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Perfectly Porland
Porland of Turkey has a long, rich and colourful history 

as a manufacturer and retailer of porcelain 

by Michelle Hespe

Porland’s logo features a ballerina
executing a perfect pirouette. This
elegant symbol conveys both

beauty and strength, reflecting the
grounding philosophy of this manufac-
turer and retailer of porcelain. 

The word ‘Porland’ means ‘You are at
the right address for porcelain’, but the
ballerina symbolizes the company’s
goal and its ethics. “Ballet symbolizes
grace and aesthetics, and it is a visual
feast created by high discipline and self-
sacrifice,” explains Porland’s Marketing

Group Manager Ümran Ünsal. “Porce-
lain production too, is a long and chal-
lenging process that requires everything
a ballerina must put into the craft.”

Porland’s founder is a man called Sü-
leyman Pamukçu, who was born in the
Turkish city of Siirt in 1956. From a very
young age, Suleyman loved business.
Even his first business venture was
clever – he would rent books that he had
already read to other children. 

Süleyman trained as an English
teacher but in the end his passion for

business and his natural abilities as an
entrepreneur took precedence in his life,
and at 20 years of age in 1976, he estab-
lished his first store selling glassware.
He then added a beverage dealership to
his portfolio, and soon he was running a
thriving business that created promo-
tional glassware featuring companies’
logos. 

Pamukçu then moved into manufac-
turing and customizing products for the
hospitality industry, such as plates and
glassware, launching his company
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called �mge Ticaret in 1984. During this
period, the company sourced its porce-
lain from Istanbul Porcelain, and when
the manufacturer closed down in 1990,
Süleyman had to find another company
to produce his porcelain. 

Again, his entrepreneurial spirit
kicked in, and he bought Istanbul Porce-
lain’s equipment and began creating his
own porcelain. By 1992, at 36 years of
age, Süleyman had opened his first fac-
tory and in the same year established
Porland. 

Fast forward 27 years, and Porland
has 1,600 employees and a factory pro-
duction area of 380,000 square meters
that produces 70 million pieces every
year, with 65% of that being exported to
more than 30 countries. The brand has
30 stores and works with more than 200
suppliers. Porland still services the hos-
pitality industry but also focuses on cre-
ating beautiful pieces for the home.
Now the company has expanded into
product offerings including glassware,
textiles, cutlery, pans and other things to
complement its ever-expanding range
of porcelain, which now includes more
than 100 collections and patterns.

One of the many things that set Por-
land apart from its competitors is its

endless mission for perfection. “Every
single detail and phase, whether its pro-
duction, presentation or packaging, is
handled by a single team,” explains
Ümran. “This choreographic marvel is
reflected in the products, and shines
through in the trend-setting styles, the
architecture of the stores, and in the de-
tail of the fair stands. From the finest
clay particles to the visual presentation
of our stores, we consider every detail.
In line with our logo, we design and
produce with the dedication and disci-
pline of a ballerina.”

Storytelling through visual merchan-
dising is at the core of what Porland

does to showcase its many products. Al-
though the company produces plenty of
white and cream pieces (white porcelain
is usually used in hotels and restau-
rants) it is most famous for its intricate-
ly patterned, colorful, exotic creations. 

This creativity is mirrored in the
décor of Porland stores – which are all a
well-organized riot of colour. In dedicat-
ed areas, products are arranged in living
spaces called ‘Inspiration Zones’. These
meticulously crafted settings are noth-
ing short of magical – almost like scenes
from a theatre show or a pop-up picture
book. One zone might be a table setting
arranged before open French doors
leading the eye into an enchanting gar-
den, while another might be a dinner
table that looks as though the guests are
about to enter the space and sit down
for an exciting celebration. A Christmas
presentation of products might have
fields of snow and reindeer in the back-
ground while a more fun ice cream par-
lor setting might show off colorful
drinking and dessert vessels alongside
porcelain tea sets. 

Music, light, fragrance and sound are
then used to bring the intimate arrange-
ments to life – such as bird calls used in
a garden setting or the scent of vanilla in
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a kitchen scene. Appealing to a person’s
senses encourages them to relax and
enjoy the surroundings, and it inspires
them to imagine the scenes created in
their own homes. The Inspiration Zones
are also used for kitchen-related work-
shops, blogger meetings and other
events that draw in more store traffic
and keep customers entertained.  

Porcelain is made from a natural
product – soil – so it’s not surprising
that Porland places emphasis on sus-
tainability and health – for the environ-
ment and for the people using its prod-
ucts. “Porland uses environmentally
friendly technologies and raw materi-
als,” explains Ümran. “Our R&D labora-
tories perform production control with
great care; physical and chemical tests
are continually being done to prioritize
human health.” 

This follows through to the store’s ap-

proach to design and the industrial-
style architecture. ”We selected materi-
als for our stores such as stone, brick,
wood and metal. Like our source of in-
spiration – clay – the color tones of Por-
land architecture are selected from na-
ture,” says Ümran. 

“Regarding colors used throughout
the store, we selected the same dark
blue as our logo for the ceilings and
columns, so that our guests feel the
power and reliability of our brand.
Gray, with natural looking application
techniques, has been used to balance
this strong tone. Our customers, who
we want to be taking a journey through
a comfortable atmosphere, are wel-
comed by the dominant green color of
nature when they reach the payment
desk. These green colors were chosen to
provide peace, comfort and assurance.”

The concept is then completed by
lighting that imitates warm daylight,
and there are plants and flower arrange-
ments artfully throughout the store, fur-
ther adding to the customer feeling at
ease and surrounded by nature

Despite Porland having old-world
values and a rich history, it embraces
technology and offers some unique ex-
periences for its customers – including
the use of an app that allows them to
digitally place objects that they love into

Storytelling through visual merchandising and
window displays is at the core of what Porland
does best to showcase its products.
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table setting displays. Called “Create
Your Own TableTop,” customers use the
app to create their dream ensemble of
products, perfecting their dream setting
before buying anything. 

Over the past few decades, Porland
has continued to evolve and cement it-
self as one of the world’s leading cre-
ators and retailers of porcelain. And
now, as one of the gia Global Honorees,
the years ahead are sure to be as exciting
as the ones past.

Visit www.porland.com. for details.

Sponsored and organized by The Inspired
Home Show and the International House-
wares Association (IHA), gia is the world’s
leading awards program honouring overall
excellence, business innovation and creative
merchandising in homegoods retailing. Ad-
ditional information is available online at
www.housewares.org/show/gia-retail.
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