takes us to the third obstathe oil shock in 1973 in continuation

of Yom Kippur War and Turkeyods invasion o
resulted asmnimportant shortage of daily consumption goodseldasn impors. The

most impactful shortages thep u b | i onérethedagkeof bottled LPG gas and

margarine. The shortagedv@sultedin having long queues for the people demanding

LPG gas bottles and margari neUnleeswaa Si gni

accused of these shortages most of the time.

Fromthe1 98006s to nowadays, we wiihthefoml sever ¢
market. First and foremost, the deregulation of the market, rise of international capital

in the food market, increasef supermarketization and Fordist consumption habits in
accordanceDeregulation of thenarket starts with the 34of January decisions in

198Q which allows the penetration of international capital into national industries. Of
coursethe food market antherefore the consumption habits receive a huge ingract

the new actors of the market. Yet, the most important impaag@earedvithin the

early 20006s by the rise of ecologic and o
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Increasing obesity and cardiovascularedisesaround the globend forthcoming

climate crisis haveaused a big changa the perception of food and consumption

habits aroundhe global market. Withithe2 0006 s we can witheness a
demandfor ecologic, organic and healthy food cangption which the same fashion

has surrounded the consumers in Turkey as vielihe new trend, unnatural foods like

margarine do not symbolize the affluence and modern lifestyle anymore, but the old
consumption patterns are highly appreciated. Newdigta oaches | i ke fAMedi
Dieto of Antell9 4K0edyws afnrdom Pal eo Oronethed of RO
19706s are much appr ec,raidna mutritomprogramsh e cal or

The arguments about the health impacts of margams&diet approacheandlack

of appreciation of modern food production systems have causedia falirgarine
salesinretailsincknel 9906s. After this period many ma
down, investedin professional sales such as hotels, cafestaurants, catering
companiesetc. and started to inveist butter and olive oil production. However, the

biggest producer in Turkey, Unilever keeps advertising for end users even though they

spend much less effort than the previous years. The neptieclzams to follow the rise

and fall ofthemargarine sector through the television advertisements of Unilever.

107



4. COMPARATIVE ANALYSIS OF FIVE UNILEVER MARGARINE
ADVERTISEMENTS:

This chapter is going to condua comparative analysis @ilve different television
advertisements f Uni | ever 0s broadcastea@ in Turkish TV chammelss
The study aims to have a deeper understanding of the aforementioned marketing know
how of Unilever which allows the company have great economic success since it
entered into the market. The comparative analysis will inclutiee different
advertisements broadcasted in different decades starting from the first TV
advertisement that Unilever broadcasted in 1972.

The study aims to develop an understandaighe progress of the communication

strategies of the company through decades while the consumer habits, market
conditions, economic conditions of the co
changein time. Also, the chapter will study the highlighted features of their products

according to the new developments and clkangpublic opinions about margarine

and general consumption habits of foodstuff.

In order tostudy the impacts of the advertisement and understand the developments of
communication strategies in historical context, the chapter includes five different
television advertisements of Unilever, and each advertisement will symbolize one
decade. The compative analysis between five different TV advertisements will be

analyzed through the symbolization of family, symbolization of housewife, and
deconstruction of messages that advertisement aims to forward. The advertiseenents

chosen to exemplify the maet strategiesihn 9 706s, 2000d4dremSamad 201006
1980 @V¥ita advertisementand 19 9 0 0 sadvertssemant. Blletlee éShna
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advertisementsvere found fromt he Yout ube acc d®andtsingef Sana

Vita*! and BeceF advertisemestwerefoundfrom nostalgic advertisement accounts.

4.1.Theoretical Background of Advertisements

Before starting the comparative analysis of the Unilever margarine advertiseinents,
would be helpful to start the discussion from the theoretical background of
consumerismadvertisementsand marketingMany scholars studying around and
advertisements are agreed around the comment that consumerism is not only based on
consuming the goods that needed byatiesumerput it relies on consuming a set of
symbols, bjects and values(Baudrillard, 1999, p. 7A)Yenal, 2000, p. 161) Daj t a K ,
2012, p. 77)Through the advertisementny goods or servicasan be fulfilled with
symbols and meanings beyond their intrinsic value and let the consumers satisfy their
desires by the meanings and symbols along with thealses As advertisements are

the major tools for penetrating inmnsumerd perceptionit needs a set of tools.

According toGillian Dyer, these tools are the shared cultures.

A[ Cl] ommuni cator and receiver share a ci
reference. The advertiser employs language, images, ideas and values drawn

from the culture, ad assembles a messagich is fed back into the culture.

Both communicator and receiver are products of the culthey share its

me a n i (Dyes 20@9, p. 9)

Stuart Ewen takes this idea skep further and claimsthat the development of
consumerismlme x ceeded the MAsharing deshareddt ur eo |
culture He claims that the industry fiareated a nevdefinition of family, which

40 https//www.youtube.com/user/sanabirtarifimvarl
41 https://youtu.be/iHOmMrjd743c
42 https://youtu.be/GwuNwfbaoQg?t=1332
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Awoul d mesh with the ge é&wen, 200, ptlh3gsapr oduct i
example he showghe works performed by Christine Frederick, a home econpmist

business strategist aatso a pioneer dhe concept chdvertisingo women.Frederick,

had written several manual books for advertisers and manufaajuidisg for usage

of special methods for selling more products to housewivesbookd i ke A The New

Housekeeping: Efficiency Studi es i n Ho me
ThemselvesandifCt t he Cost so, AHousehold Engineer
ASel |l i ng Mr are aféew of shem(Ruthérford, 2003)One important

discoveyof Frederickb wasia di rect and vital byoskd ness 1|

| ove and (Emeny2001,agl34ventually turned into a big promotion of

young and happy marriages and their portrayal in advertisements.

The fundamental working method of advertisements realizesighradding extra

values on the commodities and aestheticizing the commaodities through these values.

The additionalvaluelsdo e en r ef erred as fAexchange value
by Baudrillard in the upcoming years. Adorno draws attention to #irengodominance

of exchange value against the original -vaéue and let the usevalue to become

secondary in timgFeatherstone, 2007, p. 6B)e highlighting of additional value can

be implemented througlhhe aestleticization of everyday life. It is centrdbr

development of consumer culturgeatherstone, 2007, p. 6l an introduction to
communicatiorbook | nsal Oskay gives an example of

anexemplified margarine advertisement:

AA margarine advertisement with a | ead
sensitive about her husbandds needs, c
would involve the thoughts and concerns of the receiver about nexarad)

womanhood as much as their thoughts and concerns about the margarines and
margarine brands into her decision of

reason we donot advertise wibhagebof i ne as

110



verbal and visual codificain, exaggerated emotional values, inside of a-well
furnished apartment consumed by a happy family with healthy and plenty
children. The maimeasorfor preparing such discourse is, selling the margarine
through d&he happinessof familyd and donglived apeal of a prudent
housewif@0 (Oskay, 2019, pp. 2829)

Another approacpropoundedy John Fiskeborrowed by Barthes and LeStrauss
suggests us to look at the myths to understand the core meaningertifathentsHe

states that thadvertisementare commonly inspired by the primitive myths and they

are prone to use the tools of myths such as archetypes or struggles between dualities
etc. In addition, our contemporary culture creates myths as well and they are also
commonly used by the advertiserntgeibecause the myths are an easy and powerful

method toconvey a message directly.

AA myth is a story by which a culture ¢
reality or nature. Primitive myths are about life and death, men and gods, good

and evil. Oursophisticated myths are about masculinity and femininity, about

the family, about the succeszbout the British policeman, about science. A

myt h, for Barthes, is a cultureds way

conceptualizing or understandin@ifFiske, 2002, p. 88)

The advertisements of oils and fats mostly direct their messages to hous&aives
would be helpful to take a look at the family notion in the context of advertising. Family

as a target market to an advertisement, also faraltyng with love, motherhood,

caringetcr-as a representation in theaygaAdaer ti sem
G¢l erce, Awhi ch meanis menober s ,hajnpudsthel iskuen a
( Al ag®° z, 2 M OtHe, postpordist Zdripd the market conditions and

advertisement business identthe nuclear familys an organizational form gathered
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around the organization of production and consumption ensé@ithome as an arena
primarily of consumption(Ewen, 2001, p. 135)

According to Ewen, romanticism is a profitable weapgainst an outmoded authority
used by businessmen in favor of a new disven, 2001, p. 134Again, Christine
Frederick appears as the actor drawing attention to romantic feelings, love of family
and wo me n thefamilyoas a todl servicen advertisement busines8.T h e
extension of credit to the family, she argued, would not only increase the ability to
consume, but would also subsidize the home role of women who should, she felt, direct
much of this consumptio . (Ewen, 2001, p. 135)

Young and happy couple ime ofthe most exploitedtereotypedy thefood industry,
especially in margarine advertisements. Whetherrtdte model happy couplés
portrayed together in the khen or at the dinner table, or the women alone in the
kitchen, the receiver can understand that she is in a happy relationship with her
husband, who is not in the house ya&fter the happy coupleor happy family, the

second most used notion is mothertio Love of the mother, ability of caring,
protecting the infants from unseen dangers in the house such as germs, or supplying
unseen benefits to them such as vitamins, minerals or nutritional values through the

advertised commodities.

4.2.Comparative Analysis of Unilever Margarine Advertisements on

Television:

Thi s chapter wi || study t he comparative
advertisements broadcasted on television. The analysis aims to have a deeper
understanding of the marketing kndwew of he companywhich assumed to be

beyond the standards afregular advertising agencyTurkey especially ithe early

years of compan 6estrance into the Turkish market. Since, the entrance of television
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to Turkey is in 196§Aksoy & Batmaz, 1995, p. 3nd the first advertisements on

television was broadcasted in 197ZT o k g ° z , 1 SBcampargtive analysis)

wi || start from 1970086s and ravwergdeyadecuntb ne t el
201006s. Each decaded6és individual advertise
used in the advertisement and also in the conditions of the time per®dxemplified
advertisements have been chosen according to their re@tesemower of the main

stream messages of each decdde study aims talevelopan insightaboutthe
communication strategies of the company and understand the #&bitigvelop an

attitude towards conditions of the specific time periods, and how #tiseles show

an alteration for different conditions in different time periods.

The advertisementgvhich will be analyzed belowmeeton severacommon grounds.

First of all, all the advertisements have a strengphasis on family notion. In all the
advertisements the main character is a woman. She appeatsoasewife inthe

19706s, 19806s and 19906s advertisements
grandmot her and in 201006s sawlfeevho dookswetme nt s h
SanaAlso, all the advertisements highlight the emotional benefits much more than the
functional benefits of the specific margarine brands.

4.2.1. Unilever Margarine Advertisementinthel 9 7 0 6 s :

The broadcasting of advertisementsTiv startedon 1972in Turkey. Also, the first
advertisement of Unilever products (Sana) was broadcasted in (18¥12-1) So, we

can say that Unilever is one of the first advertisers in Turkey. It is not a surprise
consideriig that Unilever is one of the biggest advertisers in the whole world along
with Procter & Gamble sindelate 19" century.

The advertisement soneshotfilm and we see only the hands of the characters. The

work can beseenas a progressive advertisembnée cause it doesndt use
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suggesting language unlike most of the early advertisements but jnstelaolws a
sweet love story between a young and happy colipke film starts witrshowingthe

hands of a housefe cooking for her husband. All the appetizing food products are
aligned on the kitchen bench and waiting to be prepared for the food. Also, some
kitchen appliance shawp too during the pan of the camera highlighting the domestic
valuesof the environmet. Later, theaudiences heghem a nwise and see hisand

on the kitchen benctoo. He drops the bread onto the bench and #taga daily
conversatiorshowing the audiendbat man just came back from work with a loaf of

bread.

While the marriecdouple hathedaily conversation, the camera follows the hands, and
the hands move around the package of Sana. thestoman puts a piece of Sana into

the potwhile she is cooking dish. Then, the man pulls the Sana packageont of

him and spreadt on bread and eatThe advertisement highlights that Sana can be
consumed as both in the dishaw aspread on the bread. Sindke entrance tthe

Turkish market, the brand &aighlighted the doublearreled usage area very often.
Second time heits to eat some bread with Sana spread dineitwife holds his hand

to prevent because she is cooking. Holding hand turns into a romantic gesture and the

voiceover gives the message: ASana, happy

ad

!
4 M L =—GrA
Figure 23 Sana (1972) Hands ofa happyandyoung couplén the kitchen
As mentioned in the theoretical background of advertiseméims,emphasis of
romantic love and happy marriagehighly used in margarine advertisementhis
advertisement is a fundamental exampletleé usageromantic love and happy
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marriage.As also mentioned in the previous chapter, Christine Frederick has an
important rolein shaping the marketing strategies and advertisements in general,

suggest thérands to shape the message of foodstuff advertisements to women instead

of men. Because of womendés more active r o0l
buying the foodstuff. I n her words: i Wo ma |
becauseofhwecondary position to man. (é) She t

the very reason t hat s hqRuthaford 2003, p46) t he f o

Besidesthe romantic love between young coupieiddle-class symbols aralso

highlighted in the advertisemems we understand from his wrists, the husband is

wearing a suit, hence working in a whdellar job and carrying bread to home wrapped

in paper. Also, countertop stoves were the rising midilessymbols of Turkey ithe

1 9 7 @Gnaran, 2015, p. 43jaybe, the only missing part of an aestheticized middle

class life in this advertisement is happy children. They can be excluded to keep the

story simplerortoipr ove t he fAyoung and moderno emph
his studiesEwenmentions thatonsumer societycreates a lifestyle illusion on people

through the goods they consunfeDaj t a kK , 2ZI0iNiBea cap tell ug e

intensive usage of upper mideti&ass symbols all around the advertisement and putting

Sana margarine into middle of them.

4.2.2. Unilever Margarine Advertisementinthel 9 8 0 0 s :

The | ead character of tmhmencadyéwmnut iad esme nktn c
Aykeci k (Little Ayke) a ffURe2Agykeuask civakd
welkk nown film series in 19606s. The movi es
precocious, friendly but prankstlittle g i r | . I n the advertisemen:;
and becomes a |l ovely housewife. The wat che

how she makes the correct decisions to get rid of the troubles, and now they see her as
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a housewifeShe speaks as a natliauthority angheprefers tocook withVita all the

time.

The advertisement starts with a short seq
Then, we see Zeynep Dejirmenciojlu watchir
the house with her childred.ej i r menci oj l u directl,shespeaks
identifies herself and safi | hrawa gp and became a housewi
her monologue with the audience while she codlk#ls how much everyone adores

her dish andherole of Vita fats forthe deliciousness of her disBimultaneously the

film focuses on close up shootingsteeaudience can be eyewitnesses to her success.
Meanwhile her children smell the cooked dish and come to the kitchen. She offers one

to her children and thaudence hears he v oi ceover AVvita, t he

mouths from yesterday to today.

Figure24Vita (1841 Zeynep Dejirmenciojlu cooking with Vi
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WhenDej i rmenci ojl u of f er s hessongiges &flowedin t o her
return. So, she gets a reward because shesatglicious foodA video prepared by

Unilever's head office and distributed to marketing departments attracts attention to a

real ity that AMot hers feel fruatheyaeed and
seen as servants i n t hmotherzeimg appyeciatedylnere f | owe
family because sheoks delicious foodith the opportunityf using Vitalt is another

secret successful part of this campaign produced under the coarfesy Uni | ev er 0 s

supervisory.

The advertisement is entirely filled with motherhood and caring messages. Although
surprisingly there is no single reference for health, nutritional values or any pediatric
developmenissues She speaks as a powerful symbohobt her 6 s pri de and
praise Dejirmenciojlu only speaks about the
appreciated both kyerchildren andalsoadults. It looks like a simple suggestion from

a housewife to another. But the audience laitthws haisewifesince she was a little

girl, which strengtheathe connection between the mediator and audiehbe slogan

of the advertisement &lso asimple ecogni ti on of the product.
i n our mouths from vy eohisadthiyg néewpcorttrarityay . 0 |t
highlights the stableness of the product.

4.2.3. Unilever Margarine Advertisementinthel 9 9 0 0 s :

The prominentUnilever advertisement ithe1 99 06s i s (URL-B8)MAs Bec e |
mentioned in th@revious chapter Becelmargarinestands out with the health benefits

especially for thédenefits forcardiovasculahealthbetween the margarine products

Name of the brand comes from the abbreviat
all the advertisments of Becel are based on lowering blood cholesterol and ¢aring

the health ofthe heart.Unlike most of the margarine advertisemenks dnalyzed

advertisement doesndét pr omi se tasteyrtthiei ng ab
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economic advantaged Becel margarines he ony issue is health and the joy of life
as related to a healthy body.

The advertisement is based on two parts. The first part educates the audience about

how to creatéhealthylifestyle care for theircardiovascular systenthe second part

tells why Becel is the best option for fat consumption in this healthy lifestyle. Giving

the health messages abthe cardiovascular system in a broader context strengthens

the advertisementds position angbeaomeseducat
entitted to a healthy lifestyle. The mentioned healthy lifestyle suggestions are
decreasing the stress in life, no smoking, having more exer(itiebing ladders

instead of escalatorsdnd more conscious of healthy nutrition. The fundamswofal

the previous suggestioimcreasehe impact of the lagtuggestion, whicks preferring

Becel for daily consumption of fats.
oy

Figure 25Becel (1995) First part of Becel advertisement.

The second part of the advertisemerdnpotes Becel margarines as a subsidiary to a
healthy lifestyle The housewife mentions the ratio of saturated and unsaturated fats in

Becel and how Becel helps to control the cholesterol ratioehody. Meanwhilethe
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audiencesees the plastic packagef Becel and spreading it on a slice of bread easily
and finally a red pedestrian traffic light turning into green which can give a lot of
messages to the audience. Moving forward, walking as an exdireseverse of

embolism, continuing to\e, etc. Snce the audience finds themselves as the student

in this advertisement, they are much open to such direct messages.

The audience see the husband most of the time, but it is the wife whe &pdiad
audience as a voiceover. Which gives us the husbamedmessages. As known,
cardiovascular health problenase one of the biggest health problems in Turkey
especially between men. So, the advertisement addresses the message to housewives
as the buyer of household consumption goods and let them consider their hiisbands

health while shopping.

PR—

&

Figure 26 Becel (1995) Second part of &el advertisement.

Besides the healthy lifestyléwo more indicators draw attentiofirst, the above
average income of the family. Becel consuming family is the richest family between
the advertisemenifsortraysanalyzed in this dissertation. They liwea house with a

big garden, both the wife and husband are portrayed as-ediiée workers and they
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appear in events with tuxeddshe usage of wealthy and happy family images plenty
times shows us the increasing importance of lifestyle in the adveetide instead of

the functions of the advertised food sup@gcondly, théatherfigure: Father prepares
drinks for the family and they play volleyball all together in the garden. He is a part of
the householdunlike the other margarine advertisemerdrefcters. Briefly, the Becel
consuming family lookgood, lives good and they are in an emotional harmony as the

whole family.

4.2.4. Unilever Margarine Advertisementinthe2 0 0 0 0 s :

As we reach to 20006s year s, tnoédemnangdeci al t i
westernareleft behind a long time ago and it started to be associated with poverty just

like it has been in European countries sinbe 1 9 5 QWRE-4) Furthermore the

health problemselated to margarineave been discussed themedia for a long time.

Briefly, margarine is not favored in public opinion anymore and the sales for the end

users keep on decreasif@r all these reasond,n i | eneweadvérisement strategy

is based onmelancholia against thdisappearance of margarine frotime table
thereforeassociat the disappearance of margarine with nostalgelings

Researches show us that nostalgia gjaveense of continuity and meaningpeople,

as they get older. People tend to remember the old times better than they are and
Acompare the past with present d&htdhocseg i ng
wer e t hEerndya2pl3Yhe studies find the reas®f craving of the past as a

reaction against the accelerating technology and the fast chandpesfundamentals

of social lives.(Huyssen, 1994, p. Mhe analyzed Unilever advertisement does not

crave the past loakg from today, but it heicreated a past of today looking from a

dystopic future of 150 years later.
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The advertisement starts with a dystopic future apprehension of Istanbul iTB&ES.

IS an exaggerated emphasimsaorobotic futuren the ambianceAll the color tones are
cold;there is a disturbingackground voicanda huge amount of digital voice effects

We see buildings rise as the years pass from 2003 to 2153 and the only unchanging
structure of the citys Bosphorous BridgeAs the years reac?il53 the camera focus

in a house and the audience see a nuclear famiydanner table inThe familyis
composed ofwin sistes, one big brother, mother, fathand grandmotheAs we see

in theadvertisement, in theystopic future humanizedelings are no longer welcome

This includes the warm relations between the famiywhich all the margarine
advertisements depend drhe older family members get, they seem less adjusted to
the dystopic future. Youngest twin sisters speak simultahemua robotic voiceThe

o der brother doesndt speak butimslighlyes t o e

and warns him. Father deeply craves dhétime foods, and grandmother protests

everything about this time period.

Figure 27 Sana (2003) Dystopic future apprehension of Sana advertisement.
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The main theme of the advertisement is the unpleasant food technology. In the dystopic
future, people are nourishedth food capsules instead of real foods. Young members

ofthe family dondét have a probl ernimedoodsh capsu
but he keeps up with the new technology and eats his capsule with an electronic fork

like alight saber However, the grandmother protests this new technology, repeatedly
mentions that they are not foods but they are just capsules.

The grandmother symbolizes the nostalgia of today. She is portrayed in front of a
screen which shows scene of nature which looks like a wall carpet like commonly

used in the houses of Anatolian villages, she knits while argues with the family and she
argues with the doorkeeper which is inappropriate in the dystopic future where human

interactions are verymited.

By the end of the dystopic future scenes, the times go back to 2003 and we see the same
family having a picnic next to a lake. Everybody is very happy and enjoying the food

and eating with appetite. The colors turn into warm tones and hapjpy imebénd. The

voiceover also carries a nostalgic feelingtf@people of Turkey. A veryell-known
television anchor Halit Kévan- says: #NnASinc
in this country Enjoy Eatingo*

Ay =

ISTANBUL 2003
LG

Figure 28 Sana (2003) Dinner tables of dystopic future and happy nowadays.

“Bl'n TumHlkizemh: viakit var ken, bu ¢l kede de Sana |l ezzet

122



Since the very first days, Unilever sideen advertisingts own products with

modernism, technolog nd progressive val ues. By 2000
brandos p ows the brandmposiignitself Biscarinstitutionalfoodstuffand a

value. The brand reminds the consumers that eating is not only getting nourished but it

is a set of good feelings likihe joy of cooking, serving, tastingand sharingThe
advertisement associates these good feelings with Sanegaamthe consumers with

the danger of losing these feelingsile losing SanaBriefly, losing Sana is associated

with losing the joy okating

The dystopic future can also be interpreted agmbol of dieting. Advertisement aims

to alienate dieting and the uprising dietary habits and promotes the joy of eating against
while associating it with Sana. Of coursgmbolizing a foodstufthat can onlybe
produced in technologic factories withet past and nostalgia is a bit oxymoron.
However, we can see this advertisement as a fighting retreat strategy of a fpodstuff

which is about to wipe out from the ender market.

4.2.5. Unilever Margarine Advertisementinthe2 0 1 0 0 s :

The last advertisement of the comparative analysis part of this dissertation is also an
advertisement of San@JRL-5) At this period, the margarine market for the -@rsgrs

keeps on decreasing. Just like the examplae? 0 0 0 6 s in 201006s Sance
powerful impact of nostalgia in advertising. However, this time it is not the nostalgia

of today over the dystopic future, but it is using the nostalgic feelings of current
customers to old days whidhe consumptiorrates ofSanawas much higher. As
mentioned in the Unilever Mar garine Adver
technology andast changes on the lifestyles make people crave for the past where

things seem much easier and remember the past bettentthas. So, in this

advertisemenSana i s represented as a constituent
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The advertisement starts with a sequence of preparing and baking of cookies with Sana.
Behind the visuals, the audience Isamjjingle transformed from a fame pop song

from 19906s ASana Demedim mi?0 (Didnét | T
are turned i ntd MBSanae zyemddi moem( Dded ndgy ¢ynoeu
eatSana? Di dnd6t you gr)olwesangis the firshattemiottriggert ast e ?
the nostalgic feelings of the audience. Within the baking scene, the cookies come to a

dinner table of a family and guests. Our lead character is a young lady, appears as one

of the guests but a bit alien to the environment at the table. 8eddrmake a place

for herself between two fat and cheerful ladies &heaughing all the time. She takes

a bite from the cookies baked with Sana and suddenly the taste transports her to her

happy childhood memorieshich shewas eating a cookie bakedtiv Sana.

The strength of taste and smell for triggering the old memandsnducing nostalgia
was mentioned in the first book bfn Sear ch of L o swrittedbyme , Swa
Marcel Proust. In the bogkhe narrator was also sent back to his childhopdhe

specific taste of a sweet baked product, madeleines.

ANo sooner had the warm | iquid mixed wi
shiver ran through me and | stopped, intent upon the extraordinary thing that

was happened t o me isth(gséalpitdlingihoha deptresdfl v wh a
my being must be the image, the visual memory which, being linked to that

tast e, i's trying to follow into my co
memory revealed itself. The taste was that of the little piece of niagl@lbich

on Sunday mornings at Combray (because on those mornings | did not go out

before mass), when | went to say good morning to her in her bedroom, my aunt

L®nie used to give me, dipping it first in her own cup of tea or tiséReoust,

1992, pp. 60 63)
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A

Just | i ke the narrator of Swannds Way, t
herself in her childhoodright after she takes a bite from tkheokie. Also, in her
memories she sitsbetweentwo fat and cheerful ladies (acted by same actresses b
dressed i n whe@agn theaesihno gpace for her to sit in a housewife
gathering.Additively, those housevie gathering events (in Turkish they are called

iGe Nnd and t hey aocidizing heats ahteuisemévesiineirdan) ase quite

strong nostalgic memories of an ordinary peratio have beera child betweerthe
19506s and 1990606s.

In addition to Proust eeference, the scene of reviving of childhood memories through

taste is an exacopy of a scene used in atigrelength animation movie called
Ratatouille (2007). First, her background becomes blurry, showing that she lost her
perception with the existing space, then a close up shows the growing pupils and the
camera zooms out getti ng o ushereatingtheessamey oung
foodstuff.

Figure 29 Sana (2019) Reviing thechildhood memories through taste.
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Figure 30 Ratatouille (2007) Reviving the childhood memories through taste.

4.3.Conclusion

This chapteranalyzes five Unilever margarine advertisement examgdesh from
successivelecadesTV advertisements are being broadcasted in Turkey since-1972

also the first advertisement of Sana was broadcasted in the samsoyd¢he chapter

does not include theaising awareness campaignslim@® 506s and 19606s b
shows the TV advertisements of a relatively known foodstuff starting from 1972. The
newspaper advertisements and events in public sphetlesind 500s arece 19600s
mentioned in the previousapter. So, this chapter is only based on the comparative

analysis of TV advertisements between 1972 and 2019.

The comparative analysis dfV advertisements aims to understand the business
success that Unilever achieved in Turkayd the reactions againgte changing
conditions around thgerception ohousehold, food consumption habits, perception of
family, the symbols of affluengeetc. In each decade the social life conditions of
Turkey have varied several changes. It is possible to observe sevangesim

symbolization of margarine through years according toméduessities of time.
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It is not surprising that all the analyzed advertisements are targeted at women and all
the advertisements have a strong emphasis on the family nietatherhood rolas

not used in albdvertisementdyut it is definitely the most used one. Besides, we see
the women in the roles of wife, grandmother or guest of the family asQvethe other

hand, we see husbands or children as the approvers of the taste of thenaasg a
reminder to the caretaker role of the mother.

When we look at the messages of all advertisements together, we can see that the
functional benefits of margarinéike cooking performance, taste, affordability are
mentioned in very small amount Instead of the functional benefits, all the
advertisements lean on emotional benefits like caring, love, trust, emotional harmony
or nostalgia. | assume there can be two reasons for this decision. First of all, it is
difficult to differentiate one margare from the other based on the functional benefits.
Because the margarine is a standard andaedihed product. The limits of what can

be called as margarine and whatnotis strictly defined by food administrations. So,

the tangible benefits betweemetbrands are very limited and it makes it difficult to
point out a benefjwhich cannotbe satisfied by other brands. Therefore, the margarine
branddeanon the emotional benefitsvhich can be seen in details in the comparative
analysis of advertisemen Secondly, a functional benefit cha easily imitated by
another brand. Howevethe emotional commitment of a client adorandcannotbe

imitated easily

Between five advertisements, there are only two examples of shtvéfignctional

benefits of margarine. One is Vita advertisement broadcasted in 1984. In the
advertisement, Zeynep Dejirmenciojlu ment
cooks because of the fat she uses. Secondly, Becel advertisement broadcasted in 1995

is based on a functional tefit, which is health care. However, liothadvertisements

the health benefits are surroundgdemotional benefits likéamily harmonymother

care and husband care symbols.
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The most significant data that comparative analysis of advertisements gigethes

crystatclear breaking point after the advertisement of 1990. The first three
advertisements are completely full of motherhood symbols and good feelings like love

and caring. We observe lots of happy housewives who want the best for their beloved
children and husbands. However, in the advertisemetitied2 00 06s and 20100
margarine is not associated with motherhood anymore, but it is a foodstuff for anyone

to buy. In addition,ithe2 000 6s and 20106s advertisements
through the absence of margarine. For exantipieunhappy dystopian family in 2003

Sana advertisement is unhappy because of the absence of real food which would be
cooked with Sana margari ne. Or in 2019 Sa
consumed anmargarine for a time period and she suddenly remembers her childhood

as she tastes one after many years. It is not surprising that both advertisements are
produced after the fall of margarine consumption
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CONCLUSION

This dissertation aims to develap understanding about under which conditions and
with which methods foreign investment can create a change around a structured
production, distribution and sales system of a foodstuff irrevocably and also the habits
of consumers in a relatively short petilike 30 years. The reason for choosing the
food industry as the sample of this dissertation instead of other compulsory
expenditures like garment or personal hygiene industries is, because the food carries
lots of other factors with itself like meaningbout belief systems, lifestyle meanings,
enjoyment and pleasure, and also habits regarding the consumption and preparation of
food. Which the pleasure and habit factors based on the taste, smell and sound of the

food may be the most difficult factor th@ange between the ones counted above.

The reasonn the choice obils and fats between several differémbdstuffscomes

from the special condition of oils and fats from several different perspectives. The first
and most importantly, consumption of adlsd fats are vital for human body, however
paradoxically they have been associated with luxury and privilege the whole time. The
common point of the foods left for privileged ones in different societies are usually rich
in fat dense. Besides, fats andsqgilay a crucial role in evolution éuman;they also

have a high capability of revealing the tastes of foods and make them tastier. On the
other hand, accessibility to high quality and admirable fats andhaslalways been
limited. For all the reasonmentioned abovefats and oils have strong bonds with

privilege and luxury notions since the hurggtherer societies.

Since, the societies get larger and urbanization increases, it has been more difficult to
sustain enough oil and fats to increasinglaie class in Europe. The solution to this
deficiency has been created in France in 1869. A butter replacement called oleo
margarine (with the future innovations it named as margarine) made it possible to

transform the undesired oils like palm oil, cottemed oil, coconut oil, etc. into a
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standard food product and consumed as margarine. Which was a revolutionary
invention for sustaining food security and turning the fats into an affordable price for
the increasing middle class. However, the ability of raang to substitute butter for
nutritiousness and health benefits is an arguable, togibiologists and food scientists

should discuss this topitherefore it kept out of the study fields of this dissertation.

The essentialness of oils and fats fodypand their ability to make foods tastier made
kept them as a desirable food product for the whole hisfidngs dissertation has
outlined the impact of theaforementionedspecialtiesof oils and fatson rituals of
societiesgamesbelief systemand eve themodels of distinctions through time. Also,

the dissertation has expanded to Abrahamic religions and studied how three Abrahamic
religionsposition the fats and oils, how theymbolize the fats and oil, what they bless

about the oils and fats and wiliaey denigrate and forbid.

It w o u | reasdnabldd aonsider that the importance and symbolic meanings
attributed to fats and oils are left behind in the history. Today still there are dozens of
idioms and proverbs using oils and fats in Turkish language and nearly all of them
associate the oils and fatgth beauty, affluence or chandeis possible to show some
examples liksi Feedi ng with fats and honeyo (H
u p*Tosuck up to someohpe, fiOne hand i n b dlLiviagrin o n
l uxury)oi I Baenthi(ghawniey® a r eal | yandpoandiy r e |
dod(&i nding a place to benef i t¥(Makinga) ,

favor for someone or creating a chance)

“InTurkish:Yaj céel ék yapmak

4|n Turkish:Bireliy aj da bir eli bal da.
4InTurkish:Yajl € ballé ol mak.
“InTurkish:Yajl € kapéya konmak.
“®BInTurkish.Ek mej i ne yaj s¢r mek.
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For sure, all these proverbs trace back to Ottoman Ertipies and notonly oral

culture but also the palatal delight is in continuation from Ottoman Empariodern

Turkey. For this reason, the dissertati@sstudiedalsothe fat and oil consumption

patternsn theOttoman Empirén timein order to develop an understimg about the

consumption habits of Turkish Republic citizeffe surveyshowedus, whichoils

and fats come into prominence in different time periods, how the consumption patterns

change through time, and what kincpobductiondistribution and sales networks were
active.Studying the oil and fat consumption patterns during the Ottoman era enabled

us to understand the successful adaptati o
culture in Modern Turkey.

As we move forward tthe days of Turkish Republithe dissertation haldegunwith

the studyof general food policies of the young Republic and how these new policies
changed the consumption patterns and succeeded to impact the household
consumptions. The studies show us that mainstream policies regarding food was
establishing state economic enterprises for food production so that the food production
would be regulated, standardized, and became affordable with middle class budget.
Even though the state followed a straigblicy of establishing big SEEs for sustaining
staples, théviggest portion of food production in Turkey have based on small scaled

producers until 19806s.

By the end of the Second World Wamdwith multi-party democracpeginning the
newelected govermentDP, loosen up the statist economic policies as promidesl
liberal policies of DP have alsaffectedthe strategiesconducted on food security.
Unlike the previous periodhe new government have decidedustain the fat demand
by cooperating wit atransnational companfpr establishing a margarine factory in
Turkey.
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One of the biggest food armdeaning productproducerUnilever who had visited
Turkey in 1939 for searching a potential investment but had to abort the work because
of the emerging Second World War. By the end of the war, the company had organized
a second visit in 1949 and their second wiegulted ina kg investment plan. This
second visit and the consequences creates the backbone of this dissertation. The

mar gari ne factory of Uni |l ever wi t h t he

-
C

production in 1953 and until 29have been it had

consumed in Turkey. The dissertation aimed to understand the reasons of the success
of the company. How di d a f okoowvit existedd u c t
before came out to be the biggest consumable item in Turkey and which fosce tool
made this success possib®@ch that, in the 5year of the company Turkey have

faced a lack of margarine resulting from several different reasons caused very long
qgueues in the streets of the people demanding to buy margarine anyhow, the old
producton, distribution and sales systems would be away from creating a solution

probably because they were not existing anymore.

The dissertation tries to explain tkemmercial success with price advantage, the
association of margarine with the notions likedamism, westernization, etc., and the
marketing knowhow of Unileverwhich was beyond the average krbaw in Turkey.
However, all these advantagds not protect margarine frofneing wiped oubf the
enduser mar ket i n 2010 $asfailurestd Unllever. Today, the a n 0 t
company manages 24 ender brandsvhich 11 of then areserving different types of
differentiated foods like iceream, instant soup, tea, and margarine. Also, Unilever
Turkey acts as an epicenter for managing 36 cmswnarkets like Iran, Israel, Russia,

and MiddleAsian countries( ¢ et i n, 2Thdcrrent pituatidh & 8efinitely a
success story which can be praised by both Unilever headquarters and Unilever Turkey.
Yet, theinternational commercial success of the company is also left aside of the

dissertation.
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I nstead of Unilevero6s success in different
on how Unilever struggles against regressingersle r mar gar i ne mar ket
only analyze the marketing campaign of successful periods but also it hasrbe cha

to observe what kind of marketing strategies the company follows on a product which

the sales decrease on a regular basis.

This dissertation can be seen as a preliminary research about how and with which

met hods TNCO&6s can cr waltsystens iargl plach themgetves on s
into those systems in order to profit. The study does not promise to analyze every aspect

but it is limited to sample one TV advertisement to every decade in order to develop

an insight about the changes of strategidsre are several topics can be studied
around food production TNCé6s, fat and oi l
these habits which left out of this dissertation. However, these topics can be studied in

order to develop the debates around foodopd uct i on TNCO s .

As a final word, | will count a few potential study topieghich had to left aside for
focusing the major topic of this dissertation but they can and should be studied for us
to understand the forces around food consumption habitocbntre d by TNCO s .

- Return of the rejected foods like marganmigh the help of takédnome foods,
restaurant, catering sectors and most importantly by organized adulteration
applied by industrialized food producers.

- The relations of food aids received fromitéd States and Europe and their
relations with penetrating foreign investment.

- The loss of local knowledge, craftmanship and therefore intangible cultural
heritage around food production after t
Also, the possibilies of revival of the information left behind.

- The rise of supermarketization in retail industry and how they adjunctly work

together with food production TNCOs.
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- Working conditions of the | aborers in t
other factories

- Rise of the ecologic and organic fomdlustrieswi t hi n 20006s by th
of the concerns about climate crisis and health problems.

- Increase of the remigration between middigss, educated and urbanized
people and several enterprises establitlygtiese people for producing natural
and local olive oil brands.

- The similarity between promotion of For

andecol ogi c consumption patterns after 1

The potential studyopicsmentioned above have showed up as questions while | was
writing this dissertation. However, by taking into consideration of time, labor and focus
economy, | had téeavethese topics out. | hope, more studies around similar topics

will let us understand t& mechanism much better in the future.

134



REFERENCES

Aiello, L. C., & Wheeler, P. (1995). The ExpensiVissue Hypothesis: The Brain
and the Digestive System in Human and Primate EvoluGarent

Anthropology 199221.

Aksoy, A., & Batmaz, V. (1995 ¢ r ki ye' de Tel evizyon ve Ail
(Aral eékr AP 8 BANKDOr4a(:. T. C: Bakbakanl ek Ai
Kurumu.

Akkit, EKEEl a¢2@0Sessizl|liji: Ksétzanbonuslt:i t ¢1 €

Kl eti kaBméYayeéenl

Al ag® z, /MHistoficalCOmparative Analysis of Family Images in
"Detergent” "Soft Drink" and "Margarine" Advertisements on Turkish
Television Ankara: Bilkent University.

Aristotle. (2016)De Anima Books Il and 11l (With Passages From Bgokll. W.
Hamlyn, Trans.) Oxford: Oxford University Press.

Artan, T. (2000). Aspects of the Ottoman Elite's Food Consumption Looking for
"Staples," "Luxuries," and "Delicacies" in a Changing Century. In D.
QuataertConsumption Studies and the Historyhef Ottoman Empire, 1550
1922 An Introductiorfpp. 107200). New York: State University of New
York Press.

Avcan, A. R. (2017, February20). Me Kk 6 umo Gel ecej i ni Bekl eyen
Turan (4) Retrieved from Kent Stratejileri:
https://kentstratejileri.an/2017/02/20/mesurgeleceginibekleyenbir-
mahalleturan-4/

Baggley, J. (2000)estival Icons for the Christian Yeddew York: Mowbray.

Baudrillard, J. (1999)The Consumer Society Myths & Structu(€s. Ritzer, Trans.)
London: Sage.

Beardsworth, A., & Keil, T. (200250ciology on the Menu: An Invitation to the
Study of Food and Societyew York: Routledge.

Benedict, P. (2002hrist's Churches Purely Reformed: A Social History of
Calvinism.New Hawen: Yale University Press.

Bilgin, A. (2004).0s manl &€ SaKsatyaMbwulf aj i tabevi

135



Bilgin, A. (2008). Klasik D°nem Osmanl & Sa
Samamgeék Mppt7/ARF)e. Ankar a: K¢l tegr ve Tur
Yayéenl ar é.

Bilgin,A.(nd).XVI Il . Y¢zyéeKenaobubhl daknd&éda Esnaf
Retrieved from Academia:
https://www.academia.edu/34338337/Arif_Bilgin_XVII_Yuzyilin_Ortalarind
a_lIstanbuldaki_Gida_Esnafi_cilt_4

deneme.Mol.Ank ar a: K¢l t¢gr Bakanl é

Birer, S., & Nahya, Z. (19905e |l ene k s el T¢e¢rk mutfaje bi bl iy
] €.

Boratav, K. (2016)T ¢ r ki ye Kkt 200%K s tTaarmrhb thli: 1KOMEBe Ki t ab
Yayéenl ar e.

Bourdieu, P. (1996Distinction: A Social Critique of the Judgement of Tad®e.
Nice, Trans.) Cambridge: Harvard University Press.

Be | bel K. (2006) . KKi nci D¢nya Savakeéneén
Yans énYalkaéérné .D° nem Tg¢ r(%,ly5é. Ar akt ér mal ar é

Carcopino, RF. (1944) Normandy, Land of Invasions (lllustrate@hanghai: XXth
Century Publishing Co.

Charles, N., & Kerr, M. (1988Women, Food and Familieslanchester: Manchester
University Press.

Chatters, J. (1987). Hunt&atherer Adaptations and Assemblage Structdoarnal
of Anthropological Archaeologyd36- 375.

Chen, S. C., & Kritchevsky, [2003). Margarine. In S. H. KatEncyclopedia of
Food and Culturépp. 452- 453). New York: Scribner.

Coffing, A. L. (1974).PL-480 imports, the disincentive effect, and implications for
development in Turkelowa: lowa State University.

Cordain, L. (211, April 5).Loren Cordain- Origins and Evolution of the Western
Diet: Health Implications for the 21st Centuiigetrieved from Youtube:
https://www.youtube.com/watch?v=5dw1MuD9EP4&feature=youtu.be

Cordain, L., Miller, J. B., Eaton, S. B., Mann, N., H&. H., & Speth, J. D. (2000,
March). Plartanimal subsistence ratios and macronutrient energy estimations
in worldwide huntergatherer dietsAmerican Journal Clinical Nutritionpp.
682-692.

136



¢al ekl arSanalBirKit4pK89 @ nbul : Ol kut Mat baaceéel ék.
cel i k, Sargdua9a) st Anbatséewnil ever.

(o]
>

cetin, Nl uek@tayaseée Dojrudan Yatérémlar
(UnileverT ¢ r ki yeK¥taepul : Kstanbul i niversit

cej , M. Sk.mMe(r2D08)ngirra Ge-MkXe ®A&n) k Bst a
Kaynak Yayénl ar é.

Dajl é, Y., & Kahr¢gamanmy,z J.irAk.- esayd&) Evliiyo
SeyahatnOmKst a@BbuKit3dppé Kredi Yayeéenl ar

Dajtak, RBekl(am 0B I.Arnpk a roap:y lajutay énnevi
Dajtak, RBekIl(a2mé 2Qkiamaak . |t opya Yayénevi
Dalby, A. (2003)Food in the Ancient World from A to Mew York: Routledge.

Develiojl OsmAnl|l @ra88)yr k-eAdkai &1 opedé k L ¢
Kitabevi.

DKE. (C2m3$of Agriculture: Agricultural Holdings (Householdg)nkara:
T. C. Bakbakanl|l ek Devlet Kstatistik Enst

Dojan, A.Es(i2rO1k8ehrin" Mutfak K¢gltereg: Meta
Kel t ¢r-1922K8$1 &nbul : Libra Yayeénceél ék.

Dojan, FRsmanQ0ek7 )Devl et i '-192D)K sz eayntbiun y. a JMea r (nla&r |
''niversitesi
Doj F. (2008). Osmanl é& Devletinde Zeyt.i

an,
& ¥. Sdmpakc Mppt2BRRj4d ). Ankara: K¢glter ve
Bakanl éeéjé Yayeéenl ar é.

DokuyanS. (2013). kinci D¢nya Savaké Séraseénc
Kar nesi UTwuidkishl Studrea, @8)¢ 193- 210.

Donahue, J. F. (2016). Culinary and Medicinal Uses of Wine and Olive Oil. In G. L.
Irby, A Companion to Science, Technology, aretiidine in Ancient Greece
and Rome Volume (pp. 605617). Malden: Wiley Blackwell.

Drewnowski, A., & Schwartz, M. (1990). Invisible Fats: Sensory Assessment of
Sugar / Fat MixturesAppetite 203217.

Dyer, G. (2009)Advertising as Communicatiobondon: Routledge.

137



Erler, M. Y. (2010). 18694 8 75 Os manl & Keét | é] én ¥amekYe me k K
ve K@El),u855.

Ewen, S. (2001)Captains of Consciousness: Advertising and the Social Roots of the
Consumer CultureNew York: Basic Books.

Faroghj S. (2008) . 16. ve 17. Y¢zyéel da Anadol
A. Bil gin, T& r¥k. Mppatofi&i2x&e),. Ankar a: K¢l t ¢
Turizm Bakanl|l é&jé& Yayénl ar ée.

Faroghi, S. (2016). Giri8oftam&z Rarodganenmn
Ma mur : Osmanl & Maddi KAIZt. ¢ r'Yen de , Y &mak sv
7-34) . Kstanbul: Al fa Basém Yayém Dajeéete

Faroghi, S. (2018). Should it be Olives or Butter? Consuming Fatty Titbits in the
Early Modern Otoman Empire. In A. Jianu, & V. BarBEarthly Delights:
Economies and Cultures of Food in Ottoman and Danubian Europe, c-1500
1900(pp. 3349). Leiden: Brill.

Featherstone, M. (2007.onsumer Culture and Postmodernidrandon: Sage.

Fieldhouse, D. K. (1978Wnilever Overseas: The Anatomy of alihational 1895
1965.London: Croom Helm.

Fieldhouse, P. (1995rood and Nutrition: Customs and Cultui2erby: Chapman &
Hall.

Fieldhouse, S. (1978). Unilever in Turkey. In D. K. Fieldhouselever Overseas:
The Anatomy of a Multinational 1894®65(pp. 419447). California: The
Hoover Institution Press.

Fischler, C. (1988). Food, Self and Ident®pcial Science Information 27.275
292.

Fiske, J. (2002)ntroduction to Communication Studiesndon: Routledge.
Geisler, N. L. (2010)Christian Bhics.Grand Rapids: Baker Publishing Group.

Goody, J. (1996)Cooking, Cuisine and Class: A Study in Comparative Sociology.
Cambridge: Cambridge University Press.

Goody, J. (2012)ooking, Cuisine and Class: A Study in Comparative Sociology.
Cambridge: Cambridge University Press.

Homer. (1996)The OdysseyR. Fagles, Trans.) New York: Penguin Books.

138



Huyssen, A. (1994)Twilight Memories: Marking Time in a Culture of Amne$iaw
York: Routledge.

|l kén PrisciAvkc @] éKtjach 2YBdir@gnieil n KKslttagnrbeull :Tar i
Yapé Kredi Yayeéenl ar é.

Kbar, Glni(l2e0viesr) . TKsekapwbuTar KkRi Bankasé Yaye
Kpkirl i, TGwii hNaOWanp.. 2). Ankara: T¢rk Tarih

Jelliffe, D. B. (1967). Parallel Food &isification in Developing and Industrialized
Countries.The American Journal of Clinical Nutritioi279281.

Jones, G. (2007). Learning to Live With Governments: Unilever in India and Turkey,
19501980.Entreprises et Histoir@9), 78- 101.

K.Y.(nd).Kr i st al Yaj |l Retéeved June®}t2618 frém | mi
https://www.kristalyaglari.com/tr/kurumsal/tanitifilmi

Kahraman, S. A. (2010 ¢ n¢ m¢gz T¢e¢r k-esiyle Eviiya ¢el ek
(S. A. Kahraman, Ed.) Kstanbul: Yapeée Kr

Kahr aman, S. A., G&nRajelze T¢YkKk-€2098r. EVvI i yo
Seyahatn©omé¢Si A. Kahmpman, & Y. Daj | é&,
Kredi Yayeénl ar é.

Karay, R. H. (2014Me ml eket Yazél aré 4: WatdnrlkulZevKki
Knkeéel ap. Kitabev

Kennell, N. M. (2001). Most Necessary for the Bodies of Men: Olive Oil and It's By
Products in the Later Greek Gymnasium. In M. JdyeAltum: Seventyive
Years of Classical Studies Newfoundldpg. 119134). St. John's: Memorial
University of Newfaindland.

Keyder, ¢., &B¥Yédal)jmiZz T20&mgn Son

u K¢res
Koyl Ksglanbul : Kl eti kim Yayéncél ek.

Keys, A. (1980)Seven Countries. A Multivariate Analysis of Death and Coronary
Heart DiseaseCambridge: Harvard University Press.

Ko-1t¢r k, AA.- | bk (KnOkOeQm)sau. TMMOB Ziraat M¢hen
Kozl eme, TQ.r k( 2Mult2f)a k Kgtlarpgb gl v eRDji met .

Kummerow, F. (1974). Current Studies on Relation of Fat to Hellthinal of the
American Oil Chemist$ociety 255- 259.

139



Kuzucu, K. (2010) . Gazete Rekl amlaréena G°r
Besl enme Halyat Epmak Bktekak K¢gltereéeg Sempo
Mut f ak (Ko 4254¢6r0¢)). Bil eci k: Bilecik keyh |
Yayéenl ar é.

Levene, A. (2014). The Meanings of Margarine in England: Class Consumption and
Material Culture from 1918 to 1958ontemporary British Histol28), 145
165.

L ®Btrauss, C. (1969).he Raw and the Cooked: Mythologiques Volund.1.
Weightman, & W. Doreeri[rans.) Chicago: The University of Chicago Press.

L ®aBtrauss, C. (2013). The Culinary Triangle. In C. Counihan, & P. Van Esterik,
Food and Culturépp. 4047). New York: Routledge.

Longo, O. (2013). The Food of Others. IfLJFlandrin, & M. MontanariFood: A
Culinary History( C. Bot sford, A. Goldhammer, C.
Morillas, & S. Stevens, Trans., pp. 2%82). New York: Columbia University
Press.

McGee, H. (2004)On Food and Cooking: The Science and Lore of the Kitddew.
York: Scribner.

Mola, A. O. (2016, July25Mar gar i ni n T ¢ r.Retrigvedfobra Kk | hi k©ye
Yakam K-in Géda: https:// vosmanm yasamicing
mola/margarinifturkiyedekthikayesi/

Montanari, M. (2013). Food Systems and Models of Civilization.-ln Flandrin, &
M. Montanari,Food: A Culinary History(C. Botsford, A. Goldhammer, L.
Char | es ;Momlas, &S: Siesens, Trans., pp.-88). New York:
Columbia University Press.

Montanari, M. (2015)Medieval Tastes: Food, Cooking, and the Ta{e Bromlert
Archer, Trans.) New York: Columbia University Press.

Moore, J. W. (2015)Capitalism in the Web of Liféondon: Verso.

Moss, M. (2013)Salt, Sugar, Fat: How the Food Giants Hooked Nisw York:
Random House.

Mueller, T. (2013)Extra Virginity: The 8blime and Scandalous World of Olive Oil.
London: Atlantic Books.

Ni kanyan, S. ( Roghrb , RPecembed fidadPm Ni Kanyan
https://www.nisanyansozluk.com/?k=rugan

140



Ni kanyan, S. Y@3O0rRé&tr Maved #B)om Ni kanyan S°
https://www.nisanyansozluk.com/?k=ya%C4%9F

Noli, D., & Avery, G. (1988). Protein Poisoning and Coastal Subsistelmenal of
Archeological Science'395- 401.

Ol cel | i, L. (2015) . Lady Anna Riggs Miller
grand touristStudes in Travel Writing312- 323.

Onaran, B. (2015Mut f ak Tari h Yeme] Ket Rabuti kKBet §xwe
Yayéncel ek.

Oskay, 'Kl e(t2 Okl Oisn aAB@'lsi Knkeéel ap.

¥k-¢n, Qtton{adladéshry) Industrial Census of 1913, 1%Bkara: State
Institute of Statistic Prime Ministry Republic of Turkey.

¥zt eoerk, Osmdgmr2I0el 4HOK i mi y- €600)(2. dde). ARkard: Bilgg 1 4 7 5
K¢l teéer Sanat .

Phillipov, M. (2016).Fats: A Global HistoryLondon: Reaktion Books.

Pollan, M. (2006)Omnivore's Dilemma: A Natural History of Four Medkew
York: The Penguin Press.

Pollan, M. (2007, 01 28Ynhappy Meals Retrieved from The New York Times
Magazine:
https://www.nytimes.com/2007/01/28/magazine/28nutritionism.t.html

Pond, C. M. (2003)The Fats of LifeCambridge: Cambridge Universtiy Press.

Prakash, O. (1961Foods and Drinks in Ancient Indi®elhi: Munshi Ram Manohar
Lal.

Proust, M. (1992)in Search of Lost Time Volume 1: Swann's WWayMoncrieff, &
T. Kilmarting, Trans.) New YorkThe Modern Library.

Regulations, T. F. (2016, 04 2hegislationUK Ret ri eved Mayés 16,
http://www.legislation.gov.uk/uksi/1996/1499/contents/made

ReindkKi el H. (2016) . Cennet Taaml ar é: XVII.
Sarayeénda tRlesrmi <Z.i yRrdreoghi , S&f Cam&z Neu
Nur Hanemiz Mamur : Osmanl & M@ddi Kel t gr

Yel - e, ¢le6yKst anb ®l8: Al fa Basém Yayém Da

141



Rolls, E. T. (2005). Taste and Related Systems in Primates Including Humans.
Chemical Sense§6-77.

Rolls, E. T. (2006). Brain Mechanisms Underlying Flavour and Appetite.
Philosopcial Transactions of The Royal Sogiét1231136.

Rozin, P. (1976). The Selection of Foods by Rats, Humans, and Other Animals.
Advances in The Study oftizevior 6 21-76.

Russel, S. A. (2006Hunger: An Unnatural StoryNew York: Basic Books.

Rutherford, J. W. (2003%5elling Mrs. Consumer: Christine Frederick & the Rise of
Household EfficiencyAthens: University of Georgia Press.

Samanceée, ¥Y ;{p®l0odha . Od@anYemSlar a86-60ult tf af & .

Samanceée, ¥. (2014). Osmanle T¢grk Mutfajeée |
Kitapl aréeaAdaf Abhag¥ae rKkétk | vdan) R2;A7.t ¢ r

Samancé, ¥. (2014). Yenilexkme ve Cumhuriye
Kel t gr ¢ . In M. AAnAykKHéajda&ncC2lYeéV¥pmpayeéel a
Kst anb ypp. 2023217)iKlsit anbul : KSAM.

Samancé, L¥va. Clud Gl m)e. d ol s tPeessdslWibersitites ¢l Xe si
Rennes: Paris.

Samancé, ¥. (2016). XI X. Y¢zyeéelén Birinci
Al eéxkanl ékl ar e. | n SSo fFraarnoégzh iNu r& Ha n eKmi
Ma mur : Osmanl e Maddi KqIZt. ¢ rYen d e , Y dmak sv
184208).Kst anbul : Al fa Basém Yayém Dajeéetém.

Samanceée, ¥., & Bilgin, A. (2010). Ottoman
Mahmud | 1 . Nammu@ll Istahieul ImthezProcess of Being Rebuilt
(pp- 3243 51) . Kstanbul: Se-il Of set .

Sandal c8,Adwk.yl(a20Tladéyl a Ssdaanba%2' ean |l Rve

Schutz, H. G., Rucker, M. H., & Russell, G. F. (1975). Food and Food Use
Classification System$.0od Technology50-64.

Speth, J. D. (2010Y.he Paleoanthropology and Archeology of Bgme Huting.
New York: Springer.

Stefansson, V. (1961 he Fat of the LandNew York: The Macmillan Company.
kenl i k, A. (2019, January 30). Ayhan kenl:

142



Tekeli, MEde¢(BO@®&) . Modernite varhflT¢r ki ye' nion
Kstanbul: Tarih Vakfeée Yurt Yayeénl ar é.
Temizer, A., & ¥zkan, S. (20009). Kkinci D¢

Kar aborUd aicsd lagdgka.r asé Sosyal®),3ax3R%xt ér mal ar

Tez,Z. (2012)Lezzet i n Tari hi Gek-ma e ke nv eBukgeynief YV g
Kstanbul: Hayykitap.

Tierney, J. (2013, July 8yVhat Is Nostalgia Good For? Quite a Bit, Research Shows
Retrieved from The New York Times:
https://www.nytimes.com/2013/07/09/science/wisatostalgiagoodfor-
quite-a-bit-reseach-shows.html?pagewanted=all

Tindale, N.B. (1972).The Pitjandjard.Hunters and gatherers today: 2PB8.
Tokg®z, ©Uel é1P82dn Rektloacmlkark&kndn sAmmee Et ki |

(Eskikehir ve Yozgat ' AnkaraYAka®&!l an Al an Ar
i niversitesi Si yasal Bilgiler Fak¢l tesi

ToussaintSamat, M. (2009)A History of Food(A. Bell, Trans.) West Sussex:
Wiley-Blackwell Publishing.

Turgay, A. ! . - Andri€aB Prgde Dufing the Nimateenth Century.
The burnal of Ottoman Studie489- 246.

Turkish Statistical Institute. (20109tatistical Indicators 19232009.Ankara:
T! KK.

Uhri, A. (2016)Anadol u Mutfak KKbtagnboln EKEfkeNhgeEn

URL-1. (2014, January 17%ana- Mutlu Ailenin Magarini. Retrieved from
Youtube: https://youtu.be/HfBiSw0O00Q

URL-2. (2017,June03L. 984 Vi ta Rekl amé Zeynep Dejir me
Retrieved from Youtube: https://youtu.be/iIHOmrjd743c

URL-3. (2019, April11)9 0" | ar Re k6l .a nB °Raigena jfirém Youtube:
https://youtu.be/GwuNwfbaoQg?t=1332

URL-4. (2014, January 17Y.a Kk a s € n Y eReteeked fYoenrveutoe:
https://youtu.be/[HTJGi_1R44

URL-5. (2019, May23)1 9526 den beri |l ezzetin °nce¢gse¢e Sa
da lezzetli'Retrievedirom Youtuoe: https://youtu.be/6V9InjgiOkwl

143



i nsal , A. (2008) . Siyasi G¢ -, St at ¢, MeKr u

G°stergesi Ol arak Yemejin Senmiaolki zmi . |

Mut f(®Jj189195) . Ankar a: K¢l t grl avreé . Turi zm E
'!'nsal, Al mez0®KWé)acéen Pekinde T{llilkd)ye' de Ze)

Kstanbul: Yapé Kredi Yayénl ar ée.

Warde, A. (1997)Consumption, Food & Tasteondon: Sage Publications.

Yél maz, M. (2012). Cojrafi .Kelkn fA.erBinl gOsma
Samancé . (Hgrk, Mutfak K¢gltegreg Sempozyumi
Ke¢l t(ppr83)16) . Bil ecik: Bilecik keyh Edeb

Yenal, Z. (2000)The Culture and Political Economy of Food Consumption Practices
in Turkey.New York: Binghamton University of New York.

Yenal, Z. (2015). Osman NurYemdkoe t ¢r k: Besl
K¢ | (#0), 68- 76.
Yerasimos, M. (20056 00 Yeéel |l ek OS8Smamrilde ) MutKsaja@bul : B

Yayéncel ek.

Yerasimos, M. (2008). Rum Cuisine in the C
S a ma Muekish Cuisindpp. 219- 229). Ankara: Ministry of Culture and
Tourism Publications.

Yerasimos, M. (2011EvI i ya ¢el ebi Seyahatn©mesi ' nde °
Sisematik DizinKst anbul : Kitap Yayénevi

Yerasimos, S. (2002 ul t an Sofr al ar é: 15. ve 16. Y¢zy
Kstanbul: Yapé Kredi Yayénl ar e.

Yej] en, E.AIMat rile® 3ye Al af (dolga ¥YepmeKs¥ankt
Gazetesi ve Matbaase.

Z¢rcher, Moddrnl(ewdm) T (3t kd.)y e Sanar,irans.pr i hi
Kstanbul : Kl eti kim Yayénl ar é.

144



APPENDICES

APPENDIX A: INTERVIEWS
APPENDIX B: ONLINE LINKS OF THE ADVERTISEMENTS
APPENDIX C: DOCUMENTATION

145



APPENDIX A: INTERVIEWS

kenl i k.lInteAigwhvatinformer manager of Unilever Turkey. 30 January 2019

146



APPENDIX B: ONLINE LINKS OF THE ADVERTISEMENTS

URL-1. (2014, January 17%ana- Mutlu Ailenin Margarini Retrieved from
Youtube: https://youtu.be/HfBiSw0O00Q

URL-2. (2017,June 031984 Vi ta Rekl amé Zeynep Dejir me
Retrieved from Youtube: https://youtu.be/iIHOmMrjd743c

URL-3. (2019, April 11)9 0 ' | ar R e k6 .a nB °Ratgenad frdm Youtube:
https://youtu.be/GwuNwfbaoQg?t=1332

URL-4. (2014, January 17Y.a K a s € n Y eReteeked fYfoenrMeuiue:
https://youtu.be/jHTJGi_1R44

URL-5. (2019, May23)1 9526 den beri l ezzetin °nc¢gsy¢ Sa
da lezzetlilRetrieved from Youtbe: htps://youtu.be/6VInjgiOkwl

147



APPENDIX C: DOCUMENTATION

Appendix C 1 Pressing olive oil in Ancient EQYpL........coovvvvviiiiiiiiinieeeeeeeinns 149
Appendix C 2 Greek athletes oiling up before a competition......................... 150
Appendi x C 3 Oil wrestling..(yal.l.el54¢,r exk) i

Appendi x C 4 Bagasse Warehawus.e...af.l52uran (T
Appendix C 5 Villagers on Crete bringimagobottle of oil to the village church....152
Appendix C 6 Ufa Margarine AdvertiSement.........ccccceeeeeeeiieeeciiiiiee e 153
Appendix C 7 Newsrticleabout the construction of Unilever factory in Istanii&i4
Appendix C 8 An advertisement of Unilevérk f r om 1958 anib5t he tra

Appendx C 9 Vita AdVErtiSEMENL............uuiiiiiiiiiiieiieeeiiiiie e eeeeeeees 156
Appendix C 10 Sana billboamabtlvertisement...........ccooovvviiiiiiiiccc e 157
Appendix € 11 Ekrem Muhiddin Yej.ebS8definin
Appendix C 12 Lady growing plants in tin boxes of Vita.............ccccoovvviiieee. 159
Appendi x C 13 Se¢hao/stuetehtgin 1505s.ma.r..y.........ccoeee. 159
Appendix C 14 Souvenir calendar of Sana and Vita from 1965.................... 160
Appendix C 15 Rama adVvertiSEMENL . ..........uuuurirriiiiieeeiriiieeieeireeeee e e e e e e e eeeeeees 161
Appendix C 16 Two Fat Producing Giants Scramble Bad. Milliyet................ 162
Appendix C 17 Siding houses with tin boxes of fats.............cccooviiieec e 163
Appendix C 18 Duck statute made by butter..............coiiiiiccceee, 164

Appendix C 19 Larger version of the visuals of Sana advertisénoemtL972....165
Appendix C 20 Larger version of the visuals of Vita advertisement from 19846
Appendix C 21 Larger version of the visuals of Becel advertisement from.1963.
Appendix C 22 Larger version of the visuals of Sana advertisement from. 20&&
Appendix C 23 Leger version of the visuals of Sana advertisement from 2019 and
Ratatouille movie from 2007.............uuuiiiiiiiiiiieeeiiiiiiieeeeeeeee e eeeereeeeeeaaaeeaens 169

148



o BtV Qi SN T e AN AT SVAES Y T G vy WS PRI a2 b

AppendixC 1 Pressing olive oil in Ancient Egyt.; nsal , 2016, p. 150)

149



AppendixC 2 Greek athletes oiling up before a competitigviueller, 2013, p. 348)

150



151



AppendixC4Bagasse Warehouse of Tur aarchArchiver yaj ) Oi |l Fact c

AppendixC 5 Villagers on Crete brinipg a bottle of their early harvest oil to the village church to be blessed by
the priest (Mueller, 2013, p. 369)

152



.
e

S
FALe A
. :

it ve Neg'e icinde gecirmesini dileris.

UFA NEBATI MARGARINI

AppendixC 6 Ufa Margarine Advertisement

153




Yeni bir yag
tabrikas:

kuruluyor

Ankara. 8 (A.A) — Tux-

kive s Bankas: Ingiliz-Hol-

. Janda miisterek G firmas:
olan Levers Brothers and
Unilever ile memleketimiz-
de Margarin yag istihsal e-
decek bir fabrikanm kurul-
masy hususunda mutabik
kalmstir.,

Unilever Is Tirk Limited
sirketi achn alacak olan bu
fabrikanin sermayesinin
yiizde 80 i Unilever, geri ka
lan yiizde 20 si de s Ban-
kas) tarafindan sagianmis-

tar.

AppendixC 7 News from 1951, informing about the construction of Unilever factory in Istanbul.
Milliyet, March 39, 1951
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RTIAY

Gande, yorueu sekiz sastien hafisds ol 5n
salgiyor. Herhalde, bu sehsim iy SANA
ve VITA ile ne olikesi oldugune hoyrel
ediyorsunuz... Fokat ok albker var|

SANA ve VITA imal emek isin hom madde
bulmak, salin aimak, nokleimek, depolamek
ve iylemek lszimdu. Bitan bu emeliyelor
sekd ve sk bir caliymayi icop ethinir. Gun.
ko herhangi bir iyteki verim, maliyet fiys.
tn duydk  tutulm
sebeple,
depol

Ay cleegi ve sussm tohumu ve pamuk
cekirdegi ve yogi

Unitevere - fo Tark

AppendixC 8 An advertisement of Unilew K

|

Sizin icin calisiyoriar? é

do, iterse SANA ve ViTAin ambblojionip
sevkedimeunde oisun Verims Unilever
iy Turk Ud. Si’nin parolondir

Bunda ve buns benzer yurlerce igte, Tark
Hollands sermayesinden meydans gelmiy
olon Unilever ly Tark Ud. St tecribe ve
m iyte by gekilde hatkin hizme
Iine arzeimekiedir. Goyemiz, yksek evsof.
I gide maddesi imdl eimek ve bunlan ok

COPY

MEDIA

Advertisement

from 1958

GRAFIKA

ADVERTISING AGENCY

GALIPDEDE CAD 66-1 GALATA-ISTANBUL - PHONE : 4452063

Client : Unilever-fg Turk Ltd.

Produet + V I T A
Script No: ¥ = 61 K e
Dote  : 25.5.1958 G““.\}-""’

THEY WORK FOR YOU

He puts in 8 sturdy hours a day. Six days a week.
And you might wonder what his work has to do with
SANA and VITA. It surely has !

For the manufacture of SANA and VITA raw material
Xhas to be found, bought, transported, stored and
processed., All this takes intelligence and hard work.
But the work is done efficiently. Because efficiency
in any kind of work has the power to help keep the
costprice down. Therefore whether it is transporting
or storing raw meterial, bleaching or deodorisinf
vegetable oils, packing or depatching SANA and VITA,
efficiency is a watchword at Unilever—ig.

Thus and in a hundred kindred ways Unilever-is Tirk
d. Sti., a combination of Turkish and Dutch carital,

puts its know-how and resources at the service of the

public. Our aim is to produce high quality foods and

to sell them at a very reasonable price. Not in

Turkey alone but in 57 different countries the

world over, Unilever works this way.

x
cotton-, sesame- and suflower
seed and oil.

and the transl at

Grafika Advertising Agency and sent to Unilever for approvet. a | € k | ar 749)199 8,
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AppendixC 9 Vita Advertisement. Kbar , 2015, p. 167)
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AppendixC 10 Sana billboard. "Sana taste to the mouth, health to the bgdg'a nd al c €,
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2013,

p.
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—h

rin kalite ve kullamilmakta olduklan yerler haklanda izahat ye-
rinde olacaktir :

Tereyadiar : Tereyajlarm mrf inok, manda-inek, manda, manda-ko-
yun, koyun ve kegl gibi muhtelif kaliteleri vardir, Surf inek yaglan (bo-
t ynuohnk)hyn-n.m“un.mmunwm
L lan isc boya katilmadikl kel ktedirler. Inek yaglan gok
o lezzotli, mmnmmnwumum
. ve gabuk pek elverigli degildirier.
-ii'mmwwmmmw
: Sede yaflar : Exitilmiy Urfa havalisi vo eritilmemiy Karadeniz ha-
mwmmumhwﬂmnmm-mmow
Urtn,alv-nk,"**‘ bavalisl ve Kars yaglandir. By Urfa,
Siverck, Diyarbakur b i olan beyas renkteki bu yaglar koyun siitiin-

,hwvemwuﬂwmmuawm
y-ghnnmmurmh- bu yag-
* larm k dilgii dir. Kars yaglan Urfa yaglanna nazaran
 9%8:12 nisbetinde bir zayifik arz etmektedirler. Eritiimemiy Karadeniz
‘havalisi yaglan ise, Vakfikebir ve Trabzon &di olmak tzere iki
 kalitedir, (mmhh&»mmhbﬂdﬂ Umu-
’wyaxeummmm-nmw yaglardan

* kaldde olup, piliv ve makamnak dveriglidir. Adi Trabzon ise, san
© ve beyaz olarak kargik bir haldedir ve lezzetlice yagdir. Ancak bu hava-
 li yaglan erimemiy olduklanndan, cabuk acima tehlikesine maruzdurlar,
\\1n1mdxklnmdobww Bu yaglar Urfaya nazaran
i Y020-25 nhbe!hde daha mayiftiriar,

' Sunu da kay k yerinde olur ki, yukarda bahsi gegen bu yag-
lardan herhangi biri olursa olsun, bunlarm nefasetlerini bir parca da yag-
 larm asit derceclerinde aramak icap ettifini unutmamabidir, Sade yafla-
‘mmtdmmmuhnamummd«-

| una gore, d yaglar d
afizds acbk, midede ekgime himl ederler. Mdﬂmhrldoylﬂm
mahlit olup olmadikl ifade ederler. Yaglarm k leri 26 -

. 28 aramnda olmam icap eder. Duha diigilk yaglar mahlit demektir,

. Nebsti sade yafler : Bunlar da laymet srasiyle Sana, Vita, vejeta-
:‘nnwmrynghndxr.m&uylbmmwh-b

AppendixC11Ekr em Muhi ddi n
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Yej en

yag yerine kaim olmaktdir. Vejetalin ve Turyaglar ise, ancak tava ve
kuzartmalars elveriglidirier.

Vita ve bilhassa Sana yaglan kuzdinldiklarinda, derhal kararmalan
dolaywsiyle bunlan tava ve kizartmalarda kullanmak calz degildir. Sunu
d-hmhuhh.uaﬂhenmmwynﬁnnmm

oder. la beraber, saymn okurl kendi damak zevklerine uygun
bir gekilde bu yajlan ksmen veya biitiin biltiin hazfetmek suretiyle ayar-
lamalan, yani yerlerine istedikleri yaglan ikame etmeleri veyahut da yo-
meklerini sadece bu gibl nebati yaglaria pigirmeleri de pek milmkiln ve
kabildir.

Zeytinyagiar : Bunlar da; rafine ve muhtelif asith olmak Uzere iki
Qegittir.

Koku ve asidi almmyy rafine yaglan ancak salata ve mayonezlerde
kullanlmas: linmdir. 05 U4 5 aside kadar olan yemeklik zeytinyaglann
MDMMW.

Susam yajp : Bu yaglarla y Zerin bozulma ihtimali
mmmmnmmmummmp
ghne ya§ denebilir. Bununla beraber salataya da gok elveriglidir,

Qigek vo Pumuk yagian : Bu yaglar ise, tava ve Juzartmalara elve-
riglidirier.

MUNTELIF TIF YAGLARIN 100ER GRAMLARINDAKI KALORI
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780.785 kalord 580890 Kalori 914920 kalort nuununl
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AppendixC13Kavakl & Primary School students in 1950's. Behind
in Vita tin boxes. Source: www.beylikduzukentbellegi.org
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AppendixC 14 Souvenir calendar of Sana and Vitam 1965
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Avrupada oldugu gibi
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AppendixC 15 Rama advertisement mentioning modernity and Europeanization of margarine. | i k , 1997, p.
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iki yag devi fena kapisti.

PIYASAYA “kalbin

iJNlLEVER

inler saﬁllkscz :
cel kalp

MARSA“"

rotimimiz AT margarin
_ standartina gére yapiliyor

Margatlnlerln hig biri birblrlnln
ayni degildir. Kagitta, kasede
ayn yapi vardir. Becel ise
bunlann hepsinden farkl,
kalp dostu. margarlnd oo

letilknndaycnhnsun-
dart

margarin, kalp sa; kalbe za-
margarini ve d'&ﬁk}:ﬁ rarh olan trans asit sifir
lere yer verildi: margarinler”olmak uzere oramndadir. Buda Becel'-

: ' i inlerin i dart getirdi. dostu” old
- _.,.mm. L G, L B B Ll N T e
AppendixC 16 Two Fat Producing Giants ScramiBad. Marsa: All the soft margarines are heart friendly.

inilever: We donét say margarines are unhealthy. We
October 2@, 1992Milliyet.
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AppendixC 17 Siding houses wittin boxes of fats. Jan Chipchase, 2012.
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AppendixC18Duck statute made by butter. Kstanbul,
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AppendixC 19 Larger version of the visuals of Sana advertisement fro.19RL-1, 2014)
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AppendixC 20 Larger version of the visuals ¥fita advertisement from B3 (URL-2, 2017)
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AppendixC 21 Larger version of the visuals Beceladvertisement from B%. (URL-3, 2019)
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