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CONSUMER PREFERENCES FOR FLOORING IN TURKEY
IN TERMS OF PURCHASING AND USE 

In this study, consumer preferences for flooring in terms of purchasing and use,
were investigated, as well as consumer attitudes and the reasons for preferences
for a particular product, and whether consumer behaviour varied according to
gender, age, level of education, occupation and size of household. The study was
based on a face-to-face interview of 1005 people throughout Turkey.  The data
obtained from the survey was analyzed using the statistical package SPSS 19.0 for
Windows. According  to  the  results  of  the  study,  it  is  possible  to  say  that  the
customers preferred flooring which was easy to assemble, with good heat and
sound  insulation,  resistant  to  physical  and  mechanical  damage,  both
environmentally- and human-friendly and aesthetically pleasing. Manufacturers
should therefore endeavour to meet these expectations by obtaining positive and
negative feedback from users of flooring. In conclusion, it was determined that
flooring  preference,  usage,  expectations  and  consumer  complaints  may  differ
according to gender,  age, level of education, income level,  household size and
occupation.  This  study  fills  an  important  gap  regarding  the  investigation  of
consumer preferences for flooring in terms of purchasing and use in Turkey. 
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Introduction 

Consumer satisfaction in modern marketing, the notion which was adopted by
developed countries and has become important in Turkey, should be provided by
companies  through a closer  study of  consumer  needs [Foxall  and Goldsmith
1994; Narus and Anderson 1996; Durmaz et al. 2011]. In other words, analysing
consumer attitudes is crucial for marketers [Khan 2006].

The field of consumer behaviour is an essential component of marketing and
requires  substantial  investment  in  research  in  order  to  satisfy the  needs  and
demands of individuals, groups and organizations in terms of how they choose,
buy, use and dispose of products, services, ideas and experiences [Kotler 2003;
Hawkins and Mothersbaugh 2010]. Consumer behaviour consists of individual

 İlker  AKYÜZ (iakyuz@ktu.edu.tr), Sebahattin  TiRYAKi  (sebahattintiryaki@hotmail.com),
Karadeniz  Technical  University,  Faculty  of  Forestry,  Department  of  Forest  Industry
Engineering,  Trabzon,  Turkey; Nadir  ERSEN (nadirersen20@artvin.edu.tr), Artvin  Çoruh
University, Faculty of Forestry, Department of Forest Industry Engineering, Artvin, Turkey.



132 İlker AKYÜZ, Nadir ERSEN, Sebahattin TiRYAKi

activities related to the selection, purchase and use of products in order to satisfy
the demands and needs [Zikmund and D’Amica  1995].  Consumer behaviour
comprises two paradigms: the positivist paradigm and non-positivist paradigm.
The  positivist  paradigm  consists  of  economic,  behavioural,  cognitive,
motivational, individual, attitudinal and situational approaches. In contrast, the
non-positivist  paradigm consists of post-modern and interpretative approaches
from the1980s [Pachauri 2002]. 

Flooring is any material  laid on the ground where people walk, wait  and
spend time.  Today,  solid  wood  material,  wood-based  materials,  PVC,  textile,
stone and ceramic materials are used for floor covering [Döngel et al. 2008].
Although there is a wide variety of flooring materials, wood and wood-based
materials  rank  highly  and  are  preferred  because  they  work  well  with  other
materials used, they are hygienic, aesthetic, resistant to physical and mechanical
reactions  and  are  durable  [Döngel  2005]. According  Barbara  et  al.  [2008],
approximately  70%  of  Germans  use  wood-based  floor  covering,  and  most
Canadians use wood-based flooring and carpet covering because it  is healthy
[Spetic et al. 2007]. Another investigation carried out by Ay [2001] attempted to
determine the main reasons for the consumer preference for laminate flooring on
interior floors. The study compared consumer answers in terms of gender, level
of income and education. As a result of the study, it was clearly seen that the
level of income and education had a stronger influence than the gender variable
on the preferences of the consumer.

The aims of this study were to identify consumer usage of and preference for
flooring,  and  reasons  for  purchasing  certain  flooring,  to  examine  consumer
attitudes  (to  the  flooring  material  before  and  after  its  use),  to  understand
consumer behaviour, to distinguish the behaviour of male and female consumers
in the family and identify the problems encountered with flooring. At the same
time, companies in the flooring sector were advised to consider the needs and
demands  of  consumers  to  increase  their  market  share,  to  develop  marketing
strategies and to maximize their sales forces.

Materials and methods

Research area and sample selection

Consumers  in  various  cities  in  Turkey  were  taken  as  the  working  sample.
Surveys were conducted with one person from each household.  The universe
was determined as  the  total  number  of  households  in  Turkey.  Therefore,  the
number of households in 2015 was 21,662,260 according to TurkStat [2016]. As
it is difficult, costly and time-consuming to conduct surveys in all households,
the sampling method was used. The following formula was used to determine
the sample size [Naing et al. 2006].

n = (N · Z2 · P · Q) / (N · D2 + Z2 · P · Q)
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In this formula,
N – universe size (21,662,260 household),
Z – confidence  coefficient  (this  coefficient  is  taken  as  1.96  for  95%  

confidence),
P – probability of the occurrence of the characteristic to be measured in the  

universe (value amounting to 90%)
Q – 1-P (improbability of the occurrence of the characteristic to be measured in

the universe),
D – accepted sampling error (value amounting to 2%).

Using the above formula, the sample size was determined as 864. To ensure
an efficient study, the sample size was raised to 1,035. Due to logic errors and
the reluctance of respondents, 30 surveys were eliminated and the sample size
was thus reduced to 1,005. The response rate of the surveys was 97.10%. The
surveys administered from January 2013-August 2015.

Data collection and analysis method

Many researchers  are  disappointed  after  their  research  to  see  that  they have
omitted some  important  questions.  Therefore,  when designing  a  survey,  it  is
important to decide which questions should be included and which eliminated
[Fitoz 2002]. With this in mind, for this study, similar research was examined in
detail and a draft survey was prepared. A small-scale pre-test of the survey is one
of the best ways to prepare a good final survey. In this regard, the draft survey
was tested in the province of Bursa in Turkey, and eventually the final survey
was  prepared  according  to  the  opinion  of  those  consumers. The survey was
administered to consumers face-to-face. The survey consisted of three parts. In
the first part of the survey, questions were asked to determine the demographic
properties of the consumers. In the second and third parts, questions were asked
to ascertain the person(s) responsible for decision-making in the family and to
determine the preferences for flooring and reasons for these preferences.

The data obtained from the  survey  was analyzed using the SPSS 19.0 for
Windows statistical package. Descriptive statistics were used in the evaluation of
the demographic characteristics.  In addition,  the Chi-Square test  was used to
determine  the  differences  among  the  average  of  the  group  variables  of
occupation, household size, income, education, age and gender. 

Results and discussion

Some demographic characteristics of the consumers 

It was determined that 49.6 % of the consumers surveyed were male. 15.2% of
the consumers were 18-24 years old, 39.7% were 25-39, 30.3% were 40-49 and
14.7% were 50 years old and over. In terms of their income level, the highest
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rate exceeded $ 522 per month (32.2%) while the lowest rate amounted to less
than $ 208. The education levels of the consumer groups were as follows: 2.2%
were illiterate, 19.1% had a primary school education, 38.6% had a middle-high
school education and 40.1% were university graduates. Approximately 50% of
the consumers  surveyed were white-collar  and blue-collar  and civil  servants.
Although  the  family  sizes  were  similar,  the  number  of  families  with  four
members was the highest (30.9%).

Consumer behaviour before the purchase of flooring

In this part, the desire to purchase the flooring product, pre-purchase research,
evaluation  in  terms  of  flooring  prices  and  mall,  evaluations  concerning  the
timing of  the  purchase,  flooring properties (style,  design,  colour  and pattern,
brand and quality preferences, the final decision to purchase, durability of the
flooring,  and  usability)  and  other  similar  factors  were  analysed  in  terms  of
demographic characteristics. The consumer preferences were analysed by means
of  the  X2 test  with  a  95% confidence  level.  Table 1  shows  any differences
between consumer preferences in terms of demographic characteristics. 

According  to  the  results  of  the  chi-square  test,  there  was  a  significant
relationship  between  the  gender,  age,  occupation  and  family  size  of  the
consumers  and their  decisions (concerning the purchasing of  flooring (when,
how, and which), who carried out research before purchasing, who recognised
the need for the purchase,  who evaluated the price,  mall,  brand,  quality,  and
aesthetic features, who made the final purchasing decision and who evaluated
the flooring after purchase) with a significance level of p ≤ 0.05 in table 1. While
there was a significant relationship between the income level of the consumers
and their decisions (ie. the purchasing of flooring (when, how, and which), who
carried out research before purchasing, who evaluated the price, mall, brand and
quality  and  who  made  the  final  purchasing  decision)  due  to  the  level  of
significance  (p)  being  smaller  than  0.05,  there  was,  however,  no  significant
relationship between the income level of the consumers and recognition of the
purchase  need,  the  aesthetic  features  and  who  evaluated  the  flooring  after
purchase, as the level of significance was greater than 0.05 (p > 0.05). In other
words, there were differences between the income level of the consumers and
their decisions (about the purchasing of the flooring (when, how, and which),
who carried out research before purchasing, who evaluated the price, mall, brand
and  quality  and  who  made  the  final  purchasing  decision).  There  was  not  a
significant  relationship  between  the  income  level  of  the  consumers  and
recognition of the purchase need, the aesthetic features and who evaluated the
flooring after purchase. 
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Table 2 shows the distribution of the movement of the consumers before
purchasing  according  to  the  demographic  characteristics,  as  well  as  which
member(s) in a family was/were dominant in the pre-purchase evaluations. The
values  given  in  table  2  show  the  percentages  belonging  to  the  dominant
member(s) among the family members in terms of the evaluated criteria.

Considering the results shown in table 2, in terms of gender, the majority of
the men stated that they alone made the decisions (concerning the purchasing of
flooring  (when,  and  how) (44.6%),  they  carried  out  pre-purchase  research
(57.8%), evaluated the price (60.6%), mall (58.8%), brand and quality (43.2%),
etc.),  but  they  made  the  decisions  concerning  the  purchase  need  (36.9%),
aesthetic  features  (43.0%),  the  final  purchase  (47.0  %) and evaluations  after
purchase (47.0%) together with their wives. On the other hand, the women stated
that  they themselves  decided the purchase need (46.2%) and decided on the
aesthetic features (49.9%), but they stated that their husbands evaluated the price
(37.9%). In addition, the women stated that they discussed their research with
their  husbands and they made the final decision (55.4%) and decided on the
purchasing of flooring (when, how) (54.2%) together. The consumers in all the
age groups stated that they made decisions together concerning the brand and
quality, and the purchasing of the flooring (when, how), they reached the final
decision together, evaluated what exactly would be purchased and evaluated the
purchase afterwards, but they stated that they undertook their own pre-purchase
research.  In  terms  of  education  level,  the  consumers  having  graduated  from
middle-high school  and university stated  that  they took an  active  role  in  all
evaluations together with their spouses. In terms of income level, the consumers
with an income of $522 and over per month stated that they made most decisions
together, apart from those connected to pre-purchase research, price evaluation
and mall evaluation. With regard to occupation, the attitudes of office workers
and retired people were generally similar to each other. Housewives recognised
the purchase need (48.6%), and evaluated the aesthetic features (50.3%) and the
purchase  afterwards  (46.9%)  themselves,  while  they  generally  evaluated  the
other criteria together with their husbands. With regard to trader, it is possible to
say that  they generally made decisions on the evaluation criteria themselves.
Other occupations such as lawyers and doctors stated that they evaluated the
purchase need (33.8%),  did pre-purchase research (43%),  evaluated the price
(39.7%) and mall (40.4%) themselves, while they generally evaluated the other
criteria together with their spouses. In terms of family size, the groups made
a decision  on  the  evaluated  criteria  mostly  together,  although  sometimes
themselves. 

General evaluation

In  this  research,  consumer  behaviour  was  analyzed  up  until  the  purchase  of
flooring. In addition, the type of product to be used was investigated, along with
how many years the consumer expected the product to last, why the consumer
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desired to make the purchase, what were the defects that occurred during use and
the order of preferences concerning the purchase.
The distribution of the flooring preferences  of  the  users,  the  usage time and
flooring defects are presented in table 3.

Table  3.  Distribution  of  flooring  preferences  of  users,  usage  time  and  flooring
defects

General information
Number

(N)
Percentage

(%)

Flooring
preferences of user

solid wood parquet 154 15.3

wood floor covering 223 22.2

laminate parquet 546 54.3

wood flooring   38   3.8

others (vinyl floor covering,
concrete, carpet, etc.)

  44   4.4

Usage time

1-3 years   19     1.89

3-5 years   55     5.47

5-10 years 244   24.28

10 years and over 554   55.12

no opinion 133   13.23

Flooring defects

localised swelling 273 14   

formation of protuberance 158     8.09

grooving   42     2.15

collapse 163     8.35

level differences 117     5.99

flooding 116     5.94

abnormal parquet opening 140     7.17

quality problems 129   6.6

infestation 104     5.33

squeaking 259   13.27

scratches 429   21.98

other   22     1.13

In this  determined that  54.3% of consumers used laminate parquet, 22.2%
used wood flooring,  15.3% used solid  wood parquet,  3.8% used solid  wood
overlay flooring with an interlocking system,  and 4.4% used other  materials
(vinyl floor covering, concrete, carpet, etc.) for flooring. In terms of usage time,
more than half of the users chose 10 years and over. In addition, the consumers
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stated that  the  defects  generally occurring in  floor  coverings were scratches,
squeaking and localised swelling. 

In  this  research,  it  was  determined  which  consumer  preferences  were
considered  the  most  important  for  the  consumers.  The  results  of  these
preferences are shown in tables 4, 5, 6, 7 and 8.

According to the X2 test results, as seen in table 8, it was determined that
there were differences between the genders as regards the preferences of cost
and resistance to physical and mechanical damage. Men chose the cost factor as
the first order of importance with an average value of 4.726, followed by product
durability,  resistance  to  physical  and  mechanical  damage,  aesthetics,
maintenance, repair and renovation properties and the floor construction method,
respectively.  In contrast,  women chose the cost factor as the second order of
importance, while they chose the factor of product durability as the first order of
importance with an average value of 4.591. It was determined that there were
significant  differences  between  the  age  groups  as  regards  aesthetic  factors
according to the X2 test results. That is, there were differences of opinion among
the consumers according to their age groups. In all the age groups, except the
25-39 group, the order of importance was as follows: the cost, product durability,
resistance to physical and mechanical damage, aesthetics, maintenance, repair
and renovation properties and floor construction method. However, in the 25-39
age group, the product durability factor was chosen as the most important with
an average value of 4.681 (tab. 4). In terms of education level, it was determined
that there were differences in consumer opinions as regards the cost,  product
durability and resistance to physical and mechanical damage according to the X2

test results. While the order of importance of the consumers whose education
level  fell  within the illiterate,  primary school  and middle-high school  groups
was, respectively, cost, product durability, resistance to physical and mechanical
damage, aesthetics, maintenance, repair and renovation properties, the order of
importance  of  the  consumers  having  graduated  from  university  was,
respectively, product durability, resistance to physical and mechanical damage,
cost,  aesthetics,  maintenance,  repair  and  renovation  properties.  In  terms  of
income level, there was no significant difference according to the X2 test results.
When the income level increased, the degree of importance of cost decreased
(tab. 5).  There  were  no  significant  differences  according  to  family  size.
Consumers with a family size of 2 or 3 members chose product durability as the
first order of importance with average values of 4.42 and 4.63. Consumers with
a family size of 4 and over chose cost  as the most  important  factor (tab. 6).
There was no significant relationship between the occupation groups in terms of
floor  construction method and product  durability.  While  the  white-collar  and
blue-collar, civil servant, housewife and unemployed groups chose cost as the
most important factor, the retired, trader and others considered it of secondary
importance. Product durability was the most important for the retired and others,
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Table 6. Order of importance of consumer preferences during purchase of flooring
according to family size

Factors

Family size

2 3 4 5 and over 

order
of im-

portance
Avg.

order
of im-

portance
Avg.

order
of im-

portance
Avg.

order
of im-

portance
Avg.

Cost 2 4.31 2 4.58 1 4.63 1 4.9
Floor construction

method
6 2.19 6 1.89 6 1.96 6 2.05

Product durability 1 4.42 1 4.63 2 4.52 2 4.67

Resistance to physical
and mechanical

damage 
3 4.12 3 4.23 3 4.18 3 3.97

Aesthetics 4 3.48 4 3.31 4 3.25 4 3.04
Maintenance, repair

and renovation
properties

5 2.46 5 2.33 5 2.45 5 2.35

Avg. – arithmetic average.

of  secondary  importance  in  the  white  and  blue-collar,  housewife  and  unemployed
groups, and ranked third in the civil servant group. The order of importance of the other
factors  was,  respectively,  resistance  to  physical  and  mechanical  damage,  aesthetics,
maintenance, repair and renovation properties and floor construction method (tab. 7).

Conclusions and suggestions

In recent  years,  with the effects of  the economic crisis  being felt  in Turkey,
manufacturers of floor covering have either stopped production or reduced it by
half. In order for companies to survive, to increase their incomes and keep up
with innovations, it is essential that they understand their customers, monitor
their needs and the changes in their needs, and understand their behaviour. With
this study, managers and workers of such companies will be provided with the
opportunity to understand their customers better. 

There were significant differences in the consumer behaviour pre-purchase
and after-purchase in terms of demographic properties such as gender, age and
household  size.  The  need  to  purchase  flooring,  aspects  concerning  the
purchasing of the flooring (when, how, and which), the evaluation of the brand,
the final decision on the purchase, as well as the evaluation after purchase, were
generally observed to be decided after discussions between the male and female
members of the families. In other words, the families decided collaboratively.
The males played a role in inquiries before purchase, concerning, for example,
the cost and place of purchase, while the females focused on the aesthetics of the
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flooring. In a broad sense, they made joint decisions as regards the choosing and
purchasing of the product, according to age group, level of education, income,
occupation and size of household. 

Approximately  95%  of  the  customers  preferred  wood  or  wood-based
flooring. The users expressed the opinion that the product should last at least ten
years. As in all products, there appeared to be some deficiencies in the flooring
products. As a result of the study, it was concluded that scratches, squeaking, and
localised swelling were the most common deficiencies. Having purchased the
floor  covering,  the  males  took  costs  into  consideration,  while  the  females
focused on the durability of the product. In addition, as the status of the users
rose, the cost factor became less important. 

In today’s competitive environment, manufacturers should place more value
on the idea of “pleasing their  customers” instead of “selling excessively and
earning a lot of money at all costs”. For this, it is necessary to know who the
customers are, what their needs and expectations are, what pleases them, their
consumer  behaviour,  and  their  attitudes  after  consuming.  Customers  tend  to
prefer  flooring  which  is  easy  to  assemble,  and  has  good  heat  and  sound
insulation, is resistant to physical and mechanical damage, is environmentally-
and human-friendly, and is aesthetically pleasing. Manufacturers should be more
amenable to meeting these expectations by obtaining both positive and negative
feedback  from flooring  users.  Manufacturers  should  take  certain  precautions
against scratches, squeaking and localised swelling. Considering the inconstancy
of the weather conditions in Turkey, as well as the consumers, manufacturers
should also consider heat and moisture resistant products.
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