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Doğayla Kucaklaş. Pamuğu Seç.



hedef içindekiler

02

06 KISA KISA

12 ‹TK‹B HABERLER

14 SEKTÖR
 

16 PAZAR

18 PAZAR

20   KONFERANS

24   FUAR

32   FUAR

38   TASARIM

40   TASARIM

42   TASARIM

44   TASARIM

46 PERAKENDE

52   SEKTÖR

56   SOSYAL 
 SORUMLULUK 

58 MAKALE

64   SEKTÖR

68 SEKTÖR

70 RÖPORTAJ

72 PAZAR

74   TREND

84 TREND

86 ENGLISH

90 GÖSTERGELER

96 ADRESLER

02

SAH‹B‹
‹stanbul Tekstil ve Konfeksiyon 

‹hracatç› Birlikleri ad›na 

Cemal BAYAZIT

DANIfiMA KURULU
Hikmet TANRIVERD‹, 

‹smail GÜLLE, 

Lemi TOLUNAY, 

‹brahim YILMAZ

YAYIN KURULU BAfiKANI
Birol SEZER 

YAYIN KURULU
Sabri Sami YILMAZ, Selahattin 

SARI, Nilgün ÖZDEM‹R, Jale 

TUNÇEL, ‹smail KOLUNSA⁄, 

Okyay MIZRAK, fiahin DO⁄AN, 

‹dris AKDO⁄AN, Efsane TURAN, 

Özcan SÜMER, Sultan TEPE, 

Ömer ÖZPEHL‹VAN, Derya 

YARANGÜMEL‹, Riva P‹NTO, 

Ferzat ERDEB‹L, Arzu Odabafl› 

SARI, Hüseyin ÇET‹N, Ali Cafer 

ÇEL‹K, Yücel EL‹BOL, Zali 

MISIRLIO⁄LU, U€ur UYSAL, 

Bülent ÖZOZAN, Haz›m EVRENG‹L

YAZI KURULU
Esin USTA, Selçuk GÖKART, 

Erbil C‹HANG‹R, Hüsniye GÖKART

YÖNET‹M YER‹
Çobançeflme Mevkii Sanayi Cad. 

D›fl Ticaret Kompleksi

34530 Yenibosna-‹stanbul

TEL: (212) 4540200  

FAKS: (212) 4540415

WEB: www.itkib.org.tr 

e-mail: info@itkib.org.tr

YAPIM

Küçük Mucizeler Yay›nc›l›k ve 

‹letiflim Hizmetleri Ltd. fiti.

YAYIN D‹REKTÖRÜ
Tolga TOPÇU 

tolgatopcu@kucukmucizeler.com

YAYIN YÖNETMEN‹
Erkan ERSÖZ

erkanersoz@kucukmucizeler.com

SORUMLU YAZI‹fiLER‹ MD.
Hüsne PAMUK 

husnepamuk@kucukmucizeler.com

ED‹TÖR
Evren ‹REN

evreniren@kucukmucizeler.com

FOTO⁄RAFLAR
IFA - www.ifatolye.com

PAZARLAMA 
‹LET‹fi‹M D‹REKTÖRÜ
Özgür SEYHAN 

ozgurseyhan@kucukmucizeler.com

BASKI C‹LT
Uniprint

Had›mköy ‹stanbul Asfalt› 

Ömerli Köyü Mevkii 34555

TEL: (212) 798 28 40

FAKS: (212) 798 20 63

DA⁄ITIM
Tele Kurye

Hedef Dergisi ‹TK‹B üyelerine ücret-

siz olarak da€›t›l›r. Hedef Dergisi ad› 

kullan›larak al›nt› yap›lmas› yaz›l› izne 

tabidir. Gönderilen yaz› ve foto€raflar 

iade edilmez. Yay›nlanan makalelerdeki 

görüfller yazar›na aittir.”

Hedef Dergisi ‹TK‹B ad›na  Küçük 

Mucizeler Yay›nc›l›k ve ‹letiflim 

Hizmetleri Ltd. fiti. taraf›ndan yay›na 

haz›rlanmaktad›r.

‹LET‹fi‹M
Gülbahar Mah. Oya Sok.

Gündevir Apt. No: 15 D: 4

Mecidiyeköy ‹stanbul

(0212) 211 68 53 - 73

24

32









hedef k›sa k›sa

06





hedef k›sa k›sa

08





hedef k›sa k›sa

10





 

-

-
-

-

-
-

-
- -

hedef itkib

12





MERTER KAZANDI

A -

-

-

-
-

-

“Anahtar kelimeler: 

-
-

-

-
-

-
-

-

-
-

-
-

-

-

-

-
-

-

-

-
-

-

-

-

-

-

hedef sektör

14





 
ALMANYA YOLUNDA

H -
-

-

-
-
-
-

-

-

-
-

-
-

-
-

-
-

-

-

bekleniyor

-

-

-

-

-
-

-

-

-

-
-
-

-

-

-
-
-

-

-
-

-

-

-

hedef pazar

16





BARSELONA’DA SAHNE 

Türkiye için 
uzak, ama yük-
sek bir potan-

Güney Amerika ve Kuzey Afrika 

-
-

önceki ay benzer bir progra-

-
-

-
til sektörüne yönelik 
beklentilerinin neler 

-
ken firmalar da yeni 

-
rak ziyaretten mutlu 

Yönetim Kurulu 

-

-

-
-

-

-
-

-
, -

-
-

-

-

Dünya devlerinden 
büyük ilgi

-
de firmalar ürünleriyle birlik-

-

-

-

-

-

-
-

-

tekstil firma-

-
rette bulunmakta istekli olma-

-

ramela 

hedef pazar

18



-
-
-

-
-

-

-

-
-

-

güç verdi

-

-

-

-

-

-

Konfeksiyon sektöründe önem-

-
-

-
le de önemli bir çekim merke-

-

-

-

-

-

-

-
-

-

-
-

-

-

-
-

-
-

-
-

: Tamer Pala ,  
,  

19



RALPH LAUREN’DEN 
ZARA’YA KADAR 
MODANIN KÜRESEL 

KONFERANSI’NDA 

KATILIMIYLA 
KAPILARINI AÇAN 

K

-

-
-

-

-

-

-
-

-
-

-

-

-
-

-

hedef konferans

20



-

-
-

-
-

-
-

-
-

-
-

-

-
-

-
-

-

-

-

-

-
-

-

-

-
-
-
-

-
-
-

-

-

-

-
-

-
-
-

-
-
-

-

-

-
-

-
-

-

-
-

-
-

-

-

-
-
-

-
-

-
-
-

-

-
-

-

-
-

21



-

-

-
-

-

-
-

-

-

-

-

-
-
-

-

-

-

-
-

-
-

-

-

-

-
-

-
-
-

-
-

-

-

-

-
-

-

-

-
-
-

-

-

-

-
-

-

-

hedef konferans

22





SEKTÖRÜNÜN EN 

 

Ev tekstilinde Türkiye’nin 
en büyük ticari platfor-
mu EVTEKS, ziyaretçi ve 

düzenlenen fuara 31 bini yaban-

-

-
-

-

-

Fransa, Ukrayna ve Suriye izle-
-

-

-
-

dünyaca ünlü ev tekstili markala-

-

-

-

-
nen, dünya ev trendlerinin belir-

-

-

-

-
vuruda bulunan ve kabul edilen 

-
-

-

-

bin metrekarelik alanda düzenle-
nen fuar, DTM, Türkiye Ev Tekstili 

-

Sektör liderleri 

-

EVTEKS 

hedef fuar

24



-

ev tekstilinde dünyada ikinci 
-
-

-

-

takip ettiklerini, Edirne’ye mal 
-

-

-
-

-

-

-

-

acenteleri ile ilgili”
-

-

-

-

-

-

-
-

-

-
-

-
-

-
-

-

-
-

-

-
-
-

25



-
-
-

-

Moda etkinlikleri 

-
lik olarak, ev tekstilinde moda ve 

-
-

-
-

-

-

-
-

-
-

-

-
-
-

-

-

-

-

-
-

-
-

-

-

-

-

-

-

-

-

-

-
-

-

hedef fuar

26



-
-

-

-

-
-

-
-

-
-
-

-
-

-

-

-

-
-

-
-

-
-
-

-
-

-

-

-
-

-
-

-

-
-
-

-
-

-

SOYER ORHON

-
-

-

-

-

-

-

27   www.itkib.org.tr   



-

-

-
-

-
-
-

-

-
larda moda ve trend yarata-

-
-

-

-

-
-

-

-

-

-

-
-

-

-

 

-
-

-
ruz ve üretimimizin neredey-

-
-

-
-

-

-
-
-
-

-
-

-
-

-
-
-

da, onlarla bir arada olmak-
-

hedef fuar

28



w
w

w
.t

al
at

oz
ce

lik
.c

om

Orteks Tekstil Ürünleri San. ve Tic. A.fi.
Merkez ofis: TurgutReis Mah. Barbaros Cad. Tekstilkent Tic. Merk. A21 Blok No: 23 Esenler - ‹stanbul Tel: 0 212 438 16 01-02 Faks: 0 212 438 20 96

Fabrika: Organize Sanayi Bölgesi Bor Yolu 7. Km Ni¤de Tel: 0 388 225 00 91

www.ortekstekstil.com

%100 Cotton melange
Cotton polyester melange
Polyviscose melange
Viscose / viscose melange
Muline (Cotton polyester melange)
Compact melange
Cotton viscose melange
With flam melange

‹pli¤in gücü,
kumafl›n büyüsü...







AYMOD FUARI
YILDIZLARIN 
Türkiye’nin en büyük ayak-

-
-
-

-
-

-
-

-

-
-

-

-
-

-
-
-

-
-

-

-

hedef fuar

32



-
-
-

-

-
-

-

-

-

-
-

-

-
-

-

-

-

-

-
-

-
-

-
-

-

-
-

-
-

-
-

-

-
-

-
-

-
-

FUAR HIZLA YAPILANIYOR,              

-

-
-

-
-

-

-

33   www.itkib.org.tr   



-

-

-
-

-
-
-

-

-

-

-

-
-

-

-
-

-
-

-
-

-
-

-
-

-
-

-
-

-
-

-
-

-
-
-

-

-
-

-

-

hedef fuar

34



-

-

-
-

-

-

-

-

-

-
-

-
-

-

-
-

-

-

-
-

-

-
-

-
-

-
-
-

-

-

-

-
-

-

-
-

-

-

-

35



-

-

-

-

-

-

-
-

-
-

-
-
-

-

-

-
-

-
-

-

-
-

-

-
-

-
-

-
-

-
-

-
-

-

-

-

-
-

hedef fuar

36





Z -

-
-

-
-
-

-

-

-
-
-

-
-

-
-
-

-
-

-
-

-

-
-
-

-

-

-

-
-

-

-

-

-

-

-
-
-

-
-

-

hedef 

38





YARININ TASARIMCILARINA 

Türk derisinin dünyada-
-

-

-

-

-

-
-
-

-

istiyoruz”

-

-

-
-

-

-

-

-
-

-
-

-
-

-
-
-

-
-

-

-

-
-

-
-
-

-

-
-

hedef 

40





I -

-
-
-

-

-
-

-

-

-

-
-

-

-

hedef 

42



-

-

-

-
-
-

-

-
-

-

-

-

-

-

-
-

-

-

-
-

-

-

-

-

-
-

-

-

-

-
-

-
-

-
-

-

-
-

-

-
-

-
-
-
-

-
-

-
-

-

-
-

-
-
-

-

-
-

-
-

-
-
-
-

-

43



A
-

-
-

-

-

-
-
-
-

-

-

-
-

-

-

-
-

-
-

-

-
-

-
-

-
-

-

-

-

-

-

hedef 

44



-

-

-
-
-

-

-
-
-

-

-

-

-

-
-

-
-
-
-
-

-
-

-
-

-
-

-
-

-
-
-

-

-
-
-

-
-

-

-
-

-

-

-

-

-

-

45



 

hedef perakende

46



-
-
-

-

-
-

-

-

-
-

-
-
-

-
-

-

-

-

-

-

-

-

-

-
-
-

-

-

-

-
-

-

-

-

-
-

-
-

-
-

-
-

-
-

-
-
-

-
-
-

-
-

-
-

-
-

-

-

47



-

-

-

-
-

-
-

-
-

-

-
-

-

-

-

-

-
-

-
-

-

-

-

-

-
-

hedef perakende

48



-

-

-

-

-

-
-
-

-

-
-
-

-

-
-

-
-
-
-

-
-

-
-

-
-

-

-
-

-

-

-
-

-

-

-

-
-

-

-

-

-

-
-

-

-

-
-

-

-

 
DESA Genel Müdürü

-
-

-

-

-
-

-

49



-
-

-

-

-

-
-

-
-

-

-

-
-
-

-
-

-

-
-

-
-
-

-

-
-
-

-

-
-
-

-
-

-

-

-
-
-

-

hedef perakende

50





 

K -
-

-
-

-

-
-

-

-

-

-

-

-
-

-

-

“Çorap sektörü bizim de 

-

-

-

-

-

-
-

-
-

-

-

hedef sektör

52



-

-

Dünya 2’cisi Türkiye’nin 
yeni hedefi ABD

-
-

-
-

-

-

-
-

-

-

-

-

-

-

-

-
-

-

gerekiyor
-

-

-

-
-

-

-
-

-
-
-

-

-

-

-
-
-

-

Türkiye’de çorap 
neden az tüketiliyor?

-
-

-

-

53



-

-

-
-

-

-
-
-

-
-

-
-

-

-
-

-

-

-

-
-

-

-
-
-

-

Türkiye Çorap sektöründe üre-
timinin çok büyük bir bölümü-
nü ihraç ediyor. Geleneksel ola-

-
-

-
-

-

-
-

-
-

-
-
-
-
-

-
-

dan ikinci büyük ülke. Maale-

-
-
-

-
-
-

-
-
-

-

-
-

hedef sektör

54



-

-

-
-

-

-
-
-

-

-

Pamuktaki dalgalanma 

-
-

-
-

-

-

-

-
-
-

-
-

-
-
-

-
-

-
-

-
-
-

-
-
-
-

-
-

-

-
-

-

-
-

-
-

-

-
-
-

-
-

-
-

-

-
-
-

-
-

-
-

-
-

-

-

55



O KÖY

erter’de faaliyet gös-

giyim sektöründen 

-
 
-

 maddi durumu 
-

-
-

-
-

-

-
-

-

-
-

-
-

-

Hedef 1000 üye

-

-

-
-

-
-
-

-

-

hedef sosyal sorumluluk

56





58

hedef makale



59

M -

-
-

-

-

-

-
-

-
-

-

-

-
-

-

-

-
-
-

-
-

-
-
-

-

-
-

-

-

-

-

-
-

-

-

-

-
-
-

-
-

-

-

-

-

-
-

-
-

-
-

-

-

-

-

-

-
-
-

-
-

-

-

-



PROFESYONEL 
DESTEK

GEÇEN 

hedef 

60



T -
-
-
-

-

-

-
-

-
-
-

-
-

-
-

-

-
-

-

-

-

-
-

-
-

-

-

-
-

-
-

-
-

-

-
-

-

-
-

-

-

-

-

-

-

-
-

-
-

-

-
-

-

-
-

-

-
-

-
-

-

-
-

-

TASD FUAR MASRAFLARINI AZALTIYOR
-

-
-

-
-

-

-
-

-

-

61



-
-

-

-

-

-
-

-
-

-

-

-
-
-
-

-

-

-
-
-

-
-
-

-
-

-
-
-

-
-

-

-

-

-

-

-
-

-

-
-

-

KURUMSAL DESTEK
-

-
-

-
-

-
-

-

-

-

-

hedef 

62





BASKI SEKTÖRÜNDE BASKI SEKTÖRÜNDE 

-

-
-

-

-

-
-
-

-

-
-

-

-
-

-

-
-

-

-
-
-

-

-

-

-
-

-
-

-

-
-

-
-

-

-

-

hedef sektör

64



-
-

-
-

-
-

-

-

-
-

-
-

-
-

-

-

-
-

-
-

-
-

-
-

-
-

-
-

-

-
-
-
-

-

-

-

-
-

-

-

-
-

-

-
-
-

-
-

-
-

-

Lami Transfer’in Genel 

-

-

-
-

-

-
-

-
-

-
-
-

-

-

65



-

-
-

-
-

-

-
-

-

-

-
-

-
-

-
-

-

-
-

-
-
-

-
-

-

-

-
-
-

-
-

-

-
-

-
-

-

-

-

-

-

-

-
-

-

-

-
-

-

-
-

-

-

-
-

-
-

-

-
-
-

-

-
-
-

-
-

-

-
-
-

-
-

-
-
-

-
-

hedef sektör

66





A PLUS OUTLET

Konfeksiyon aksesuarla-
-

-
-

-

-
-

-

-
-

-
-

-

-
-
-
-

-

-

-

-
-

-
-

-
-

-
-

-

-

-
-

-

-
-

-
-

-

-

-

-
-

-
-
-

-

-

A PLUS GROSS 

 A PLUS 

hedef sektör

68





 

K -

-

-

-
-
-

 

-
-

 

-
-

-
-

-
 

-

-

Onteks’in faaliyet 

-

-
-

-
-

-
-

-

-
-
-
-

-

-

-
-

-
-

-

-

-

-

-

-
-

-
-

-

hedef röportaj

70



-

-
-
-

-

-
-

-

-

-
-

-
-
-

-

-

-

 

-

-

-

-
-

-
-

-

-
-

-

-
-

-
-

-

-
-

-

-
-

-

-
-

-

-

-

71



Tüm dünya ekonomilerin-
deki canlanmayla ve ihra-

-
-

-

-
-

-

-

-
-

-
-

-
-

-

-

Üretim kapasitesi 

-
-

-

-

-

-
-
-

-
-

-

-
-
-

-

hedef pazar

72



-

-

-
-

-

-

-
-

-

-

-

-
-

-
-

-

-
-
-
-

-
-

-

-
-

-
-

-
-
-
-

-
-

-
-
-

-
-

-

-

-
-

-
-

-

-

-
-

-
-

-
-
-

-
-

-

-

-
-

-
-
-
-

-

-
-

-
-

bet edebilmek mümkün olma-
-

-
-

-
-

-

Ürün tasarlamak, 

-

-

-
-

-

-
-

73



M -
-

-

-

-

-
-

-
-

-
-

-
-

-

-
-
-

-
-

-

-
-

-

-

-

-

-
-

-
-

-
-

-
-

-

-

hedef trend

74





hedef brüksel mektubu

A -

-
-

-

-

-
-

-

-
-

-

-

-

-
-

-

-
-

-

-
-

-

-

-

-

-

-

-
-

-
-

-

-
-

AVRUPA’DA
KAÇINILMAZ

itkib.bxl@skynet.be

76    www.itkib.org.tr   



-

-
-

-

-
-
-

-

-
-

-

-

-

-

-

-

-

-
-

-
-
-

-

-

-

-
-

-

-

-

-
-

-

-

-

-
-

-

-
-

77   www.itkib.org.tr   



Y -

-

-
-

-

-
-

-

-

-
-
-

-

-

-
-

-

-
-

-

-

-
-

-

-
-

-

-

-

-

-
-

-
-

-

-

-

 

-
-

-

-

-
-

-
-
-
-

-
-
-

-
-

-
-
-

-

 KURUMLAR 

doganerdem@istanbulymm.com

hedef   

78



SEVKET 
    SÜREK
,

1 yazar, 4 kitap



148 YILDIR BABASI 
HAYATTA OLMAYAN, 

TAM BURSLU VE 

E
-
-

-

-

-

-

-

-

-

-

-
-
-

-
-

-

-

-

-
-
-

-

-
-

-

-

-

-

-
-
-

-

-

-

-

-

-
-

-

-
-

-

hedef 

80





 

Yeni dönemde uygulama-
-

-
-

-
-

-
-

-

-
-

-
-

-

-

-
-
-

-

-

-
-

-
-
-

-
-

-

-

-

-
-

-
-

-
-

-
-

-
-

-
-

-

-
-

-
-

-

-
-

-
-

-

-

hedef itkib ita

82





COTTON INCORPORATED, 
2012-2013 SONBAHAR 

SEZONUN RENK, 

-

-
-

-
-

-
-
-

-

-
-
-

-

-

Ebedi huzursuzluktan 

-

-
-

-

-
-

-
-

-

-

-
-

-
-

-

-
-
-
-

-

-

-

-

-
-

-

hedef trend

84



-
-

-
-

-
-

-

- -
-

-

-

-

-
-

-

-
-

-

-

-

-

-

-
-

-

-
-

-

-
-

-

-
-
-

-
-
-

-
-

-

-
-

-
-

-

85

-

-

-
-

-

-
-

-

-



FROM RALPH LAUREN TO 
ZARA GLOBAL ACTORS 
OF FASHION MET IN 
THE 4TH ISTANBUL 
FASHION APPAREL 
CONFERENCE. IN THE 
ACTIVITY THAT OPENED 
ITS DOORS WITH THE 
PARTICIPATION OF 
THE PRIME MINISTER 

CHAIRMEN 
AND CEOS OF WORLD-
RENOWNED COMPANIES 
SHARED THEIR 
EXPERIENCES AND 
GAVE ADVICES TO 
TURKEY. 

TOP FASHION DESIGNERS OF
THE WORLD FOCUSED ON TURKEY
Top designers of global fash-

ion met for the fourth time 
in the Istanbul Fashion 

Apparel Conference. Presidents 
and CEOs of world-renowned 
companies such as Ermenegildo 
Zegna, Ralph Lauren, Loro Piana, 
Zara and Tesco met with the 
leaders of ready-to-wear sector 
of Turkey for the first time in 
the activity that was organised 
by TGSD. Among the attendees 
of the activity which opened 
its doors on the 5th of May 
with the participation of Prime 

were Minister of State and Chief 

In the conference that lasted 
for 2 days in the Golden Horn 
Congress Center, 43 of the most 
important brands and their pur-
chasers came together with sup-
pliers from Turkey holding circa 

3000 meetings. The so-called 
“Dream team of fashion” compris-
ing Ermenegildo Zegna Group 
Leader Paolo Zegna, CEO of Loro 
Piana - Pier Luigi Loro Piana, 
Polo Ralph Lauren’s president of 
production and supply Don Baum 
and CEO of the Supply Chain of 
Inditex Group (comprising among 
others Zara) Abel Lopez Cernadas 
shared their experiences with 
the Turkish ready-to-wear sector. 
President of Turkish Clothing 
Manufacturers Association (TGSD) 
Cem Negrin who gave a speech in 
the opening ceremony stated that 
in the aftermath of the activity 
an increase of 10% is expected 
in the ready-to-wear export of 
Turkey. Pointing out that an aver-
age trade volume of $1,5 billion 
is implied under this Negrin called 
attention to the fact that a prime 
minister comes together with the 
TGSD and sector members at 

long last in this conference that 
coincided with the 35th anniver-
sary of the founding of TGSD.   

We are aware of the 
problems of the sector.
In his speech that he made in the 
TGSD Fashion Conference Prime 

stated that they are well aware 
of the problems of the ready-to-
wear sector, such as cost and 
taxation charges. Emphasizing 
that they have unburdened the 

vast contribution the clothing 
industry makes to employment. 
Expressing that they also attach 
importance to qualified employ-
ees, he indicated their aim to 
augment the percentage of voca-
tional high schools to 65-70% 
and demanded that the business 
community be more sensitive 
about unregistered employment.

Criticising the central bank about 
the decisions taken regarding its 

-
ed out the necessity to bring 
down the real interest rate and 
stated that it will come down. 
In his speech, the CEO of Italy’s 
world-renowned brand Loro 
Piana, Pier Luigi Loro Piana drew 
comparison between Turkey and 
Italy. Touching on the fact that 
there are numerous differences 
between the economies of both 
countries, Piana pointed out that 
there is a constant growth of 
2% in Italy and went on saying 
“On the other hand, a growth 
of 8% was observed in the 
Turkish economy. Moreover, the 
purchasing power in Turkey has 
changed drastically since 2000. 
The annual expenditure in 2000 
was $24.000 nevertheless, as 
of now, it exceeds $60.000 
whereas in Italy it has not shown 
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a significant fluctuation. I believe 
that there is much to learn from 
Turkey, the bridge to the Middle 
East. Because I see that, in this 
regard, you are further ahead of 
us. However, stating that in order 
to come out of being a country 
solely producing goods and start 
manufacturing value added prod-
ucts Turkey needs some time, he 
laid stress on it that low-income 

workers do not make rich coun-
tries. Piana also commented on 
the transferring of production 
from Istanbul to Anatolia which 
has long been occupying the 
agenda, expressing that although 
it may be advantageous to a 
certain extent in that the costs 
are reduced, if over the long 
term other manufacturers come 
up with lower production costs 

these transferring processes will 
be rendered meaningless.    

 “Turkey turned the crisis 
into opportunity”
Expressing that it is a great feel-
ing to be in Istanbul’s majestic 
texture, world-renowned Polo 
Ralph Lauren’s president of pro-
duction and supply Don Baum 
also highlighted the importance 
of quality production. Stressing 
that Turkey turned the crisis 
into opportunity and has grown 
out of being a third world coun-
try Baum criticised the 75% 
decrease experienced in the 
business volume figures. Adding 
that this situation should be 
analysed both economically 
and politically Baum also talked 
about their own brand and the 
structure of their company. 
Baum concluded his speech by 
stating that in order for a coun-
try to develop its own sectors, 
first and foremost, it has to mar-
ket its own name well.

Brand building instead of 
protective policies
On the second day of the con-
ference, once again the CEOs 
of the world-renowned brands 
took to the stage. Group Leader 
of the Italian brand Ermenegildo 
Zegna Mr. Paolo Zegna touched 

upon many themes from 
Turkey’s production policies to 
brand building and gave many 
advices. Underlining it that 
Ermenegildo Zegna has left 101 
years behind as a company and 
that they attach great impor-
tance to quality and innovation, 
Zegna counseled the Turkish 
manufacturers to attach the ulti-
mate importance to innovative 
ideas, fashion and brand build-
ing rather than protectionism. 
Zegna concluded his speech by 
pointing out that protective poli-
cies are vulnerable to names, 
personalities, therefore intel-
lectual property should have the 
highest priority and that certifi-
cate of origin is a must.   

Loro Piana

STANDING OUT IN THE CONFERENCE:

Don Baum

Ermenegildo Zegna
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OFFICIALLY OPENED 
BY THE DEPUTY PRIME 

HAS BEEN ATTENDED BY 
CIRCA 350 COMPANIES 
AND 34000 VISITORS 
1115 OF WHICH WERE 
FOREIGNERS. UNLIKE IN 
THE PREVIOUS YEARS 
THE SEASONAL TRENDS 
WERE SHOWCASED WITH 
FASHION SHOWS AND 
THE HOTSPOT WERE 
THE SHOES WHICH ARE 
SPECIALLY DESIGNED 
FOR THE CHARACTERS 
IN POPULAR TV SERIALS.     

AYMOD FOLLOWS 
THE FOOTSTEPS OF THE STARS
AYMOD, the biggest 

footwear fair in Turkey, 
has been held for the 

45th time between 21st & 24th 
of April. Trade and fashion have 
constituted the very center of the 
exposition in scope of which the 
fall / winter footwear creations 
for 2011-2012 were displayed 
for the first time. 45th edition of 
AYMOD International Footwear 
Fair has defined the agenda with 
fashion displays and trade agree-
ments that have been signed. 
Unlike in the previous years, 
the seasonal trends for fall and 
winter have been introduced 
through fashion shows. The sur-
prise designs of this year in The 
AYMOD Fair were introduced by 

interesting shoes, bags and belts 
which were designed by the foot-
wear design students who have 
watched and analysed youth TV 
serials & movies and examined 

closely the 2011/12 winter 
fashion became the focal point 
of the activity. The organisation 
whose opening was attended 
also by politicians saw a partici-
pation of around 350 companies 
including representatives. The 
fair that saw a participation of 
66 countries among which were 
Germany, China, Italy and Iran 
was attended by 34000 visitors 
1115 of which were foreigners. In 
AYMOD, where the 2023 vision 
of footwear sector in Turkey was 
also shaped, the export target 
has been declared as $1 billion. 
In the exposition which hosted 
hundreds of brands among which 

Twigy, Flogart, Dockers, Pames, 
Slazenger, Genio, Calvin Klein, 
King Paolo, Ves Deri, Venüs, 
Gözegir, Esse, Karar, Zensan ve 
Ricardo Colli are but a few, bags, 
suitcases and products of sad-
dlery along with men’s, women’s, 

kids’ sports & work shoes were 
also exhibited. The next fair is 
due to be held between 16th and 
19th November, 2011   

Our rival should be 
Europe, not the Far East
AYMOD Exposition opened 
its doors with the participa-
tion of Deputy Prime Minister 
and Minister of State Ali 
Babacan, TIM chairman Mehmet 

board of CNR Holding Ceyda 
Erem and chairmen of sectoral 
associations. In his speech, 
Ali Babacan made evaluations 
about the vision and the future 
of the sector and stressed that 
‘Product of Turkey’ label meets 
demand the world over and that 
products bearing this label are 
perceived as of good quality and 
price.Emphasizing that Turkey 
fascinates with her production 
and export capacity Ali Babacan 

expressed that the record of 
2008 should again be attained 
and that they harbour the desire 
to see the $132 billion export 
level re-reached. Reminding 
Turkey’s $500 billion target for 
the year 2023, Babacan empha-
sized that TIM endeavours to 
make this a goal for every single 
sector, and added that instead of 
complaining about the competi-
tion with China, we should focus 
on Italian and Spanish markets 
and by manufacturing better 
products with higher quality 
these countries should be consid-
ered as rivals.  

The export target in 
footwear is $1 billion.
Calling attention to the $500 
billion export target specified for 
the year 2023, TIM chairman 

the export target for the footwear 
sector for the same period is 
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$3.9 billion. “We have specified 
our target as $500 billion. The 
targeted export sum for the foot-
wear sector as of 2023 is $3.9 
billion. The sector is taking giant 
steps. Certainly, expositions play 
a major role in realizing this” went 
on Büyükelçi, adding that the 
leather export which previously 
was at $1.3 billion increased by 
23% in the first three months of 
2011. Highlighting that among 
the major subdivisions of the 
leather sector comes the footwear 
sector, he called attention to the 
fact that the sector has a signifi-
cant share. ”While specifying this 
goal of $500 billion export for 
the centenary of the Republic of 
Turkey we worked on 24 sectors 
and the share of the leather and 
leather products sector is $3.9 
billion, $1 billion of which falls to 
the share of the footwear sector. 
Expressing that the footwear sec-
tor has increased its export, TASD 

that it has made an export of 
$401.7 million in 2010 and in 
doing so has shown an increase 
rate of 35,6% in comparison to 
the previous year. Adding that 
the export of the sector contin-

stated that throughout the first 
three months of the year an 
export increase of 15.6% was 

beside Russia, the export to the 
countries of the European Union 
and the Middle East has also 
increased and that it is their main 
objective to augment Turkey’s 
share in world footwear export 
and highlighted the significant role 
expositions play in this context.   

For 27 years AYMOD has 
been bringing the sector 
together
A total of 266 Turkish and 
foreign companies participated 

in the exposition that was held 
between 2nd and 5th of 
December. During the exposi-
tion which was organised in a 
net area of 40.000 sqms compa-
nies displayed their 2011 spring 
/ summer footwear and saddlery 
creations, along with their leath-
er products. AYMOD, that saw a 
participation of 800 purchasing 
groups from 18 countries gave 
occasion to new signed agree-
ments, as the number of par-
ticipants and visitors increased 
by 12% in comparison to the 
previous year to reach a total 
of 40.000 in all. The fair that 
hosted visitors from countries 
such as Germany, Argentina, 
USA, Algeria, the Netherlands, 
Iran, Italy, Israel, Egypt, 
Uzbekistan, Ukraine, Russia, 
Saudi Arabia, Syria, Tunisia has 
made 30 contributions to the 
sector’s export. AYMOD, which 
is Turkey’s biggest and Europe’s 

third biggest exposition, has 
been held for 27 years. Beside 
men’s, women’s and kids’ sports 
and work shoes, slippers, bags, 
suitcases and products of sad-
dlery are also being displayed. 
Countries such as the Russian 
Federation, Commonwealth 
of Independent States, Iraq, 
Saudi Arabia, Germany, Iran, 
Egypt, Syria, Ukraine, the 
Netherlands, Rumania, Bulgaria, 
Greece, Libya, Jordan, United 
Arab Emirates, Bahrain, Qatar, 
Morocco, Algeria, Tunisia, 
Belgium, Bosnia & Herzegovina, 
England, France, Italy, Israel, 
Kosovo, Turkish Republic 
of Northern Cyprus, Oman, 
Macedonia and Albania partici-
pate by displaying their prod-
ucts. AYMOD, which is the third 
biggest footwear fashion fair 
of Europe, is aimed to become 
the second biggest in the next 
5 years.

STANDING OUT IN AYMOD:
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    2010 TOPLAM 2011 TOPLAM 2011 / 2010

ALMANYA  303,752      369,020     21.5  1,182,185     25.0  1,419,066     26.1 20.0

HOLLANDA  56,898      65,282     14.7  238,093     5.0  291,157     5.4 22.3

ABD  31,363      34,968     11.5  126,099     2.7  137,095     2.5 8.7



91

    2010 TOPLAM 2011 TOPLAM 2011 / 2010

ALMANYA  34,312      49,723     44.9  122,521     5.9  168,918     6.2 37.9

HOLLANDA  9,875      15,692     58.9  41,947     2.0  55,116     2.0 31.4
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    2010 TOPLAM 2011 TOPLAM 2011 / 2010

ALMANYA 6,762 9,061 34.0 26,561 7.7 34,528 8.3 30.0

ABD 1,267 1,566 23.7 4,291 1.2 6,284 1.5 46.4
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    2010 TOPLAM 2011 TOPLAM 2010 / 2009

A.B.D  10,793      12,875     19.3  37,908     10.5  45,575     9.9 20.2
ALMANYA  6,917      11,770     70.2  28,553     7.9  36,093     7.8 26.4
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TÜRKİYE GENELİ İHRACATTA
İTKİB'İN PAYI

(OCAK-NİSAN 2011)

İTKİB
14.2 %

DİĞER
85.8 %

TÜRKİYE TEKSTİL ve HAMMADDELERİ
İHRACATINDA İTKİB'İN PAYI

(OCAK-NİSAN 2011)

İTKİB
49.9 %

DİĞER
50.1 %

İTKİB
23.4 %

TÜRKİYE HALI İHRACATINDA
İTKİB'İN PAYI

(OCAK-NİSAN 2011)

DİĞER
76.6 %

TÜRKİYE HAZIRGİYİM ve
KONFEKSİYON İHRACATINDA

İTKİB'İN PAYI
(OCAK-NİSAN 2011)

İTKİB
76.5 %

DİĞER
23.5 %

TÜRKİYE DERİ ve DERİ MAMÜLLERi
iHRACATINDA iTKiB'iN PAYI

(OCAK-NİSAN 2011)

İTKİB
75.6 %

DİĞER
24.4%

İTKİB DİĞER
KONFEKSİYON
TEKSTİL
DERİ
HALI

SEKTÖR İHRACATINDA İTKİB’İN PAYI  %  (OCAK-NİSAN 2011)

76.5 23.5

49.9 50.1

75.6 24.4

23.4 76.6

N
İS
A
N

M
A
Y
IS

H
A
Z
İR
A
N

T
EM

M
U
Z

A
Ğ
U
S
TO

S

0
200.000
400.000
600.000

1.000.000
1.200.000
1.400.000

2010
2011

HAZIRGİYİM ve KONFEKSİYON İHRACATININ AYLIK SEYRİ

0
20.000
40.000
60.000
80.000
100.000
120.000

0
20.000
40.000
60.000
80.000
100.000
120.000
140.000

O
C
A
K

Ş
U
B
A
T

M
A
R
T

N
İS
A
N

M
A
Y
IS

H
A
Z
İR
A
N

T
E
M
M
U
Z

A
Ğ
U
S
TO

S

EY
LÜ

L

EK
İM

K
A
S
IM

A
R
A
LI
K

HALI İHRACATININ AYLIK SEYRİ

Ş
U
B
A
T

O
C
A
K

M
A
R
T

EY
LÜ

L

EK
İM

K
A
S
IM

A
R
A
LI
K

800.000

O
C
A
K

Ş
U
B
A
T

M
A
R
T

N
İS
A
N

M
A
Y
IS

H
A
Z
İR
A
N

T
EM

M
U
Z

A
Ğ
U
S
TO

S

EY
LÜ

L

EK
İM

K
A
S
IM

A
R
A
LI
K

O
C
A
K

Ş
U
B
A
T

M
A
R
T

N
İS
A
N

M
A
Y
IS

T
EM

M
U
Z

A
Ğ
U
S
TO

S

EY
LÜ

L

EK
İM

K
A
S
IM

H
A
Z
İR
A
N

A
R
A
LI
K

1.600.000
140.000

160.000

2010
2011

DERİ ve DERİ MAMÜLLERİ İHRACATININ AYLIK SEYRİ

TEKSTİL ve HAMMADDELERİ İHRACATININ AYLIK SEYRİ

2010

2011

160.000

200.000

300.000

400.000

500.000

600.000

700.000

100.000

0

2010
2011

800.000



95

Tekstil ve
Hammaddeleri

6.32 %

TOPLAM İHRACAT İÇİNDE DÖRT SEKTÖRÜN PAYI

DİĞER
79.08 %

Halı
1.07%

Hazırgiyim ve
Konfeksiyon

12.56 %

Deri ve
Deri Mamulleri

0.97%

 Pay  Pay  Pay

1 Ocak 2011 1.5476 2.0606 

1 Nisan 2011  1.5360 2.1739

1 May›s 2011  1.5127 2.2429

1 Haziran 2011  

1 Ocak 2010 1.4881 2.1377 

1 Nisan 2010  1.5115  2.0395 

1 May›s 2010  1.4862 1.9669

1 Haziran 2010  1.5799 1.9208






