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Marketing Innovation in the Apparel 
Industry: Turkey
$EVWUDFW
With globalisation the extent of competition is increasing rapidly in the world. In these 
FRQGLWLRQV�FRPSDQLHV�QHHG�LQQRYDWLRQ�WR�EH�PRUH�HI¿FLHQW�DQG�SURGXFWLYH��DV�ZHOO�DV�WR�RI-
IHU�ZKDW�LV�H[SHFWHG�IURP�WKHP��7KLV�KDV�FDXVHG�LQQRYDWLRQ�WR�EH�RQH�RI�WKH�PRVW�LPSRUWDQW�
areas of today’s economy. Companies able to make innovations can expand their market 
VKDUH�DQG�EH�VXFFHVVIXO��&UHDWLYLW\�LV�WKH�NH\�IDFWRU�IRU�LQQRYDWLRQ��ZKLFK�FDQ�UHIHU�WR�WKH�
SURSHUWLHV�RI� WKH�SURGXFW�� HPSOR\PHQW�� RUJDQLVDWLRQ�DQG�PDUNHWLQJ��2Q� WKH�RWKHU�KDQG��
LQQRYDWLYH�PHWKRGV�FDQ�GHYHORS�QRW�RQO\�LQVLGH�WKH�¿UP�EXW�DOVR�LQ�UHVSRQVH�WR�FRQGLWLRQV�
RXWVLGH��0DUNHWLQJ�LQQRYDWLRQ�LV�DQ�DWWHPSW� WR�FRPH�XS�ZLWK�DSSOLFDWLRQV��QRYHOWLHV�DQG�
FKDQJHV� WKDW�HQULFK�D�SURGXFW� WKURXJK�PDUNHWLQJ�DFWLYLWLHV��6XFK�DWWHPSWV�DQG�DFWLYLWLHV�
FDQ�FRPH�LQ�WKH�IRUP�RI�WKH�SDFNDJLQJ��SODFHPHQW��SURPRWLRQ��DQG�SULFLQJ�RI�SURGXFWV�RU�LQ�
WKH�DSSOLFDWLRQ�RI�D�QHZ�PDUNHWLQJ�PHWKRG�ZKLFK�LQFOXGHV�LPSRUWDQW�FKDQJHV�LQ�FXVWRPHU�
service. ,Q�WKLV�VWXG\��DQ�LQQRYDWLRQ�FRQFHSW��LWV�YDULHWLHV�DQG�SURSHUWLHV�DUH�H[SODLQHG��DQG�
DIWHUZDUGV�WKH�PDUNHWLQJ�LQQRYDWLRQV�RI�VHOHFWHG�7XUNLVK�DSSDUHO�ILUPV�DUH�VWXGLHG�

.H\�ZRUGV��PDUNHWLQJ��LQQRYDWLRQ��DSSDUHO�LQGXVWU\��PDUNHW�VKDUHV�

 Innovation concept
Innovation has been the concept of ex-
pressing creativity and novelty for cen-
turies. It is well known and accepted that 
without creativity and novelty, improve-
ment and development will not be pos-
VLEOH��0DQ\�GH¿QLWLRQV� FDQ� EH� IRXQG� LQ�
literature about innovation. 

Innovation comes from the Latin word 
“LQQRYDWXV”, which means the start of 
using new methods in social, administra-
tive and cultural environments. The Web-
VWHU� 'LFWLRQDU\� GH¿QHV� ³LQQRYDWLRQ´� DV�
the introduction of something new, and 
also as a new idea, method, or device. On 
the other hand, innovation expresses the 
consequence more than the novelty itself; 
social and economical systems depend 
RQ�FKDQJH�DQG�GLYHUVL¿FDWLRQ�>�@��

Firms should frequently change, diver-
sify, differentiate their products and carry 
out methods of conducting business to 
survive in today’s competitive atmos-
phere, which is changing and develop-
LQJ� YHU\� UDSLGO\�� 7KLV� GLYHUVL¿FDWLRQ� RU�
FKDQJH� LV� DOVR� FDOOHG� µLQQRYDWLRQ¶� >�@��
,I�¿UPV�GR�QRW�JHW�ZLWK�LQQRYDWLRQ��WKH\�
will either self destruct or will be reject-
ed by the market. Because of being in a 
FRPSHWLWLYH�DWPRVSKHUH��¿UPV�FRQVWDQWO\�
IROORZ�RWKHU�¿UPV�DV�ZHOO�DV�UHSOLFDWH�DQG�
take the best applications. For this reason 
innovation will prevent companies from 
being the same and also make them one 
step ahead. 

OECD Innovation Data – 2VOR�0DQXDO 
includes one of the most internationally 
DFFHSWHG�GH¿QLWLRQV�RI�LQQRYDWLRQ��,Q�LWV�
�����YHUVLRQ��LQQRYDWLRQ�LV�GH¿QHG�DV�WKH�

LPSOHPHQWDWLRQ�RI�D�QHZ�RU�VLJQL¿FDQWO\�
improved product (goods or services), 
process, marketing method, or a new or-
ganisational method of business practice, 
workplace organization or external rela-
WLRQV�>�@��

$FFRUGLQJ� WR� WKH� 2(&'� GH¿QLWLRQ�� ZH�
can describe innovation as any kind of 
different, original method, or imple-
mentation that has a commercial value. 
Therefore, the value of innovation and 
its importance come from new and dif-
ferent applications and methods that 
SURYLGH�SUR¿W�IRU�WKH�¿UP�DQG�RU�SHUVRQ��
For this reason, many discoveries, differ-
ent methods and implementations have a 
commercial value which can take time to 
apply.

For example, although the vacuum clean-
er was invented by J. Murray Spengler, 
it was sold by W.H Hoover, a leather 
manufacturer. Therefore Hoover’s name 
is known and has become widespread all 
RYHU�WKH�ZRUOG�>�@��6XFK�H[DPSOHV�FDQ�EH�
explained.

 Innovation types
Innovation is developed to solve hitherto 
unresolved problems , to answer needs 
WKDW�FRXOG�QRW�EH�VDWLV¿HG�EHIRUH�RU�PDNH�
a service or product better and handier. 
Hence, innovation does not need to be an 
invention. According to all of these ideas, 
the totality of the process creates the in-
novation itself. 

Hence, innovation can occur in the prod-
XFWV� RI� ¿UPV�� VHUYLFHV�� PDQXIDFWXULQJ��
distribution, or in the methods describ-
ing how to carry out business. In short, 

E. Utkun, T. Atilgan; Marketing Innovation in the Apparel Industry: Turkey. 
FIBRES & TEXTILES in Eastern Europe 2010, Vol. 18, No. 6 (83) pp. 26-31.
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it means a process which starts with in-
ventions, the improvement of these in-
ventions, the going forward process and 
HYHQWXDOO\� WKH� ODXQFK�RI�D�QHZ�SURGXFW�
SURFHVV�RU�VHUYLFH�RQWR�WKH�PDUNHW�>��@��
7KHVH� DUH� GH¿QHG� DV� ³SURGXFW� LQQRYD-
tion”, “service innovation”, “process in-
novation” “organisational innovation” 
DQG� ³PDUNHWLQJ� LQQRYDWLRQ´� >�@�� 7KHVH�
innovation types are studied below.

3URGXFW�LQQRYDWLRQ
3URGXFW� LQQRYDWLRQ� LV�GH¿QHG�DV�SXWWLQJ�
a service or product whose properties or 
intended uses are suitable for the market. 
3URGXFW� LQQRYDWLRQ� LQFOXGHV� VLJQL¿FDQW�
advances in technical properties, its parts 
or materials, associated software, intend-
HG�XVHV�RU�RWKHU�IXQFWLRQDO�SURSHUWLHV�>�@�

A Turkish sportswear company called 
‘Colin’s Jeans’ has a ’Double Vision’ 
product. This product, which can be 
worn inside out, is an important example 
of innovation. With the idea of Double 
Vision, Colins was able to achieve sales 
targets in a very short time, hence we 
can see that a competitive force can be 
established by innovation in the apparel 
RU�WH[WLOH�LQGXVWU\�>�@��

6LQFH�WKH�EHJLQQLQJ�RI�������<HúLP�7H[-
tile’s smart fabrics, which are nano tech-
nics: water proof, no ironing required, 
producing little sweating, can be also 
FRXQWHG� DV� SURGXFW� LQQRYDWLRQ� >�@��2QH�
of the most important properties of prod-
uct innovation can be the customer will-
ing to pay extra for a newly developed 
SURGXFW��7KHUHIRUH�¿UPV�QHHG�WR�analyse 
this concept thoroughly.

3URFHVV�LQQRYDWLRQ
7KLV�FDQ�EH�GH¿QHG�DV�PDQDJLQJ�WKH�SUR-
cess of production or distribution meth-
ods which are new, improved or devel-
oped. This method includes important 
PRGL¿FDWLRQV� LQ� SURGXFWLRQ� WHFKQLTXHV��
HTXLSPHQW�RU�VRIWZDUH�>�@��

Increasing the speed or capacity of a new 
production system which has not been 
applied to the sector before by reducing 
costs, creating fast and correct distribu-
tion and ensuring its continuity is process 
LQQRYDWLRQ� >��@��$GDSWLQJ� WKLV� VLWXDWLRQ�
ZLOO� EULQJ� D� SULFH� DGYDQWDJH�� HI¿FLHQF\��
SUR¿W�DQG�FRPSHWLWLYH�SRZHU�

6LQFH�������<HúLP�7H[WLOH� LV�RQH�RI� WKH�
¿UPV� LQ� WKH� DSSDUHO� LQGXVWU\�ZKLFK� KDV�
gone through process innovation via a 

lean production system. Therefore, they 
can look over their work process and im-
prove the situation thanks to Kaizen’s, 
which aims to have a management phi-
ORVRSK\�HQFRPSDVVLQJ�DOO�HPSOR\HHV�>�@��

The latest purchase orders of the ap-
parel industry are generally based on low 
cost, short term fashion products. High 
cost and long term fashion products are 
mostly wanted for classic models. Many 
¿UPV��LQFOXGLQJ�6XQ�7H[WLOH��-NH\���KDYH�
renewed their processes and implement-
ed a modular system, replacing the batch 
production system. In the modular pro-
duction system, production takes place 
in modules, which are also called cells. 
A low number order is sewn on a certain 
module, and after a quality check, it is 
packed and ready to be distributed. The 
products are not transferred inside the 
company, preventing work and time loss. 

2UJDQLVDWLRQDO�LQQRYDWLRQ
This is the application of a new organisa-
tional administration in work applications, 
workplace organisations or external rela-
WLRQVKLSV�>�@��)RU�WKLV�UHDVRQ�LW�FKDQJHV�WKH�
VWUXFWXUH�RI�DQ�RUJDQLVDWLRQ�LQ�D�VLJQL¿FDQW�
way; the application of advanced manage-
ment and organisational techniques, or 
WKH�DSSOLFDWLRQ�RI�QHZ�RU�KLJKO\�PRGL¿HG�
techniques can be counted as organisa-
WLRQDO�DGPLQLVWUDWLYH�LQQRYDWLRQ�

Zara is an example of innovation which 
brings about the most suitable and fash-
ionable products in a very fast way and 
with very reasonable prices. It also leads 
the design, production and its branches 
LQ�D�YHU\�HI¿FLHQW�ZD\��'(//�LV�DQRWKHU�
example of organisational innovation 
that creates a business model by working 
ZLWK�]HUR�VWRFN�DQG�VHOOLQJ�FR¿JXUHG�V\V-
tems according to customer request.

0DUNHWLQJ�LQQRYDWLRQ
Basically, marketing is a process of de-
¿QLQJ� DQG�PHHWLQJ� FXVWRPHU� QHHGV� DQG�
wants. Each of the two or more sides, to 
meet their needs gives valuable goods 
(product, service or idea) and receives 
other valuable things such as money, 
credits use. This exchange process hap-
pens through communication between 
the two sides. Each side should believe in 
UHFHLYLQJ�D�SUR¿W�IURP�WKLV�WUDGH��,Q������
the American Marketing Association de-
¿QHG�PDUNHWLQJ�DV�µWKH�SURFHVV�RI�SODQ-
ning and executing the conception, pric-
ing, promotion and distribution of ideas, 
goods and services to create an exchange 

WKDW�VDWLV¿HV�LQGLYLGXDO�DQG�RUJDQLVDWLRQ-
DO�REMHFWLYHV�>�@�

The marketing department spends money 
on promoting the properties of an already 
manufactured product to the target group. 
But this approach no longer works. Tra-
ditional approaches are already old fash-
ioned. Alternative approaches are not 
QRYHOWLHV��EXW�ZKDW�LV�OHIW�EHKLQG�>�@��

Marketing innovation is the applica-
tion of a new marketing method which 
LQFOXGHV� VLJQL¿FDQW�FKDQJHV� LQ� WKH�SULF-
ing, promotion, placing or packaging of 
D�SURGXFW�>�@��

,Q�VKRUW��D�¿UP�ZKLFK�LV�DEOH�WR�SUHVHQW�D�
product or service to customers in a very 
different way makes a marketing innova-
tion. Organisational and marketing inno-
vations are counted as non-technological, 
but both are very important as technolog-
ical innovations. However, it is not pos-
VLEOH�IRU�D�¿UP�WR�KDYH�JUHDW�WUDGLQJ�VXF-
cess with only technological innovation 
and no marketing innovation. Seth Godin 
stated that being successful in marketing 
is a result of being able to pick a target 
group which spreads an idea, and a prod-
uct which is developed for that special 
WDUJHW�JURXS�>��@��

Marketing strategy categories can be 
named as follows: the pricing process, 
packaging, distribution channels, adver-
tisement, customer relations or services, 
DQG� VWRUH� GHVLJQV�� ,I� ¿UPV� DGRSW� D� QHZ�
approach that includes these, it means 
they have a marketing innovation. 

 Marketing innovation  
in the apparel sector

The apparel industry is one of the old-
est in the world and is also an important 
area that directly provides products and 
services for the appreciation of the cus-
tomer. Its production and marketing ac-
tivities are all over the world. Therefore, 
apparel can be accepted as one of the 
important industries in all countries, in-
cluding developing ones. The size of the 
apparel industry, which is connected with 
the development of countries, is decreas-
LQJ��EXW�LWV�LPSRUWDQFH�DQG�HI¿FLHQF\�VWLOO�
continue. 

As far as Turkey is concerned, the place 
and importance of the apparel sector is 
different. The basis of Turkey’s industry 
is the textile sector. After the development 
of the textile sector and its becoming an 
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important branch of industry, the apparel 
sector started to develop inside the coun-
WU\�LQ�WKH�����¶V��7KLV�VHFWRU�VWDUWHG�WR�GH-
velop very fast due to a young, entrepre-
neurial, dynamic and cheap labour force. 
Owing to this process, it has become the 
biggest exporting sector of the country. 
Furthermore it is Turkey’s biggest means 
of competition in international trade. For 
a country like Turkey, which was an ag-
ricultural country for many years, after 
the role of agriculture in the economy de-
creased and gave way to industrialisation, 
the apparel sector developed in a very 
successful way. If we look at the general 
situation of the sector in the economy, 
according to the Turkish Statistical Or-
ganisation, the total amount of export in 
7XUNH\� LQ� ����� ZDV� ������������ 86'��
of which the apparel sector represented 
����������� 86'�� FRPSULVLQJ� ���� RI�
the total export. The total export of Tur-
NH\�LQ�$SULO������ZDV������������86'��
����������86'�RI�ZKLFK�ZDV�E\�WKH�DS-
SDUHO� VHFWRU�� UHSUHVHQWLQJ� �������RI� WKH�
WRWDO�YDOXH�>�@��:LWK�QHDUO\�����P�ZRUN-
ers in total, it makes a critical contribu-
tion to employment. The sector shows its 
SRWHQF\�LQ�WKH�HFRQRP\�ZLWK�D����VKDUH�
RI� WKH�*60+� DQG� ���� VKDUH� RI� DOO� WKH�
total investment. With the globalisation 
of international competition conditions, 
WKH�VLWXDWLRQ�KDV�JRW�KDUGHU�IRU�¿UPV��EXW�
the sector has adjusted successfully to 
this change and progressed. With innova-
tive applications, it tries to comply with 
the rules of global trade and also aims to 
be an initiator. As a result of this, today 

this sector is ranked as the third biggest 
exporter of apparel in the world. Table 1 
shows values for Turkish and world ap-
parel export, as well as Turkey’s share of 
WKH� ZRUOG� DSSDUHO� H[SRUW� LQ� SURSRUWLRQ�
percentage. In 2000 the share of the ap-
SDUHO�VHFWRU�LQ�ZRUOG�WUDGH�ZDV�������DQG�
LQ������ZDV�������7XUNH\¶V�VKDUH�VKRZHG�
an increase until 2005, dropped in 2006, 
DQG�FRQWLQXHG�WR�ULVH�DIWHU�������

The sector reinforces its success with 
process, production and organisational 
innovations, but the most important is 
marketing innovation, whose success in-
creases the country’s and world economy. 

In this study the marketing innovations of 
VHOHFWHG�7XUNLVK�¿UPV�DQG�WKH�HIIHFWV�RI�
these innovations on them are examined. 

9DNNR
Vakko, which has a brand name in fash-
ion, has achieved many initiatives in the 
name of modern retailing and customer 
satisfaction. Vakko is a determinant 
brand for customers who want to have 
WKH�EHVW�>�@�

:LWK� LWV� OLPLWHG�FUHDWLRQV� LQ�������9DN-
NR� RUJDQLVHG� WKH� ¿UVW� IDVKLRQ� VKRZ� LQ�
Turkey that represented the fashion of 
the period. Every season it works with 
ZRUOGZLGH�NQRZQ�WRS�PRGHOV�>�@��

,Q� ������ ZLWK� D� YHU\� VSHFLDO� VWRUH� LQ�
Beyoglu, Vakko entered the retail sec-
tor. With this store, Vakko exchanged the 

prevalent garment habits in Turkey for a 
completely new concept. Furthermore, 
in that period it was not only the biggest 
store in the country, but it also offered 
high quality and high customer service 
to Turkish customers. Through this store, 
customers in Turkey experienced “retail 
without bargaining”, “sale days on spe-
FLDO� GD\V´� ³D� UHIXQG�H[FKDQJH� V\VWHP´�
IRU�WKH�¿UVW�WLPH�>�@��

:LWK� LWV�QHZ�VKRS� LQ� ø]PLU��9DNNR�JHQ-
erally advertised at national and regular 
fashion events, thereby increasing its 
SRSXODULW\�� ,Q������ LW� FHOHEUDWHG� LWV� ��th 
anniversary by renewing its fashion iden-
tity with a new logo, which is still used 
WRGD\�>�@��

,Q������IRU�WKH�¿UVW�WLPH�D�IDVKLRQ�EUDQG�
in Turkey produced its own chocolate 
with the name of “Vakko Chocolate Col-
lection”, and also by creating V de Vakko 
and 3LX�3LX� LQ�������9DNNR�EHFDPH�WKH�
YHU\�¿UVW�IDVKLRQ�EUDQG�LQ�7XUNH\�WR�KDYH�
its own perfumes. In 2005 Vakko became 
a leader in concept retailing by initiating 
Vakko Shoes&Bags, Vakko Wedding and 
9DNNR�&RXWXUH�VWRUHV�LQ�1LVDQWDVÕ�>�@��

9DNNR�LV�D�EUDQG�WKDW�EULQJV�¿UVWV�WR�7XU-
key. Vakko ensures the continuity of its 
own concepts, achieves customer satis-
faction and increases its performance.

9DNNRURPD
,Q� �����9DNNRURPD�ZDV� HVWDEOLVKHG� E\�
Vakko as a young and popular brand 
name. Since then it has brought music, 
art and sport concepts together and has a 
new approach to retail by going beyond 
the fashion in Turkey. It presents a young 
G\QDPLF�OLIH�VW\OH�>�@�

6DUDU
Sarar is mostly seen as a sponsor. Its 
sponsorships are the Turkish National 
)RRWEDOO�7HDP�����*LDQW�0DQ��WKH�7XUN-

Figure 1, 2, 3.�'LIIHUHQW�VWRUH�GHVLJQV�RI�'DPDW��7ZHHQ�DQG�$'9�EUDQGV� Figure 4.�*HQWOHPHQ¶V�&OXE�

Table 1.� $SSDUHO� H[SRUW� LQ� 7XUNH\� DQG� WKH� ZRUOG�� Source:� :RUOG� 7UDGLQJ� $VVRFLDWLRQ��
7UDGLQJ�6WDWLVWLFV������

Apparel exportation ( in millions of USD)

Years 1990 2000 2005 2006 2007
Turkey 3331 6533 11833 12052 14001

World 108129 198158 276822 309593 345301

Turkey’s proportion, % 0,0308 0,0330 0,0427 0,0389 0,0405
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ish National Women’s Volleyball Team, 
Galatasaray, Efes Pilsen, Eskisehir Sport, 
Ankara Metropolitan Municipality Sport 
and Werder Bremen. Thus Sarar aims to 
be known by many people. 

Additionally it is very common to come 
across news which shows some politi-
cians wearing Sarar. Such news as “Not 
only in Turkey but also managers from 
overseas have their suits sewn by Sa-
rar”, “Sarar Fashion in Ankara”, “A suit 
from Sarar for the Brooklyn Mayor” are 
seen in the press. Besides this, Sarar also 
draws attention with its marketing inno-
YDWLRQV�LQ�DGYHUWLVLQJ�>�@��

Sarar appeals to different masses through 
different advertising media, thereby ex-
tending its market share.

.L÷ÕOÕ
7RGD\�� .L÷ÕOÕ� LV� WKH� GHWHUPLQDQW� RI� WKH�
sale price of a nice suit in apparel. When 
.Õ÷ÕOÕ�ORZHUV�SULFHV��WKH\�JHQHUDOO\�GURS��
DQG� ZKHQ� .L÷ÕOÕ� UDLVHV� SULFHV�� WKH\� DUH�
UDLVHG�QDWLRQZLGH��2Q�WKH�PDUNHW��.Õ÷ÕOÕ�
LV�NQRZQ�DV�WKH�³SULFH�PXUGHUHU´��.L÷ÕOÕ�
is mostly a middle class brand, and the 
factor that makes it a parameter of men’s 
JDUPHQWV�LV�WKH�.L÷ÕOÕ�/RJLVWLF�&HQWHU�LQ�
Gebze. 

The biggest logistic center of men’s gar-
ments in Turkey works with a simple 
automation system. It is not a warehouse 
because nothing is stocked there. Every-
thing, such as which colour, which model 
or which product is sold or waits in a shop 
window, are being followed. Products 
which are not sold in one store are trans-
ferred to another if the same products are 
DOUHDG\�VROG�LQ�WKDW�RQH�>��@��

.L÷ÕOÕ� LQFUHDVHV� LWV�PDUNHW� VKDUH�E\� LP-
SURYLQJ�WKH�HI¿FLHQF\�RI�LWV�ORJLVWLF�FHQW-
HU�GLVWULEXWLRQ�FKDQQHOV����

'DPDW�±�7ZHHQ�±�$'9
Damat – Tween and ADV attract atten-
tion with their different store and window 
designs (Figure 1, 2, 3). They work with 
professionals in the design work of their 
stores and windows, always creating new 
designs.

Damat established the Gentlemen’s Club 
for businessman and managers, which 
provides fabulous services. The Gentle-
men’s Club is an exclusive place where 
the needs of businessmen are met (Fig-
ure 4��>��@��

Damat, Tween and ADV draw attention 
with their different styles of customer 
approach. By strengthening customer 
satisfaction, they increase their perfor-
mance. 

$EEDWH�
Abbate is a Turkish fashion brand which 
prepares its collections one year before-
hand, distributing them amongst its re-
tailers. 

Abbate is well known for its product in-
novations. After noticing that half of its 
customers are women, they changed a tra-
GLWLRQ�RI����\HDUV�DQG�VWDUWHG�WR�PDQXIDF-
ture women’s blouses. However, they also 
have some marketing innovations such as 
creating the idea of ‘bring the old one, get 
a new one’ campaign, as well as making 
presents of tango classes for couples when 
a certain amount of shopping is done. 

Although Abbate is a men’s shirt manu-
facturer, it has also increased its market 
share in the apparel sector by manufac-
turing blouses for women. 

.RWRQ
We can explain this company’s important 
marketing innovations and points of ori-
gin as follows:

Women visit stores with their husbands, 
but they cannot spend enough time in 
them due to the boredom of the hus-
bands. However, women who spend ap-
proximately 25 minutes in a store are 
very likely to shop. Hence, the company 
has focused on “men” and the question 
of how to make men have a good time 
in the store. As a result, such ideas came 
out: Let’s put a bar in the store, so when 
women shop, men can have a couple of 
drinks, which would be free; an internet 
access point where men can check their 
e-mails or surf; a nice comfortable couch 
with newspapers or magazines around it 
so they can read; a pool table or pintable 
for them to have fun with their kids etc. 
Koton customers, who are mostly under 
��¶V�� OLNH� ³WUHQG\´� GHVLJQV�� IUHTXHQWO\�
changed models and reasonable prices. 
And for this reason they have also fo-
cused on creating different designs, al-
ORZLQJ� ��� QHZ� PRGHOV� LQ� VWRUHV� HYHU\�
GD\�DW�UHDVRQDEOH�SULFHV�>��@��

In the time of “Cow Parade”, Koton exhib-
ited its stylish cow with shiny stones and 
world emboss on, in front of Galatasaray 
+LJK�6FKRRO�DW�%H\R÷OX�LQ�,VWDQEXO�

Apart from that Koton is also a leader be-
cause of its strong distribution channels. 
$V�HYLGHQFH��LQ������LW�ZDV�FKRVHQ�DV�D�
¿QDOLVW�IRU�WKH�:RUOG�5HWDLO�$ZDUGV��

Due to globalisation, the world is chang-
LQJ� IDVW�� DQG� KHQFH� ¿UPV� QHHG� WR� DFW�
faster. In the apparel industry, the term 
“fast fashion”, which has developed of 
late, has created a different point of view 
in the marketing system. Koton continu-
ally strengthens customer satisfaction, its 
advertising campaigns, and distribution 
channels and tries to show its presence in 
the fast fashion area all over the world. 

=HNL�7ULNR�
The owner and the chairman of Zeki 
7ULNR�±�=HNL�%DúHVNLR÷OX�LV�D�EUDQG�SHU-
son who has been able to apply the ne-
cessities of marketing communications. 
He started marketing potential customers 
when they approached him, and he has 
DOZD\V�EHHQ�D�JRRG�OLVWHQHU�>��@��

,Q�WKH�����¶V��ZKHQ�KH�KDG�D�VWDEOH�VWRUH��
he went to bazaars to sell his goods in-
dividually in a very enthusiastic way, 
nowadays he is involved in multi chan-
neled retailing (internet) . Actually, with 
its online-shop they aim at direct sale, 
thereby making a brand very popular and 
SURWHFWLQJ�LWV�SRVLWLRQ�>��@��

During his marketing of socks, Mr. 
%DúHVNLR÷OX�FUHDWHG�D�YHU\�GLIIHUHQW�DWWL-
tude to selling socks (communication-pro-
motion). He used to throw one sock to the 
crowd, thereby making people bring that 
one sock back to him. In most cases peo-
ple asked for the other sock. This method 
was without risk because one cannot wear 
just one sock , hence he increased his sales 
LQ�WKLV�LQJHQLRXV�ZD\�>��@��

Customers and stakeholders (such as 
SXEOLF� RSLQLRQ� JURXSV�� ¿UPV� HWF�� KDYH�
an idea or common impression about a 
brand mostly when they hear its name, for 
instance, the brand names Zeki Triko or 
=HNL�%DúHVNLR÷OX��WKH\�NQRZ�=HNL�7ULNR�
is identical to other world brand swim-
suits. In addition to this, fashions, styles, 
designs, fashion shows, and top models 
appear in their minds. Cindy Crawford, 
Claudia Schiffer etc. are only some of the 
top model names that are seen in Zeki 
Triko advertisements or commercials. 
And then there are big billboards with 
beautiful top models in swimsuits at the 
GLIIHUHQW� SRLQWV� LQ� øVWDQEXO�� HVSHFLDOO\�
WKH�RQHV�VHHQ�DW�øVWDQEXO�$WDW�UN�$LUSRUW�
FRPH�WR�WKH�PLQG�>��@�
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Zeki Triko increases its market share and 
brand power gradually with its innova-
tive applications in marketing.

0DYL�-HDQV
Its marketing strategy with the “perfect 
¿W´� FRQFHSW� LV� WKH� ELJJHVW� IDFWRU� ZKLFK�
takes Mavi away from being simply a 
brand of jeans to a much larger global 
fashion brand. With Perfect Fit Mavi 
DLPV�WR�JHW�D�JRRG�¿W�IURP�LWV�MHDQV��QRW�
only physically but also culturally. Apart 
from creating a lifestyle for its custom-
ers, Mavi has become a part of their lives, 
making them a part of Mavi. Their phi-
losophy is to create a new Mediterranean 
fashion brand around jeans which have a 
SHUIHFW�¿W�DQG�EOXH�MHDQ�FXOWXUH�>��@�

With new projects such as turning the 
JURXQG�ÀRRU�RI�0DYL¶V�VWRUH�LQ�1HZ�<RUN�
8QLRQ� 6TXDUH� LQWR� DQ� H[KLELWLRQ� VLWH��
Mavi aims to give a message to young 
people: Mavi not only designs products 
for them but also shares the world with 
them, hence this exhibition site becomes 
a meeting point with Mavi’s different 
organisations, such as movie days, yoga 
FODVVHV�HWF��>��@�

To create a brand which inspires young 
people but also gets inspiration from 
them, Mavi makes different, up-to-date 
initiator projects and effective advertise-
ment campaigns. In this way it develops 
its relationship with customers. 

This campaign and project are as follows, 
Mavi has long provided on-line sales just 
for overseas customers , but today with 
the m@vistore Mavi also serves Turkey, 
changing the shopping habits of its cus-
WRPHUV��0DYL�VWDUWHG�WKH�¿UVW�RQOLQH�VDOH�
RI�EOXH�MHDQV��DQG�����SURGXFWV�DUH�DYDLO-
able at m@vistore, which one can access 
through www.mavi.com. 

Mavi Jeans supports Society Voluntary 
Charity youth projects, one of which are 
t-shirts with the voice collection. In this 
limited collection ten t-shirts are designed 
with lyrics from the most famous Turkish 
URFN�VWDUV��VXFK�DV�7HRPDQ��$\OLQ�$VOÕP��
and Mor ve Ötesi. Performers are able to 
give these specially designed t-shirts as 
gifts to young people of the Charity. 

The advertisement campaigns of Mavi 
Jeans are most interesting, for example 
there are some mottos which are still re-
membered by many, such as “We go too 
far, we get too beautiful”, “Don’t call it 

WKH�VDPH�*HRUJH´��³,I�\RX�IHHO�OLNH�����´�
DQG�³,I�\RX�IHHO�OLNH�����´��

0DYL�-HDQV�QRW�RQO\�¿W�WKH�ERG\�EXW�DOVR�
the culture of customers, hence it could 
improve its exporting skills and also 
strengthen its performance.

&ROOH]LRQH
Collezione’s owner transferred to retail-
ing when he was a window artist. He is 
someone who aims to manufacture cheap 
but stylish garments for young people, 
and he is also able to apply this as an in-
novation in its retail chain.

Their marketing innovations can be listed 
as follow: 
��The rapid changes in the market show 

that in the future the customer will visit 
WKH�VWRUH�RQFH�HYHU\����GD\V��WKHUHIRUH�
they think there will be a “make dirty, 
get new” trend soon. Moreover, they 
put emphasis on using more technol-
ogy in manufacturing, and they have 
devoted more time to retailing, caus-
LQJ�DQ�LQFUHDVH�LQ�HI¿FLHQF\�>��@��

��They turned a corner and changes 
their distribution method by setting 
up franchising management. They di-
YHUVL¿HG� SUR¿WV� E\� FUHDWLQJ� SURGXFW�
groups. By dividing the season into 
three groups, they decreased the num-
ber of products on sale, hence they in-
FUHDVHG�WKHLU�HI¿FLHQF\�>��@��

��The Collezione trade mark is one of 
the leading brands that applies the 
fast fashion concept in Turkey with 
its marketing innovations. It increased 
its market share in a very short time, 
EHFRPLQJ�YHU\�SRSXODU�DPRQJ�������
year olds. 

7�%R[
T-box has created its own market by dis-
tinguishing itself in the packaging tech-
nique of an ordinary product. Today the 
company exports its products to a total 
RI� ��� FRXQWULHV�� SULPDULO\� WR�$XVWUDOLD��
Their marketing strategies and sales 
channels are followed up by at least an 
innovative packaging system. The main 
sales strategy is based upon selling the 
product where possible. T-Box products 
can be found anywhere, from Beymen 
stores to gas stations, from ice cream 
trays on the beach to even Frigo trays in 
FLQHPDV�>��@��

The general manager of T-box Dilek 
Sensoy states their strategy as “being 

able to touch the customer anytime and 
anywhere”. She explains that a person 
who is travelling should be able to get a  
T-Box product from a gas station if he has 
spilled coffee on him during his journey, 
and adds the reason for achieving much 
bigger success being the fact that they are 
a producer of funny, naughty and lovely 
products. T-box products composed of 
useful items, funny billboard ads, and 
witty marketing techniques are used. For 
example, putting coins into the top of the 
packaging shows the instructions of use 
and how to use the product in the pres-
ence of a well.

To summarise T-box: 

��They follow a different marketing 
strategy by packaging compressed  
t-shirts in small packages.

��Although it is a new brand on the mar-
ket, they have adopted an expansionist 
policy. They have used the advantages 
of all the brand names which exist in 
Boyner Holding and have sold goods 
in Beymen, Benetton, and Divarese 
stores. Therefore different socio-eco-
nomic groups have been aimed at.

��They use broad sales points like gas 
stations, pharmacies, ferries, airports, 
ice cream trays etc. 

��Their pricing policy is “to provide 
superior quality cheaper”, which the 
company is founded upon. They aim 
to achieve high class in metropolises, 
but also to appeal to people with low 
income in Anatolian cities.

��Although they appear to be a textile 
brand, they have also created different 
SURGXFWV� ZKLFK� ¿W� LQ� ZLWK� WKH� EUDQG�
concept. 

��T-box products are sold in over 5 con-
tinents, in countries such as Canada, 
Australia, Greece, The Lebanon, and 
6RXWK�$IULFD��DW�PRUH�WKDQ������VHOO-
LQJ�SRLQWV�>��@��

Apart from T-box, the packing innova-
WLRQV� RI� WZR� RWKHU� 7XUNLVK� WH[WLOH� ¿UPV�
are as follows:

��Funika Textile packs their cooling py-
jamas in icecream boxes to give the 
idea that their pyjamas will keep cus-
tomers cool.

��Eke Textile, which has the Hamam 
brand, manufactures bath garments 
and accessories, and they pack these 
products in a set which has a special 
lock, hence after leaving the factory 
no one is able to touch these products 
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except the person who purchases the 

product.

 Summary
,QQRYDWLRQ� LV� GH¿QHG� DV� WUDQVIRUPLQJ�
information into a social and economic 

EHQH¿W��7KHUHIRUH�LW� LV�D�FRPELQDWLRQ�RI�
technique, as well as economic and social 

progress. It is a product of cultures which 

are open to novelty, have a will to change 

DV�ZHOO�DV�WKH�HQWUHSUHQHXULDO�VSLULW�>�@�
The need for innovation policies were 

examined with respect to the four main 

reasons at the association conference in 

������ )LUVW�� FRXQWULHV�ZLWK� ³ELJ´� LQGXV-
trial policies can not achieve the desired 

success; secondly innovation is the key 

to competitiveness, and thirdly, due to 

the pressures of globalisation, companies 

and the “protected” areas of countries are 

VLJQL¿FDQWO\� GHFUHDVLQJ�� )LQDOO\��PDUNHW�
IRUFHV�DUH�LQVXI¿FLHQW�IRU�GLVDGYDQWDJHG�
¿UPV�DQG�HFRQRPLHV�>��@�

To provide more employment and ac-

tive trade, the apparel sector needs to 

improve itself constantly. Firms should 

improve their products, technologies 

and service concept as well. Apparel 

¿UPV�ZKLFK�DUH�DEOH�WR�DSSO\�LQQRYDWLRQ�
become trend makers. Innovation is also 

a continuous activity. There is always a 

QH[W�VWDJH��¿UPV�FDQQRW�JLYH�XS�WKHLU�LQ-

novative actions when they reach a cer-

tain point. 

Day by day, consumers demand more 

diversity and movement from apparel 

¿UPV��$V�ZHOO�DV�WKLV��WKHLU�H[SHFWDWLRQV�
from a garment is increase rapidly;they 

want to receive some extra properties 

from “smart garments”, such as it can be 

worn easily, it is light, very easily ironed 

or no ironing needed, protects against 

89� RU� RWKHU� ZHDWKHU� FRQGLWLRQV�� WDNHV�
up the less space in a bag, non-crease, 

can change its colors under different 

lights, can measure body temperature, 

can keep track of heart beat and breath-

ing rate, cool in summer, warm in win-

ter etc. Other extra properties which are 

expected from these improved garments 

are that they are fashionable, high qual-

ity, cheap, easy to buy, easy to obtain, 

attract attention etc. Globaliation is in-

creasing the possibility of obtaining any 

kind of product and service in the world. 

)RU�WKLV�UHDVRQ��RQO\�VRPH�¿UPV�ZLOO�EH�
able to hold onto the market. In view of 

globalisation and increasing demands, 

the apparel sector also needs to work on 

innovation.

Marketing strategy categories are as 

follows: price development, packag-

ing, distribution channels, advertising, 

customer relations (customer service 

provided), and store design. Catching an 

innovative approach that falls into these 

categories may bring about a marketing 

innovation.

In this study the marketing innovations 

RI�9DNNR��6DUDU��.L÷ÕOÕ��'DPDW��$EEDWH��
Koton, Zeki Triko, Mavi Jeans, Collezi-

one, and T-box are examined. 

9DNNR�ZDV�WKH�¿UVW�WR�DFKLHYH�PDQ\�FRQ-

cepts in the name of modern retailing and 

customer satisfaction. Sarar is notable for 

LQQRYDWLRQV�LQ�WKH�¿HOG�RI�DGYHUWLVLQJ�DQG�
VSRQVRUVKLS�� .L÷ÕOÕ� LQFUHDVHV� LWV� PDUNHW�
share with innovation in its distribution 

channels. Damat attracts attention with 

its different store and window designs. 

Gentlemen’s Club provides an unlimited 

service to business men. Abbate applies 

different promotion campaigns. Koton 

adopts different store concepts for the 

women who visit their stores with their 

husbands and also works according to 

the fast fashion concept, creating many 

different designs for their stores in a 

short period of time. Zeki Triko applies 

marketing communication science in 

a very systematic way. Mavi Jeans cre-

ates effective advertisements, creative, 

and fashionable projects, as well as its e-

commerce site, giving another shopping 

alternative. Collezione directs its work 

towards product groups and focuses on 

franchising management and the system 

RI� UHWDLO�� /DVWO\� WH[WLOH� ¿UPV� VXFK� DV�7�
box, Funika and Hamam concentrate on 

different types of packaging to draw cus-

tomers’ attention. 

The companies who manage to achieve 

innovation, manage to attract more cus-

tomers, sell more products and, con-

sequently, get more revenue from the 

market, expand their size more  than 

their competitors. Companies which can 

perform different innovations in the fu-

ture will be more likely to expand their 

market share

Turkish apparel companies are making 

VLJQL¿FDQW� SURJUHVV� LQ� SURGXFWLRQ� DQG�
service, showing important achievements 

compared to other competitor countries 

by delivering speed, product diversity, 

GHVLJQ�WDOHQW��SURGXFW�TXDOLW\��HI¿FLHQF\�
HWF��+HQFH�7XUNLVK�DSSDUHO�¿UPV�DUH�OLNH-
ly to continue their innovations in mar-

NHWLQJ�� +RZHYHU�� ¿UPV� QHHG� WR� IRUHVHH�
and accept that innovation is a necessity, 

WKXV�7XUNLVK� ¿UPV� VKRXOG� VKRZ� VLJQL¿-

cant innovations consecutively. Pricing, 

packaging, distribution channels, promo-

tion activities, customer service, retailing 

efforts etc. should be taken into extreme 

consideration to create a new approach 

L�H��¿UPV�VKRXOG�PDNH� LPSURYHPHQWV� LQ�
these areas. As is well known, other tech-

nical innovative approaches are also very 

LPSRUWDQW�IRU�¿UPV��EXW�LI�WKH�LQQRYDWLYH�
application is not combined with market-

ing innovation, it will not be enough to 

achieve the desired success or contribu-

tion.
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