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Abstract 

 

The objective of this study is to reveal the marketing efficiency of traditional foods with Kars 

kashar cheese sample which is one of the traditional cheeses of Turkey. The data of the study 

were obtained through face-to-face interviews with kashar cheese manufacturing plants in 

Kars Province of Turkey. This study performed an analysis to assess the marketing efficiency 

of kashar cheese manufacturing plants in direct and indirect marketing conditions. 

The analysis of marketing  efficiency in the study revealed that the marketing efficiency index 

was high for Kars kashar cheese. However, the marketing efficiency of indirect marketing 

channel was lower than the direct marketing channel. Marketing efficiency index was found 

to be 18.43 and 1.52, respectively for both direct and indirect channel. The results of the 

analysis shows that it is required to support the effective use of direct marketing strategies to 

improve marketing efficiency for the manufacturers in traditional foods, such as Kars kashar 

cheese. 
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1. Introduction 

 

Traditional foods are the products which significantly contribute to the economy of 

provinces, regions or countries to which they belong; which are preferred despite their high 

prices when the primary consideration of consumers is quality and uniqueness and which 

stand out among comparable products thanks to its unique taste and high quality. Due to these 

features, traditional foods are the preferential product line. The possibility of traditional foods 

to be effective in the markets different than those where they acquire their unique features and 

where they are manufactured is very high, which enables the region to which these traditional 

foods belong to develop an identity and develops the region as well as enhances the economy 

in that region. This functionality of traditional foods has a significant role in the gradual 

recognition of their importance.   

Given the geographic location of the country, Turkey is a country which witnessed the 

survival of many societies, civilizations, and states and thus has a great, cultural and historical 

wealth and where a large variety of crops can be produced due to its climate characteristics 

and fertile lands thanks to its geographic location. All these features, being important factors 

for the large variety of traditional foods in Turkey, have enabled Turkey to be a heaven for 

traditional foods. Kars kashar cheese is one of important traditional foods in Turkey which is 

unique to the province of Kars and has achieved to stand out among others due to its unique 

characteristics. 

Although traditional kashar cheese is made by sheep’s milk, today the usage of cow’s 

milk has been common in many cities such as Adapazarı and Kars. It ranges from regions and 

it is produced as blocks of 6 - 10 kg or 12 kg. The production technique of kashar cheese is as 

same as that of beyaz cheese, however their compression process are different. Their main 

difference begins with putting teleme, as called structure of curd obtained after pressing, into 

the fermentation (Durlu Ozkaya and Gun, 2014). When examining chemical quality 

characteristics of Kars kashar cheese, moisture content is reported to vary between 25.6–

29.7%, fat free dry matter from 34.4–42.8%, protein from 22.3–28.6%, and fat from 21.5–

25.9% (Kamber, 2008).  

Kashar cheese has an important place in the food and dairy industry and it is produced 

by processing raw milk and a number of other processes. Although kashar cheese used to be 

produced in tablelands where the production of white cheese was not widespread and there 

was an inadequate number of cold storage depots and a relative lack of transport facilities, it is 

http://www.custoseagronegocioonline.com.br/


A Study on the determination of marketing efficiency of traditional foods: the case of  

Kars Kashar Cheese 

Gokkaya, G.S.; Adanacionglu, H.; Akyuz, Y. 

Custos e @gronegócio on line - v. 12, n. 4 – Out/Dez - 2016.                                         ISSN 1808-2882 

www.custoseagronegocioonline.com.br 

 

312 

now being manufactured in several regions of Turkey by many enterprises different in terms 

of capacity (Gelibolu, 2009).  

The large pasture areas in Kars has brought about the significantly prevalence of 

animal husbandry. The province of Kars is a foremost animal husbandry region and its 

economy is largely based on animal husbandry; therefore, the economic assessment of the 

animal husbandry products produced in the province is of critical significance (Demir and 

Aral, 2010). The production of kashar cheese by means of processing milk with the 

development of animal husbandry has made both dairy farming and the production of kashar 

cheese in Kars important. Within this framework, there is a great contribution of kashar 

cheese to the development of the province.  

The existing literature on traditonal foods has mainly focused on the consumer side 

from different perspectives. One is factors of motivating or 

driving consumers to buy traditional food products (Wein et al., 1996; Souza Monteiro and 

Ventura Lucas, 2001; Pieniak et al., 2009; Adanacioglu and Albayram, 2012; Cerjak et al. 

2014; Wang et al. 2015;  Contini et al. 2016), and the other is consumer willingness to pay for 

traditional food products (Padilla et al., 2007; Braghieri et al., 2014; Balogh et al., 2016). 

There are relatively fewer studies on the production side of traditonal foods (Seiders et al., 

2000; Gellynck et al., 2008). Some studies have focused on traditonal foods with protected 

designation of origin (Fragata et al. 2007; Albayrak and Gunes, 2010; Tosato, 2013). 

However, it appears that to date no studies  have directly examined marketing efficiency of 

traditional foods.  

This study attempts to answer the basic question: Does the traditional foods can be 

marketed as efficiently? To answer this question, marketing efficiency of traditionally  

produced foods was investigated with Kars kashar cheese sample which is one of the 

traditional cheeses of Turkey. In addition to, further suggestions were put forward on how to 

use marketing strategies by the Kars kashar cheese manufacturers in order to improve their 

marketing efficiency.  

 

2. Data and Methodology 

2.1. Survey and data collection 

 

Data were gathered by a survey conducted through face-to-face interviews with kashar 

cheese manufacturing plants in Kars Province of Turkey in 2014. The data obtained from the 
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Kars Directorate of Provincial Food, Agriculture, and Livestock indicated that there are 40 

kashar cheese manufacturing plants that operate with a production permit as of 2014 in the 

centre of Kars and the villages adjacent to the centre excluding the districts registered to the 

institution (MFAL, 2014). The questionnaires performed in the centre were conducted with 

sample 27 cheese manufacturing plants. 

 

2.2. Methods for measuring marketing efficiency 

 

 

This study performed an analysis to assess the marketing margin and efficiency of 

kashar cheese manufacturing plants in direct and indirect marketing conditions. The 

marketing margin was calculated as the total price spread. Marketing margin was calculated 

through computing the absolute margin or price spread, which is essentially the same as the 

difference between the prices, paid and received by each specific marketing agency. 

Marketing margins are the differences between prices at two market levels and are commonly 

used to examine the differences between producer and consumer prices for a commodity. 

Marketing margins represent the price charged by market agencies for their services including 

buying, packing, transportation, storage and processing (Zeb et al., 2007). 

In addition to marketing margin, the marketing efficiency of kashar cheese 

manufacturing plants was calculated as well. Marketing efficiency is defined in the most 

general sense as the ratio of market output (satisfaction) to the marketing input (cost of 

resources). An increase in this ratio would represent improved efficiency and vice-versa. A 

reduction in the cost for the same level of satisfaction or an increase in satisfaction at a given 

cost would result in an improvement of efficiency (Hussein et al., 2013). Shepherd (1965) 

defined marketing efficiency as the ratio value addition for the goods to their marketing cost, 

where the value added is the difference between the costs of goods purchased by a firm and 

price for which it sells those goods (Rangasamy and Dhaka, 2008). Shepherd’s method 

eliminates the problem of measurement of value added. However, Shepherd’s method does 

not explicity take into account the net margins retained by the intermediaries and net price 

received by the farmers in assessing the marketing efficiency (Rane and Deorukhkar, 2007). 

Therefore, we used the formula suggested by Acharya and Agarwal (2001) for the 

measurement of marketing efficiency. The formula was expressed as Equation (1): 
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 MME = NMPp/(MC+MM) (Longwe et al., 2010) (1) 

 
  

where: MME is Acharya and Agarwal’s marketing efficiency index, NMPp is the net 

price received by the producers in US dollar ($)/kg, MC is the marketing cost incurred by 

producers and the various intermediaries in $/kg, and MM is the total marketing margin of 

marketing intermediaries in $/kg. The net price received by the producers was estimated as a 

difference between gross price received and the costs incurred by the producers during 

marketing (Murthy et al, 2007). 

Producer share in consumer price (PSCP) for marketing supply chain of kashar cheese 

was estimated by the following formula which is utilized as one of indicators of the marketing 

performance of producers: 

PSCP =  (NMPp/Cp) x 100 (Imtiyaz and Soni, 2013)  (2) 

where: PSCP is the producer share in consumer price (%), NMPp is the net price 

received by the producers in $/kg, Cp is the consumer price (Rs/kg). 

 

3. Results and Discussion 

3.1. Socio-economic characteristics of Kashar Cheese Manufacturing Plants 

 

The average age of kashar cheese-plant operators was found to be approximately 41. 

Their average number of years of education (11.04 years) was also high. The average 

household size was 6.52. The total revenue (turnover) of the plants in 2014 was about 183 

thousand dollars; and 90% of that revenue was obtained from Kars kashar cheese (Table 1).  

 

Table 1: Socio-Economic Characteristics of Kashar Cheese Manufacturing Plants 

Variable Average 

Age of cheese-plant operators (yrs) 41.11 

Year of education of cheese-plant operators (yrs) 11.04 

Household size (person) 6.52 

Annual total revenue ( US dollar)* 182,916 

Share of Kars kashar cheese within annual revenue of cheese-plant operators (%) 90.00 

*The average exchange rates between Turkish Lira (TRY) and the US dollar (USD) for 2014 is $1 = 2.1868TL 

(CBRT, 2014). 
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The products such as milk, white cheese, kaymak (a creamy dairy product similar 

to clotted cream), butter etc. accounted for the other 10% of the turnover. 

Around 81.5% of the plants in the study are in the form of a limited liability company; 

7.4% of them are in the form of an individual company; 7.4% of them are not in the form of a 

company; and 3.7% of them are in the form of a joint-stock company. Approximately 44% of 

the operators are active in agriculture. The number of operators which are not active in 

agriculture is higher with a percentage of 56%.  

 

3.2. Capacity Utilization in the Kashar Cheese Manufacturing Plants 

 

The kashar cheese-plant operators stated that they had worked an average of 163 days 

(about 5.5 months). They had an average annual production capacity of 395,85 tonnes of Kars 

kashar cheese, but they used only 41.80% of their capacity (Table 2). 

 

Table 2: Production Capacity of Kashar Cheese Manufacturing Plants 
The amount of kashar cheese produced currently in 2014 (tonnes) 167,74 

The amount of kashar cheese produced annually (tonnes) 165,48 

Annual production capacity of kashar cheese per plant (tonnes) 395,85 

The average rate of capacity utilization (%) 41.80 

Cheese production days per year  163,00 

 

 

The relevant plants are medium-sized and generally operate with a low capacity; and 

they are the plants in which the use of technology is not prevalent and which manufacture by 

means of conventional methods. This reflects on production expenses, production amount and 

production periods of the plants.  In addition to, the plants having the problems such as 

insufficient milk production, lack of raw material in high quality, sometimes have to operate 

with a low capacity. 

 

3.3. Costs of Manufacturing Kashar Cheese 

 

The manufacturing costs of the kashar cheese plants are summarized in Table 3. Unit 

manufacturing cost was 6.92 dollars per kg of kashar cheese produced. Raw milk was the 
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major cost item. Raw milk accounted for 72.83 percent of the total costs. Demir and Aral 

(2010) estimated raw milk cost at 71.10 percent for Kars kashar cheese in 2007. 

 

Table 3: Breakdown of Kashar Cheese Manufacturing Costs 

Cost Items Costs ($/kg)* 

Breakdown 

of total costs 

(%) 

Raw material (raw milk) 5.04 72.83 

Auxiliary raw materials (salt, yeast, etc) 0.11 1.59 

Labor 0.76 10.98 

Electricity 0.11 1.59 

Water 0.03 0.43 

Packaging 0.10 1.45 

Product distribution 0.26 3.76 

Cleaning 0.05 0.72 

Warehouse rent  0.26 3.76 

Repair and maintenance 0.07 1.01 

Administration (or management) costs 0.13 1.88 

Total costs  6.92  100.00 

*The calculation was made using the average exchange rates between TL and the US dollar (USD) for 2014  

($1=2,1868 TL). 

 

 

The next major item was labor. It represented 10.98 percent of the total costs. The next 

major items were product distribution and warehouse rent. These cost items accounted for 

7.52 percent of the total costs. The remaining 8.67 percent was spread among administration, 

auxiliary raw materials, electricity, packaging,  repair and maintenance, cleaning, and water 

items. 

 

3.4. Marketing Channels for Kashar Cheese 

 

Three channels were identified in the marketing of Kars kashar cheese in the study 

area. Table 4 shows marketing channels used by interviewed manufacturers for Kars kashar 

cheese. Many manufacturers used more than one channel. Wholesale and retail markets, and 

direct to consumers were the channels most often used by the  manufacturers, only about 67 

percent of the manufacturers used these channels. 22 percent of the  manufacturers sold their 

produce both direct (direct to consumers) and wholesale markets. The percentage of 

manufacturers selling only directly to consumers was 11 percent. 
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Table 4: Marketing channels used by kashar cheese manufacturers 

Marketing Channels n % 

Direct-to-consumer, wholesaler, and retailer 18 66.67 

Direct-to-consumer and wholesaler 6 22.22 

Direct-to-consumer 3 11.11 

Total  27 100.00 

 

As seen in Table 4, direct marketing channel was a widely used marketing channel by 

the manufacturers. Many manufacturers use both direct and indirect channels simultaneously. 

In examining the direct marketing options that the Kars kashar cheese manufacturers used in 

selling directly to consumers, telephone orders emerged as having drawn the most attention. 

 

3.5. Marketing Efficiency in Direct and Indirect Marketing Channels for Kars Kashar 

Cheese 

 

It can be seen from Table 5 that the net price received by the manufacturers for Kars 

kashar cheese was higher in the direct marketing channel. It was due to high gross selling 

price received by the manufacturers in the direct marketing eventhough the marketing costs 

incurred by the manufacturers were almost the same in both the channels. The net price 

received by the manufacturers was 8.66 $/kg in the direct marketing channel and 7.40 $/kg in 

the indirect marketing channel. 

 

Table 5: A comparison of net price received by the manufacturers in direct and indirect 

market channels for Kars kashar cheese ($/kg) 

Particulars 

Direct 

marketing 

channel 

Indirect 

marketing 

channel 

Manufacturer's gross selling price (1) 9.13 7.88 

Packing (a) 0.20 0.24 

Handling (b)  0.03 0.06 

Transportation (c) 0.23 0.08 

Other marketing expenses (d) 0.01 0.10 

Total marketing cost (a+b+c+d) (2) 0.47 0.48 

Net price received by the manufacturers (1-2) 8.66 7.40 
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Marketing efficiency index of the Kars kashar cheese was calculated for both direct 

and indirect channel and the results have been presented in Tables 6 and 7, respectively. 

Marketing efficiency index was found to be 18.43 and 1.52, respectively for both direct and 

indirect channel. Since the marketing efficiency index for both direct and indirect channel is 

greater than one (MME >1) that indicates that the all channels are efficient.  

 

Table 6: Marketing efficiency in direct marketing channels for Kars kashar cheese 

Particulars Direct marketing 

channel 

Net price received by the manufacturers ($/kg) 8.66 

Marketing costs incurred by manufacturers ($/kg) 0.47 

Marketing margin of  the manufacturers ($/kg) 0.00 

Marketing efficiency index 18.43 

Consumer purchase price ($/kg) 9.13 

Price spread ($/kg) 0.47 

Manufacturer's share in consumer’s price (%) 94.85 

 

However, the marketing efficiency of indirect marketing channel was lower than the 

direct marketing channel. It was due to the high marketing costs incurred by intermediaries 

and also because of the high marketing margins which might have been due to the presence of 

intermediaries between Kars kashar cheese manufacturers and consumers. Apart from these 

reasons, the net price received by the the manufacturers for Kars kashar cheese was lower in 

the indirect marketing channel. 

The price-spread was 0.47 $/kg in the direct marketing channel, while the price-spread 

in the indirect marketing channel was 4.39 $/kg. The marketing of Kars kashar cheese through 

direct marketing channel was more efficient since the price-spread was lower compared to the 

indirect marketing channel. The manufacturer's share in consumer price for Kars kashar 

cheese was significantly higher in direct marketing channel (94.85%) compared to the indirect 

marketing channel (62.77%) (Tables 6 and 7). The overall results revealed that direct 

marketing channel was the most efficient for Kars kashar cheese. 
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Table 7: Marketing efficiency in indirect marketing channels for Kars kashar cheese 

Particulars Indirect marketing 

channel 

Net price received by the manufacturers ($/kg) 7.40 

Marketing costs incurred by manufacturers ($/kg) 0.48 

Marketing costs incurred by intermediaries and net 

marketing margin ($/kg) 4.39 

Marketing efficiency index 1.52 

Consumer purchase price ($/kg) 11.79 

Price spread ($/kg) 4.39 

Manufacturer's share in consumer’s price (%) 62.77 

 

 

3.6. The Challenges Facing Kars Kashar Cheese Manufacturers  

 

We asked the manufacturers what challenges they faced in manufacturing Kars kashar 

cheese. We requested the manufacturers to rate components outlined in Table 8 below based 

on one to five scales, where five is the most important and one is the least important. When 

examining the challenges, it was observed that the biggest challenge facing the Kars kashar 

cheese manufacturing sector was the problem of purchasing raw materials. It received the 

highest score at 4.44.  

 

Table 8:  The challenges faced by Kars kashar cheese manufacturers 

 Challenges 

  

The problem of purchasing raw materials 4.44 

The high energy costs 4.30 

The problems arising from low capacity utilisation 3.44 

The low working capital 2.78 

The problems associated with using outdated technology 2.78 

The problems with low productivity  2.56 

The problems with raw material quality 2.41 

: the mean score of 5-point Likert scale (1 = not important to 5 = very important) 

 

The manufacturers do not use goat milk for kashar cheese making; instead, they use 

cow milk in the rate of 85%. Furthermore, 11% of ewe milk and 4% of a blending of ewe and 

goat milk are used for kashar cheese making. The reason that the milk of sheep and goat is 

utilized in small quantities may be the prevalence of cattle farming in Kars. 44% of the milk 

used for kashar cheese making by the manufacturers is supplied by the  milk producers 

(farmers); 30% of that is supplied by their own production; 15% of that by the cooperatives; 
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and 11% by local sellers. However, majority of the manufacturers opined that, 

the difficulty of financing raw materials was the major constraint in kashar cheese production. 

The advance payment system which is performed while supplying milk from producers 

(farmers) (giving money in exchange for milk to producers a year in advance) is a major 

handicap for manufacturers. The advance payment system inducing them to give up kashar 

cheese production is one of the primary issues for manufacturers.  Pre-payments in the 

advance payment system usually put them into trouble to maintain affordable manufacturing. 

When the milk whose cost has been paid a year in advance comes to kashar 

cheese manufacturing plants next year, the manufacturers which cannot sell the cheese yet 

may look for milk again.   

The secondary one was high energy costs with the average of 4.30,  followed by the 

low capacity utilisation (3.44). The least significant challenge among all was raw 

material (milk) quality with the average of 2.41 

 

4. Conclusions 

 

In this study, marketing efficiency of traditionally  produced foods was examined with 

Kars kashar cheese sample which is one of the traditional cheeses of Turkey. The analysis of 

marketing  efficiency in the study revealed that the marketing efficiency index was high for 

Kars kashar cheese. However, the marketing efficiency of indirect marketing channel was 

lower than the direct marketing channel. Marketing efficiency index was found to be 18.43 

and 1.52, respectively for both direct and indirect channel. 

In a view of the findings stated above, it is required to support the effective use of 

direct marketing strategies to improve marketing efficiency for the manufacturers in 

traditional foods, such as Kars kashar cheese. Depending on the change of consumption habits 

in time, consumers maintain a sensitive attitude that leads them to be cautious against health-

wise dangerous products; therefore, the demand of healthy and quality products whose 

production place and content are known; which are less processed; and have no additive has 

gone up.  For this reason, the competitiveness of traditional foods in different markets is very 

much in spite of their high prices. Although Kars is far away from effective markets in terms 

of the geographic location, the demand of Kars kashar cheese is significantly high. 

Relationships with potential consumer groups should be kept up to date with help of remote 

negotiations; and the direct market share of the mentioned product can be increased with 
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promotional activities to enhance the potential. This will positively reflect on the marketing 

efficiency of the Kars kashar cheese manufacturers.  

The length of marketing channel between producer and consumer should be as short as 

possible in order to improve marketing efficiency. Moreover, it is important in terms of 

improvement  of marketing efficiency to develop an effective distribution system in the 

regions having high market potential and to make sale to the places like boutique hotels, 

restaurants etc.   

In addition to direct sales, the manufacturers can find the opportunity to market their 

products to different markets and masses by attending organizations like international fairs 

and exhibitions which are periodically arranged in many major cities. Attendance at these 

organizations will increase both the marketing efficiency of the manufacturers and the 

potential to be effective in different markets by popularizing Kars kashar cheese.  

Geographical Indications (GIs) should be used as marketing tools to improve 

marketing efficiency for the manufacturers in traditional foods, such as Kars kashar cheese. 

The finding by Souza Monteiro and Ventura Lucas (2001), who concluded that the most 

important attribute for the choice of a Portuguese traditional cheese was its classification as a 

PDO (protected designation of origin) product,  supports the our suggestion mentioned above. 

Albayrak and Gunes (2010) also emphasized that in many countries, geographical indication 

(GI) was used as an effective instrument to support the production of traditional food or local 

products. Kars kashar cheese has been newly registered for geographical indication by the 

Turkish Patent Institute. When taking into consideration of the distinctness of Kars kashar 

cheese by means of its own characteristics like quality, taste etc. and its high demand for 

recent years although traditional foods penetrate market with high prices, producers' incomes 

will increase thanks to the registration of Kars kashar cheese; subsequently, the local 

economy will receive its share. The findings from this study can guide policy makers in 

improving marketing efficiency of traditional foods. 
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