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YENi PAZARLARA YENI BiR
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WE ARE EXPANDING INTO NEW MARKETS
WITH A NEW GENERATION

linya ticaretinde dengelerin
D hizla degistigi ve maalesef

belirsizliklerin arttigi donemi bir
siire daha yasamaya devam edecegiz
gibi gériiniiyor. Boyle donemlerde
yalnizca mevcut siparisleri ve geleneksel
pazarlari korumaya calismak yeterli
olmuyor. Sektor olarak yeni bir yol
haritasina, yeni pazarlara ve degisen
ticaret kosullarina uyum saglayacak
yeni araclara ihtiyacimiz var.
Tuirk ev tekstili sektor, yaklasik 20
milyar dolarlik ekonomik biiyiikliigu,
3,2 milyar dolarlik ihracati ve 1,7 milyar
dolarlik dis ticaret fazlasiyla tilkemiz
acisindan stratejik bir deger tasiyor.
Kilogram basina yaklasik 10 dolarlik
ihracat geliri elde eden sektdrimiiz;
Uretim giicu, kalitesi, tasarim yetenegi
ve hizli teslimat kabiliyetiyle diinyada
onemli bir konumda bulunuyor. Ancak
elimizdeki veriler, sahip oldugumuz
kapasiteyi biitiin pazarlarda ayni 6l¢lide
degerlendiremedigimizi gosteriyor.
Avrupa’da ylizde 20’ye ulasan pazar
payimiza karsilik ABD’deki payimiz
yiizde 2,1 seviyesinde kaliyor. Afrika’nin
pek cok ulkesinde ise bu oran yiizde
1’in, hatta bazi pazarlarda ylizde
0,2-0,6’nin altina diistiyor. Diinya ev
tekstili ticaretinden ortalama ylizde 4
pay alan bir Ulke igin bu tablo 6nemli bir
potansiyele isaret ediyor.

AFRiKA’YA DAHA YAKINDAN
BAKMALIYIZ

Afrika, geng niifusu, hizla biiyliyen
sehirleri ve gelisen orta sinifiyla
gelecek donemin en 6nemli
pazarlarindan biri olacak. Cin’in
bircok Afrika Ulkesinde agik ara 6ne
ciktigini gériiyoruz. Tlrkiye ise cografi
yakinligina, iretim kapasitesine ve
kita tlkeleriyle gelistirdigi diplomatik
iliskilere ragmen ev tekstilinde

heniiz arzu edilen diizeyde temsil
edilmiyor. Bu nedenle 52 Afrika
tlkesini ayrintili bicimde inceleyecek,
her llkenin tiiketim aliskanliklarini,

t seems that we will continue
I to experience for some time

the period in which the balance
of global trade is rapidly shifting
and, unfortunately, uncertainties are
increasing. In such periods, simply trying
to maintain existing orders and traditional
markets is no longer enough. As an
industry, we need a new roadmap, new
markets, and new tools that will enable us
to adapt to changing trade conditions.
With an economic size of approximately
20 billion dollars, exports of 3.2 billion
dollars, and a foreign trade surplus of 1.7
billion dollars, the Turkish home textile
industry represents a strategic value for
our country. Generating approximately
10 dollars in export revenue per kilogram,
our industry holds a significant position
globally with its production strength,
quality, design capabilities, and ability
to deliver quickly. However, the data we
have shows that we are not able to utilize
our capacity to the same extent across
all markets. While our market share in
Europe reaches 20 percent, our share in
the US remains at 2.1 percent. In many
African countries, this figure falls below
1 percent, and in some markets, even
below 0.2-0.6 percent. For a country that
accounts for an average 4 percent share
of global home textile trade, this picture
points to significant potential.

WE NEED TO TAKE A CLOSER LOOK AT
AFRICA

Africa will be one of the most important
markets of the coming period, with its
young population, rapidly growing cities,
and expanding middle class. We see China
clearly leading in many African countries.
Despite its geographical proximity,
production capacity, and diplomatic
relations developed with countries
across the continent, Tiirkiye is not yet
represented in the home textile sector

at the desired level. For this reason, we
will examine all 52 African countries in

dagitim kanallarin, tiriin ihtiyaglarini
ve ticaret dinamiklerini ayri ayri
degerlendirecegiz. Bu calismada

en 6nemli sorumluluklardan birini
Geng TETSIAD iistlenecek. Genc
arkadaslarimiz Afrika Glkelerini
aralarinda paylasarak pazar
arastirmalari yapacak, elde ettikleri
bilgileri sektoriimiizle bulusturacak.
Bdylece yalnizca masa basinda
hazirlanan raporlarla yetinmeyecek;
sahayi taniyan, veriyi okuyabilen ve yeni
ticari iliskiler gelistirebilen bir kusagin
yetismesine de katkida bulunacagz.

SEKTORUN GELECEGiNi GENGLERLE
KURACAGIZ

Geng TETSIAD’) kurarken temel cikis
noktamiz, sektoriin kusaklari arasindaki
bagi yeniden giiglendirmekti. Bizler
ticaret hayatina basladigimiz yillarda
ayni carsilarda, ayni sokaklarda ve
birbirine komsu isletmelerde yetistik.
Birbirimizi taniyor, deneyimlerimizi
paylasiyor ve sorunlar karsisinda

ortak akil gelistirebiliyorduk. Bugiin
isletmeler biiyudd, Gretim farkli
sehirlere ve tesislere yayildi. Bizden
sonraki kusagin lyeleri ise cogu zaman
birbirini yeterince tanimiyor. Geng
TETSIAD ile onlarin yalnizca bir araya
gelmesini degil; tiniversitelerle, tretim
tesisleriyle ve dis pazarlarla dogrudan
temas kurmasini hedefliyoruz. Kisa
siirede 300°li agkin gencin katildigi bu
yapl, sektdriimiiziin gelecegi agisindan
biylk bir umut kaynagidr.

DiJITAL DUNYADA ORTAK VITRIN:
HOMETEX.ORG

Yeni pazarlara ulagsmanin yolu artik
yalnizca fuarlardan ve fiziki ticaret
heyetlerinden ge¢miyor. Satin
almacilar firmalari, triinleri ve tretim
kapasitelerini daha ilk temastan once
dijital ortamda arastiriyor. Bu nedenle
Tiirk ev tekstili sektoriiniin uluslararasi
pazarlardaki dijital goriintrligini
gliclendirmek amaciyla hometex.

org platformunu hayata gegirdik.
Amacimiz, Tirkiye’nin ev tekstilindeki
Uretim ve tasarim glicinii yilin 365
glinu erisilebilen ortak bir dijital vitrine
déniistiirmek. Oniimiizdeki donemde
Tiirk ev tekstilinin basarisini yalnizca ne
kadar irettigimiz degil; yeni pazarlara
ne kadar hizli ulasabildigimiz, dijital
diinyada ne kadar goriiniir oldugumuz
ve geng kusaklara ne kadar alan
actigimiz belirleyecek.

detail, evaluating the consumption habits,
distribution channels, product needs, and
trade dynamics of each country separately.
One of the key responsibilities in this effort
will be undertaken by Young TETSIAD. Our
young members will divide the African
countries among themselves, conduct market
research, and bring the information they
gather together with our industry. In this way,
we will not limit ourselves to reports prepared
solely from behind a desk; we will also
contribute to raising a generation that knows
the market firsthand, can interpret data, and
can develop new business relationships.

WE WILL BUILD THE FUTURE OF THE
INDUSTRY WITH YOUNG PEOPLE

When we established Young TETSIAD, our
fundamental starting point was to strengthen
the connection between generations within
the industry. When we began our business
careers, we grew up in the same bazaars, on
the same streets, and in businesses located
next to one another. We knew each other,
shared our experiences, and were able to
develop a common approach to challenges.
Today, businesses have grown, while
production has expanded to different cities
and facilities. Members of the generation
that follows us, however, often do not know
one another well enough. Through Young
TETSIAD, our aim is not merely to bring

them together, but also to enable them to
establish direct connections with universities,
production facilities, and international
markets. With more than 300 young people
joining this structure in a short period of time,
it represents a significant source of hope for
the future of our industry.

A SHARED DIGITAL SHOWCASE: HOMTEX.ORG
Reaching new markets is no longer achieved
solely through trade fairs and physical trade
delegations. Buyers research companies,
products, and production capacities online
before making even their first contact. For
this reason, we launched the hometex.

org platform to strengthen the digital visibility
of the Turkish home textile industry in
international markets. Our aim is to transform
Tlrkiye’s production and design strength in
home textiles into a shared digital showcase
accessible 365 days a year. In the period
ahead, the success of Turkish home textiles
will be determined not only by how much

we produce, but also by how quickly we can
reach new markets, how visible we are in the
digital world, and how much space we create
for younger generations.
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Tiirk ev tekstili
sektorii olarak
artik yeni
pazarlara
ulasmali, dijital
diinyadaki
goriinarligimiizii
giiclendirmeli ve
sektoriimiiziin
gelecegini
genclerle birlikte
kurmahyiz.

As the Turkish
home textile
industry, we must
reach new markets,
strengthen our
visibility in the
digital world, and
build the future
of our industry
together with
young people.
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URESEL

TICARET
YENIBIR

DENGE
ARAYISINDA

Savaslar, enerji krizleri, jeopolitik gerilimler ve korumaci politikalar,
kiiresel ticaretin yillardir iizerine kuruldugu dengeleri degistiriyor.
Hiirmiiz Bogazi cevresindeki son gelismeler ise tedarik zincirlerinin,
ticaret rotalarinin ve lojistik maliyetlerinin yeni bir donemin
kosullarina gore yeniden sekillendigini ortaya koyuyor. Bu doniisiim,
Tiirkiye acisindan enerji gilvenliginden dis ticaret rekabetine kadar
uzanan yeni risk ve firsatlari beraberinde getiriyor.

GLOBAL TRADE IN SEARCH
OF A NEW BALANCE

Wars, energy crises, geopolitical
tensions and protectionist policies
are reshaping the balances on which
global trade has been built for deca-
des. Recent developments around
the Strait of Hormuz reveal how
supply chains, trade routes and logis-
tics costs are being reconfigured in
response to the conditions of a new
era. For Turkiye, this transformation

~ “ 1% —— brings a new set of risks and oppor-
=% . tunities, ranging from energy security
“u e~ LNl - to foreign trade competitiveness.
*_ o i r
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on zamanlarda Orta Dogu’da
S yasanan gelismeler, kiiresel

ticaretin ne kadar kirilgan bir
zeminde ilerledigini bir kez daha ortaya
koydu. Hiirmiiz Bogazi ¢evresinde
yiikselen gerilim, iran/israil-ABD
hattindaki askeri tansiyon ve bolgesel
glivenlik riskleri, enerji arzindan deniz
tasimaciligina kadar uzanan genis bir
zinciri etkiliyor. Diinya petrol ticaretinin
onemli bir boliminiin gectigi bu kritik
gecitte yasanabilecek her aksama,
navlun maliyetlerinden sigorta
primlerine, teslimat siirelerinden tedarik
planlamasina kadar pek ¢ok alanda yeni
hesaplari beraberinde getiriyor. Aslinda
bu tablo, pandemiyle baslayan kiiresel
donlisimin son halkasini olusturuyor.
Son birkag yilda savaslar, enerji krizleri,
yliksek enflasyon, iklim kaynakli afetler
ve korumaci ticaret politikalari, kiiresel
tiretim ve lojistik aglarini yeniden
sekillendirdi.
Hiirmiiz Bogazi ¢evresinde yiikselen
gerilim ve iran-ABD hattindaki ¢atisma
riski, enerji ithalatina yiiksek dlglide
bagimli olan Tiirkiye agisindan kiiresel
ticaretteki kinlganliklarin ekonomik
etkilerini daha goriiniir hale getiriyor.
EMBER arastirmasina gore, ABD-israil
ile iran arasinda yiikselen gerilimin
etkisiyle artan fosil yakit fiyatlari,
Turkiye’nin enerji faturasini 2026
yili sonuna kadar 14 milyar dolarin
lUizerinde artirabilir.

EMBER analizine gére, Hiirmiiz
Krizinin 2026 yilinin sonuna kadar
Tiirkiye’ye 14 milyar dolara mal
olacagr belirtiliyor, bu yiikiin
yaklasik 8 milyar dolari petrol,

6 milyar dolardan fazlasi
ise dogal gaz ithalatindan
kaynaklandigi séyleniyor.
According to EMBER’s analysis,
the Hormuz crisis could cost
Tiirkiye $14 billion by the end of
2026. Approximately $8 billion of
this burden is expected to stem
from oil imports, while more than
$6 billion is attributed to natural
gas imports.

HURMUZ KRizi KURESEL TiCARETIN
KIRILGANLIGINI ORTAYA KOYDU
Orta Dogu’da subat ayinin sonunda
tirmanan askeri gerilim, kiiresel
ticaret ve enerji piyasalarinda yeni

bir kirilma yaratti. ABD ve israil’in

28 Subat’ta iran’a ydnelik baslattigi
operasyonlarin kisa slirede bolgesel
bir catismaya doniismesi, diinya
ticaretinin en kritik deniz gegislerinden
biri olan Hiirmiiz Bogazi’ni yeniden
uluslararasi glindemin ilk siralarina
tasidi. Bolgede artan giivenlik tehdidi,
deniz tasimaciligi faaliyetlerini nemli
Ol¢lide yavaslatti. Enerji sevkiyatinin
merkezinde yer alan bu koridorda
yasanan aksamalar, kiiresel tedarik
zincirlerinden navlun piyasalarina
kadar genis capli etkiler yaratti.
Kiiresel enerji akisinin temel gecis
noktalarindan biri olan Hiirmiiz Bogazi,
diinya petrol ticaretinin ylizde 20’sine
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ecent developments in the
R Middle East have once again

highlighted just how fragile
the foundations of global trade have
become. Rising tensions around the
Strait of Hormuz, escalating military
tensions involving Iran, Israel and the
United States, and growing regional
security risks are affecting a broad chain
of activities, from energy supplies to
maritime transport. Any disruption in
this critical passage, through which a
significant share of the world’s oil trade
flows, brings new calculations across
a wide range of areas, including freight
rates, insurance premiums, delivery
times and supply chain planning. In
many ways, this represents the latest
stage of a global transformation that
began with the pandemic. Over the
past several years, wars, energy crises,
high inflation, climate-related disasters
and protectionist trade policies have
fundamentally reshaped global
production and logistics networks.
The rising tensions around the Strait of
Hormuz and the risk of conflict between
Iran and the United States are making
the economic impact of vulnerabilities
in global trade increasingly visible
for Tiirkiye, which remains highly
dependent on energy imports.
According to an analysis by EMBER,
the rise in fossil fuel prices driven by
escalating tensions between the US-
Israel alliance and Iran could increase
Turkiye’s energy import bill by more
than $14 billion by the end of 2026.

THE HORMUZ CRISIS EXPOSES THE
VULNERABILITY OF GLOBAL TRADE
The military tensions that escalated in
the Middle East at the end of February
created a new fault line in global trade
and energy markets. The operations
launched by the United States and
Israel against Iran on February 28 and
their rapid escalation into a regional
conflict once again placed the Strait

of Hormuz, one of the world’s most
critical maritime trade routes, at the
center of the international agenda. The
heightened security threat in the region
has significantly slowed maritime
transport activity. Disruptions along
this corridor, which lies at the heart

of global energy shipments, have had
far-reaching consequences, from global
supply chains to freight markets.
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ev sahipligi yaparken sivilastirilmis dogal gaz tasimaciliginda
da kritik bir rol istleniyor. Bu nedenle bolgede yasanan her
glivenlik sorunu, yalnizca enerji arzini degil, uluslararasi
lojistik operasyonlarini ve ticaret akisini da dogrudan etkiliyor.
Catismalarin Hiirmiz hattini fiilen islemez hale getirmesi,
Uluslararasi Enerji Ajansi tarafindan “kiiresel petrol

piyasasi tarihindeki en biiylik arz kesintisi” olarak
tanimlandi. Bogazdaki aksakliklarin ardindan petrol ve LNG
sevkiyatlarinda sert duisuisler yasanirken, Brent petroliin
varil fiyati 120 dolarin lizerine ¢ikti. Enerji maliyetlerindeki
yiikselis, tasimacilik giderlerinden sanayi tiretim
maliyetlerine kadar bircok alanda baskiyi artirdi. Birlesmis
Milletler Ticaret ve Kalkinma Konferansi (UNCTAD) verilerine
gore, subat ayinda giinliik yaklasik 130 olan gemi gegisi
sayisl mart ayinda ylizde 95 azalarak yalnizca 6’ya geriledi.

LOJiSTiK HATLARDA GERILiM

Orta Dogu’da ylikselen gerilim, kiiresel ticaret yollar
tizerindeki baskiyi artiriyor. israil, iran ve ABD ekseninde
derinlesebilecek bir catisma ihtimali, tagimacilik
suireclerinde maliyet, siire ve giivenilirlik dengelerini
yeniden sekillendiriyor. En biiyiik risk alani Hiirmiiz Bogazi
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As one of the world’s key energy transit points, the Strait

of Hormuz handles approximately 20% of global oil

trade and also plays a critical role in liquefied natural gas
transportation. As a result, every security disruption in the
region affects not only energy supplies but also international
logistics operations and trade flows.

The disruption that effectively rendered the Hormuz route
inoperable was described by the International Energy Agency
as “the largest supply disruption in the history of the global
oil market.” Following the disruptions in the strait, oil and
LNG shipments declined sharply, while the price of Brent
crude rose above $120 per barrel. Rising energy costs have
intensified pressure across a wide range of areas, from
transportation expenses to industrial production costs.
According to data from the United Nations Conference on
Trade and Development (UNCTAD), the number of vessels
passing through the strait fell by 95% in March, from
approximately 130 per day in February to just six.

PRESSURE MOUNTS ON LOGISTICS ROUTES

Escalating tensions in the Middle East are increasing pressure
on global trade routes. The prospect of a deepening conflict
involving Israel, Iran and the United States is reshaping the

ve Basra Korfezi cevresi. Sigorta
maliyetlerindeki artis, glivenlik
onlemleri ve rota degisiklikleri

navlun fiyatlarini yiikseltirken, bu
baski tedarik zinciri boyunca {iriin
maliyetlerine kadar yansiyor. Deniz
tasimaciligindaki aksakliklar alternatif
koridor arayislarini hizlandirsa da kara
ve demir yolu hatlarinin kapasitesi kisa
vadede yeterli goriinmiyor. Bu durum
ozellikle Asya-Avrupa ticaretinde
teslimat siirelerini uzatiyor.

Hava yolu tagimacilig kriz
donemlerinde 6nemli bir secenek
olarak 6ne ¢iksa da hava sahasi
kisitlamalari ve artan yakit fiyatlari
maliyetleri belirgin bicimde
yiikseltiyor. IATA verilerine gore savas
oncesinde kiiresel jet yakit endeksinde
27 Subat’ta varil basina 99,4 dolar olan
fiyatlar, 27 Mart itibariyla ylizde 95,2
artisla 195,2 dolara yiikseldi.

HURMUZ KRizi TURKIYE’YE

14 MILYAR DOLARLIK FATURA
GIKARABILIR

Hirmiiz Bogazi’nda yasanan tiim
gelismelerin yansimasi tlkelere
farkl bir fatura cikiyor. Tiirkiye’ye
yansimasini ise EMBER tarafindan
hazirlanan analiz ortaya koyuyor.
2026 yilinin sonuna kadar Tiirkiye’ye
14 milyar dolara mal olacagi
belirtilen analizde, bu yiikiin
yaklasik 8 milyar dolari petrol, 6
milyar dolardan fazlasi ise dogal
gaz ithalatindan kaynaklandig
belirtiliyor. Enerji maliyetlerindeki bu
artis, yalnizca dis ticaret dengesini
zorlamakla sinirli kalmiyor, tGretim
maliyetlerinden lojistik giderlerine,
sanayi rekabetgiliginden enflasyon
goriinlimiine kadar genis bir alani
etkiliyor. Ozellikle enerji yogun
sektorlerde maliyet baskisinin
artmasi, ihracatgi firmalarin
uluslararasi pazarlardaki fiyat
rekabetini zorlastirirken, doviz
ihtiyacinin yiikselmesi cari denge
lizerinde ek baski yaratiyor. Kiiresel
ticaret koridorlarinin yeniden
sekillendigi bir donemde enerji
glivenligi, Tiirkiye agisindan ekonomik
istikrarin ve rekabet giiclinlin temel
belirleyicilerinden biri olarak 6ne
cikiyor.

balance between cost, transit time

and reliability across transportation
networks. The Strait of Hormuz and

the Persian Gulf represent the most
significant areas of risk. Rising insurance
costs, enhanced security measures and
route diversions are driving up freight
rates, with these pressures ultimately
being reflected in product costs
throughout the supply chain. Although
disruptions to maritime transport are
accelerating the search for alternative
corridors, the capacity of road and rail
networks does not appear sufficient

in the short term. This is particularly
extending delivery times along the Asia-
Europe trade route.

While air freight emerges as an important
alternative during periods of crisis,
airspace restrictions and rising fuel

prices are significantly increasing costs.
According to IATA data, the global jet

fuel price index stood at $99.4 per barrel
on February 27, before the conflict, and
rose to $195.2 per barrel by March 27,
representing an increase of 95.2%.

HORMUZ CRISIS COULD COST
TURKIYE $14 BILLION

The repercussions of developments in the
Strait of Hormuz translate into different
economic costs for different countries.
For Tiirkiye, the potential impact has
been outlined in an analysis prepared by
EMBER. The analysis estimates that the
crisis could cost Tirkiye $14 billion by the
end of 2026, with approximately $8 billion
of this burden stemming from oil imports
and more than $6 billion from natural gas
imports.

Theincrease in energy costs is not
limited to putting pressure on the
foreign trade balance. It also has far-
reaching implications for production
costs, logistics expenses, industrial
competitiveness and the inflation
outlook. Rising cost pressures,
particularly in energy-intensive
industries, make it more difficult

for exporters to compete on price in
international markets, while increasing
foreign currency requirements could
place additional pressure on the current
account balance.

At a time when global trade corridors
are being reshaped, energy security is
emerging as one of the fundamental
determinants of economic stability and
competitiveness for Tlrkiye.
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HOMETEX once again brought the global home textiles industry to Istanbul in 2026, connecting man-
ufacturers, brands and buyers from around the world. Bringing together Tirkiye’s manufacturing
strength, design expertise and export ambitions, the fair reinforced its position as an international
meeting point for the industry, creating new commercial connections and bringing the conversations
shaping its future to the fore.

Ev tekstili sektoriiniin uluslararasi vitrini HOMETEX, 2026 yilinda da diinyanin dért bir yanindan
ureticileri, markalari ve satin almacilari istanbul’da bulusturdu. Tiirkiye’nin iiretim giiciinii, tasarim
yetkinligini ve ithracat vizyonunu ayni ¢cati altinda bulusturan organizasyon, kurdugu yeni ticaret
kopriileri, uluslararasi is baglantilari ve gelecege yon veren icerikleriyle sektériin kiiresel bulusma
noktasi olmayi bir kez daha basardi.
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Uresel rekabetin her gegen
K giin hiz kazandig ev tekstili
sektoriinde fuarlar artik
yalnizca Uriinlerin sergilendigi
organizasyonlar olmaktan ¢ikti; yeni
is birliklerinin kuruldugu, trendlerin
sekillendigi ve sektdriin geleceginin
konusuldugu stratejik platformlara
donistl. Bu doniisimiin en giigli
temsilcilerinden biri olan HOMETEX, bu
yil da uluslararasi ev tekstili sektoriiniin
odagini istanbul’a tasidi.
Tiirkiye Ev Tekstili Sanayicileri
ve is insanlari Dernegi (TETSIAD)
onciliigiinde, KFA Fuarcilik
organizasyonuyla 19-22 Mayis
2026 tarihleri arasinda diizenlenen
HOMETEX 2026, Tirkiye’nin tretim
kapasitesini, tasarim anlayisini ve

s competition intensifies
across the global home
textiles market, trade fairs are

evolving beyond traditional showcases.
Increasingly, they are becoming
strategic platforms where partnerships
are formed, trends emerge and the
industry’s next direction is debated.
HOMETEX has become part of that
shift, once again putting Istanbul at the
centre of the international home textiles
conversation.

Held from 19 to 22 May 2026 under the
leadership of the Turkish Home Textile
Industrialists and Businesspeople
Association (TETSIAD) and organised
by KFA Fuarcilik, HOMETEX 2026
showcased Tiirkiye’s manufacturing
capacity, design capabilities and export

ihracattaki rekabet giiciinii diinya
pazarina tastyan 6nemli bir vitrin
oldu. Istanbul Fuar Merkezi’nde 11
holde, 200 bin metrekarelik alanda
gergeklestirilen fuara yaklasik 600
firma katildi. Organizasyon, alim
heyeti programi kapsaminda 45,
toplamda ise 80’i askin lilkeden gelen
nitelikli ziyaretgileri Tiirk ireticileriyle
bulusturarak sektor adina yeni ticaret
firsatlarinin kapisini araladi.

Perde ve dosemelik kumaslardan
havlu, yatak odasi tekstiline,
dekoratif ev tekstili tiriinlerinden
tamamlayici koleksiyonlara kadar
uzanan genis Urlin yelpazesi, fuar
boyunca ziyaretgilerin begenisine
sunuldu. Katilimci firmalar yenilikgi
koleksiyonlarini uluslararasi

alicilara tanitma firsati yakalarken,
gerceklestirilen ikili is goriismeleri
ihracat odakli yeni is birliklerine giiclii
bir zemin hazirladi.

TRENDLER YASAM ALANLARINA YENi
BiR KIMLIiK KAZANDIRDI

HOMETEX 2026’nin en dikkat ¢eken
boliimlerinden biri olan 27/28 Trend
Alani, ev tekstilinin yalnizca estetik

bir unsurun 6tesinde, yasam bicimini
ve bireysel kimligi yansitan giicli bir
tasarim dili oldugunu ortaya koydu.
Bu yil “Dopamine Domesticity - Evde
Enerji ve Kimlik” temasiyla hazirlanan
trend alani, uzun sire etkisini stirdiiren
sade ve notr dekorasyon anlayisinin
ardindan yiikselen daha cesur,
dinamik ve karakter sahibi yagam
alanlarina odaklandi. Canli renk
paletleri, katmanli kombinasyonlar,
grafik desenler, hacimli dokular

ve gliclii kontrastlarla olusturulan
kompozisyonlar, ev tekstilinde
duygusal bag kuran tasarim anlayisinin
yeni donemde 6ne giktigini gozler
onine serdi.

competitiveness to the global market.
Across 11 halls and 200,000 square
metres at the Istanbul Expo Center,
the fair hosted around 600 companies.
Through its international buyer
programme, HOMETEX welcomed
buyers from 45 countries, while its
overall visitor profile extended to more
than 80 markets worldwide, creating
new commercial opportunities for
Turkish manufacturers.

From curtains and upholstery fabrics
to towels, bedroom textiles, decorative
home products and complementary
collections, exhibitors presented

a broad spectrum of products to
international buyers. Alongside

new collection launches, a packed
programme of B2B meetings provided
a platform for export focused
partnerships and new commercial
relationships.

TRENDS GIVE LIVING SPACES A NEW
IDENTITY

One of HOMETEX 2026’s standout
features was the 27/28 Trend Area,
which explored textiles not simply as
decorative elements, but as a powerful
design language capable of expressing
lifestyle and individual identity.
Created around the theme “Dopamine
Domesticity: Energy and Identity at
Home,” the installation reflected a
broader shift away from the restrained,
neutral interiors that have dominated
recent years towards spaces with
greater confidence, energy and
personality.

Vivid colour palettes, layered
compositions, graphic patterns,
voluminous textures and bold contrasts
pointed to a new emotional dimension
in home textile design.

Consumers are no longer looking only
for comfort in their homes. Increasingly,
they are seeking spaces that evoke
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Tuketicilerin artik yasam alanlarinda
yalnizca konfor aramadigi; mutluluk,
ilham, enerji ve 6zglinliik hissini de
o6nemsedigi yaklasim, ev tekstilinin
doniisiimiine de yon veriyor. Bu
anlayis dogrultusunda hazirlanan alan,
renk, desen ve doku kullanimindaki
Ozglrligiin bireyselligi nasil
gliclendirdigini etkileyici 6rneklerle
sergiledi.

B2B GORUSMELERIYLE YENi TiCARET
KOPRULERI KURULDU

HOMETEX 2026, sundugu genis

urlin yelpazesinin yani sira
uluslararasi ticareti gliclendiren B2B
gorusmeleriyle de sektoriin en onemli
bulusma noktalarindan biri oldu.
Fuar kapsaminda diizenlenen alim
heyeti organizasyonlari sayesinde
basta ABD, Fransa, italya, Hindistan,
Hollanda, Rusya Federasyonu, ispanya
ve Tiirk Cumhuriyetleri olmak lizere
80’i askin lilkeden gelen nitelikli satin
almacilar, katiimci firmalarla yiiz
yiize is goriismeleri gerceklestirdi.
Dort glin boyunca yogun tempoda
devam eden B2B toplantilari, yeni
ihracat baglantilarinin kurulmasina,
mevcut ticari iliskilerin gliclenmesine
ve Tiirk ev tekstili sektoruintin kiiresel
pazarlardaki etkinliginin artmasina
onemli katki sundu.

DESIGN HUB LOUNGE TASARIMIN
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happiness, inspiration, energy and
individuality. The Trend Area captured
that transition, demonstrating how a
freer approach to colour, pattern and
texture can turn interiors into more
personal forms of expression.

B2B MEETINGS BUILD NEW
COMMERCIAL BRIDGES

Beyond its extensive product offering,
HOMETEX 2026 strengthened its
commercial focus through an intensive
programme of B2B meetings.
International buyers from more than
80 countries, including the US, France,
Italy, India, the Netherlands, the Russian
Federation, Spain and the Turkic
republics, met exhibitors face to face
through dedicated buyer delegations.
Over four days, these meetings helped
generate new export opportunities,
deepen existing commercial
relationships and strengthen the
international reach of Tiirkiye’s home
textiles industry.

DESIGN HUB LOUNGE PUTS
CREATIVITY CENTRE STAGE

The Design Hub Lounge emerged

as one of the fair’s most engaging
spaces, bringing together concepts

that reinterpreted home textile
products through a distinctly design led
perspective.

Rather than presenting textiles simply
as finishing elements, the platform

HOME
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HOMETEX 2026, sundugu
genis lriin yelpazesinin
yani sira uluslararasi
ticareti gliclendiren B2B
gortismeleriyle de sektoriin en
6nemli bulusma noktalarindan
biri oldu.

Beyond its extensive product
offering, HOMETEX 2026
strengthened its commercial
focus through an intensive
programme of B2B meetings.

iLHAM VEREN YUZUNU SERGILEDI
Fuar kapsaminda olusturulan Design
Hub Lounge, ev tekstili Griinlerini
yaratici tasarim anlayisiyla yeniden
yorumlayan 6zel konseptleri bir
araya getirerek fuarin enilgi géren
alanlarindan biri oldu. Tasarim odakli
yaklasimiyla one ¢ikan platform, ev
tekstilinin yalnizca yasam alanlarini
tamamlayan bir unsur olmanin
otesinde, mekanlara karakter
kazandiran gliclii bir ifade bigimi
oldugunu etkileyici 6rneklerle ortaya
koydu.

Fuar alaninda olusturulan 6zgiin
lounge konseptleri, katilimci tasarim
firmalarinin estetik anlayisini, yenilikgi
bakis agisini ve yaratici ¢oziimlerini
ziyaretgilerle bulusturdu. Kumas,
renk, doku ve mobilya kullaniminin
uyum icinde kurgulandig alanlar,

ev tekstili Urlinlerinin farkli yasam
senaryolarindaki kullanimini
sergileyerek ziyaretgilere ilham veren
deneyim alanlari sundu. Estetik,
konfor ve islevselligin bir arada
degerlendirildigi bu 6zel boliim,
yasam alanlarinin tasarimla nasil
dondstirilebilecegini gliclii bir
bicimde yansitti.

HOMETEX DIALOGS SEKTORUN
GELECEGINE ISIK TUTTU

HOMETEX kapsaminda diizenlenen
“HOMETEX Dialogs”, fuarin en yogun
ilgi goren etkinlikleri arasinda yer
aldi. Ug giin boyunca gerceklestirilen
oturumlarda diinyaca unli
tasarimcilar, akademisyenler, sektor
profesyonelleri ve is diinyasinin
onde gelen temsilcileri ev tekstilinin
gelecegini sekillendirecek basliklari
katilimcilarla paylasti.

Fuarin ilk glinii, degisen yasam
aliskanliklarinin tasarima etkisini

ele alan oturumlarla basladi.
“Minimalizmden Maksimalizme: Evde
Cesur Donlisimiin Hikayesi” baslikli
seminerde Noccaso Kurucu Ortag|
ve Mimar Geyda S6nmez Vardar ile
Mimar Nebile Sbnmez Vardar, yasam
alanlarinda yiikselen cesur tasarim
anlayisini degerlendirdi. Ardindan
Tasarimci Cenk Monnarje “Ev
Tekstilinde Marka-Tasarim Diyalogu”
oturumunda markalasma, tasarim dili
ve tuiketici beklentilerini ele ald.

ilk giiniin devaminda 360 Derece

explored their potential to give interiors
character and become a powerful form
of spatial expression.

Original lounge concepts showcased
the participating design companies’
aesthetic perspectives and creative
approaches. Fabrics, colour, texture

and furniture were brought together

in carefully composed environments,
demonstrating how home textiles

can perform across different living
scenarios.

Balancing aesthetics, comfort and
functionality, the space offered visitors
an immersive look at the transformative
role of design in contemporary interiors.

HOMETEX DIALOGS LOOKS TO THE
INDUSTRY’S NEXT CHAPTER
HOMETEX Dialogs brought another
dimension to the fair, creating a three
day platform for leading designers,
academics, industry professionals and
business figures to explore the forces
reshaping home textiles.

The programme opened with
discussions around changing lifestyles
and their influence on design.
Architects Geyda Sonmez Vardar and
Nebile Sonmez Vardar, co founders of
Noccaso, examined the shift towards
bolder interiors in “From Minimalism
to Maximalism: The Story of a Bold
Transformation at Home.” Designer
Cenk Monnarje followed with “The
Brand Design Dialogue in Home
Textiles,” exploring branding, design
language and evolving consumer
expectations.

Burak Aykurt, co founder of 360 Derece
Ticaret, discussed the growth of the
home textiles category across online
markets and its future trajectory, while
Umut Savasim Celiker, Technical Team
Leader at A.L.T Digital Printing Systems,
examined how artificial intelligence

is transforming the design process.
Dream Curtains CEO Valbon Jorgagji
closed the day with a discussion on
the role of digital technologies in
curtain manufacturing and customer
experience.

Digitalisation, trends and sustainability
shaped the second day. ikbal Kandemir,
Emine Cincime and Erkan Cakir
discussed the relationship between
digital growth, talent, technology and
logistics in the home and living sector.
International trend consultant Milou
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Ticaret Kurucu Ortagi Burak Aykurt,
gevrim i¢i pazarlarda ev tekstili
kategorisinin bliyimesini ve gelecege
yonelik ongoriilerini katilimcilarla
paylasirken, A.LT Digital Printing
Systems Teknik Ekip Lideri Umut
Savasim Celiker, yapay zekanin tasarim
stireglerini nasil donustiirdugiinu
anlatti. Gliniin son oturumunda

ise Dream Curtains CEO’su Valbon
Jorgagqji, perde sektoriinde dijital
teknolojilerin Gretim suireclerine ve
misteri deneyimine sagladigi katkilar
degerlendirdi.

ikinci gliniin giindeminde dijitallesme,
trendler ve surdirilebilirlik yer ald1.
ikbal Kandemir, Emine Cincime ve
Erkan Cakir, ev ve yagsam kategorisinde
dijital bliyimenin insan kaynagi,
teknoloji ve lojistik eksenindeki
yansimalarini aktarirken, uluslararasi
trend danismani Milou Ket, “27/28

Ev Tekstili Trendleri” sunumuyla
gelecek sezonun renk, malzeme ve
tasarim egilimlerini paylasti. Didem
Asci Baykal ile Pinar Sakliyan Kosealp,
degisen yasam kiiltiiriiniin mekan
tasarimina etkilerini “Mekanin Yeniden
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Ket presented her outlook for 2027/28
Home Textile Trends, highlighting the
colours, materials and design directions
expected to shape the coming season.
Didem Asci Baykal and Pinar Sakliyan
Kosealp explored how changing
lifestyles are reshaping spatial design

in “Rewriting Space: Home, Identity
and Visibility.” WCI Forum Chairman
Utku Bengisu examined emerging
opportunities in African markets,

while sustainability consultant Ersin
Cavuslar addressed the implications

of new European Union sustainability
regulations for the home textiles
industry.

On the final day, academics from Mimar
Sinan Fine Arts University led a session
on “Creative Thinking Practices.”

Realist artist Gizem Aytag explored

the relationship between textiles and
artin “Touching Woven Memory: The
Artistic Transformation of the Carpet.”
The programme concluded with
Mehmet Durdu Akcam, Chairman of the
TABA AmCham Textile Raw Materials
Committee, discussing export strategies
and opportunities for companies
seeking to enter the US market.

Yazimi: Ev, Kimlik ve Gorlinarlik”
baslikli oturumda ele aldi. WCI

Forum Baskani Utku Bengisu, Afrika
pazarinda yiikselen firsatlari ve dogru
is ortakliklarinin 6nemini anlatirken,
surdurilebilirlik danismani Ersin
Cavuslar ise Avrupa Birligi’nin yeni
surdurilebilirlik mevzuatinin ev tekstili
sektoriine etkilerini degerlendirdi.
Fuarin son giiniinde, Mimar

Sinan Glizel Sanatlar Universitesi
akademisyenlerinin katilimiyla
“Yaratici Diisinme Pratikleri” oturumu
gerceklesirken, realist sanatgl Gizem
Aytac, “Dokunmus Hafizaya Dokunmak:
Halinin Sanatsal Dontisimi” baslikli
sunumunda tekstilin sanatla kurdugu
iliskiyi aktardi. Glinlin son oturumunda
TABA-AmCham Tekstil Hammaddeleri
Komitesi Baskani Mehmet Durdu
Akcam, ABD pazarina acilmak isteyen
firmalar icin ihracat stratejileri ve
pazardaki yeni firsatlar hakkinda
kapsamli bilgiler verdi.
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“TURKIYE ULUSLARARASI TICARETIN VE FUARCILIGIN ONEMLi MERKEZLERINDEN BiRi”
“TURKIYE HAS BECOME A KEY CENTRE FOR INTERNATIONAL TRADE AND EXHIBITIONS”

Prof. Dr. Gmer BOLAT

T.C. Ticaret Bakani
Minister of Trade of The Republic
of Tuirkiye

HOMETEX, 33 yillik gegmisiyle
diinyanin 6nde gelen uluslararasi

fuar organizasyonlarindan biridir.
Gegmiste sektor temsilcilerimiz farkli
merkezlere yonelirken, bugtin Tirkiye
uluslararasi ticaretin ve fuarciligin
6nemli merkezlerinden biri haline
gelmistir. HOMETEX de bu basarinin

en glicli 6rnekleri arasinda yer aliyor.
Tekstil ve konfeksiyon sektoriimiiz 211
tlkeye ihracat gerceklestirirken, ev
tekstilinde Avrupa’da birinci, diinyada
ise ilk bes lilke arasinda bulunuyoruz.
Ticaret Bakanligi olarak fuar destekleri,
alim heyetleri ve marka programlariyla
sektorlimiiziin yaninda olmaya devam
ediyoruz. Kiiresel ticarette yasanan
zorluklara ragmen uluslararasi
musterilerin ilk adreslerinden biri
olmayi siirdiiriiyoruz.

“With a 33 year history, HOMETEX has
established itself among the world’s
leading international trade fairs.

While our industry representatives
once looked to other global centres,
Turkiye has now become an important
destination for international trade

and exhibitions, and HOMETEX is

one of the strongest examples of that
transformation.

Our textile and apparel industry exports
to 211 countries, while Tirkiye ranks
firstin Europe and among the world’s
top five countries in home textiles.

As the Ministry of Trade, we continue
to support the sector through trade
fair incentives, buyer delegations and
branding programmes. Despite the
challenges facing global trade, Tiirkiye
remains one of the first destinations for
international buyers.”

“HOMETEX YENI i$ BIRLIKLERINi GUCLENDIRiYOR”
“HOMETEX CREATES NEW OPPORTUNITIES FOR COLLABORATION”

Mustafa GULTEPE

Turkiye ihracatcilar Birligi (TiM)
Baskani

President of the Turkish Exporters
Assembly (TiM)
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HOMETEX, ev tekstili sektorimiiziin
kalite, tasarim ve lretim giclini
uluslararasi alanda sergileyen

en 6nemli organizasyonlardan

biridir. Fuarlar, ticaret heyetleri

ve alim heyetleri, ihracatimizin
gelistirilmesinde ve kiiresel
pazarlardaki konumumuzun
gliclendirilmesinde kritik rol listleniyor.
Tirk ev tekstili sektori, kalite, tasarim
ve gliven konusunda diinyada gliclii
bir marka algisina sahiptir. Ancak
kiresel rekabet her gecen giin daha
da yogunlasmaktadir. Bu nedenle
yalnizca lretmek degil, daha verimli
Uretmek, yenilikgiligi artirmak, glicli’
markalar olusturmak ve katma degerli
ihracatimizi biiylitmek zorundayiz.
HOMETEX’in sektoriimiizi diinya
pazarlariyla bulusturan ve yeni is
birliklerine zemin hazirlayan stratejik
bir platform olarak bu hedeflere nemli
katkilar sunduguna inaniyorum.

HOMETEX is one of the most important
platforms for showcasing the quality,
design capabilities and manufacturing
strength of Turkiye’s home textiles
industry internationally.

Trade fairs, commercial delegations
and buyer programmes play a critical
role in expanding our exports and
strengthening our position in global
markets. Turkish home textiles already
enjoy a strong international reputation
for quality, design and reliability.

But global competition is becoming
more intense. Itis no longer enough
simply to manufacture. We need to
become more efficient, accelerate
innovation, build internationally
recognised brands and increase our
value added exports.

HOMETEX makes an important
contribution to these objectives by
connecting our industry with global
markets and creating the foundations
for new commercial partnerships.

“HOMETEX KONUMUNU DAHA DA GUGLENDIRDI”
“HOMETEX HAS FURTHER STRENGTHENED ITS GLOBAL POSITION”

Murat SAHINLER

Tiirkiye Ev Tekstili Sanayicileri ve is
insanlari Dernegi (TETSIAD) Baskani
President of TETSIAD

TETSIAD olarak, HOMETEX Fuarr’nin
yillardir siirdiirdigu basar
yolculugunun bugiin sektériimiiziin
diinyaya verdigi giiclii bir mesaja
donistiigiini gururla ifade ediyorum.
Yakin cografyamizdaki gelismelere ve
kiiresel ekonomideki belirsizliklere
ragmen HOMETEX, katilim giictinu
koruyarak diinyanin en 6nemli

ev tekstili fuarlari arasindaki
konumunu daha da giiglendirdi.

Bu yil 11 holde, yaklasik 200 bin
metrekarelik alanda ve 600’e yakin
katilimci firmayla gerceklestirdigimiz
fuarimizda, alim heyeti programlari
kapsaminda 45 iilkeden 250’nin
Uzerinde is insanini sektorimiizle
bulusturduk. Boylece Tiirk ev tekstili
sektoriiniin liretim gliclind, tasarim
yetkinligini ve ihracat potansiyelini
uluslararasi alanda bir kez daha
sergileme firsati yakaladik.

As TETSIAD, | am proud to state

that the successful journey of the
HOMETEX Fair over the years has today
evolved into a powerful message

that our industry is sending to the
world. Despite developments in our
neighboring region and uncertainties

in the global economy, HOMETEX

has further strengthened its position
among the world’s leading home

textile fairs by maintaining its strong
level of participation. This year, our fair
was held across 11 halls, covering an
area of approximately 200,000 square
meters and bringing together nearly
600 exhibiting companies. As part of our
buyer delegation programs, we brought
together more than 250 businesspeople
from 45 countries with our industry.

In doing so, we once again had the
opportunity to showcase the production
strength, design capabilities, and export
potential of the Turkish home textile
industry on the international stage.

“ULKEMIZIiN URETiM GUCUNU DUNYAYA TANITMAYA DEVAM EDECEGiZz”
WE WILL CONTINUE TO SHOWCASE TURKIYE’S MANUFACTURING STRENGTH TO THE WORLD

ibrahim BURKAY

Bursa Ticaret ve Sanayi Odasi (BTSO)
Yonetim Kurulu Baskani

Chairman of the Board, Bursa Chamber
of Commerce and Industry (BTSO)

Bursa Ticaret ve Sanayi Odasi ve KFA
Fuarcilik olarak organizasyonunu
Ustlendigimiz HOMETEX, sektoriimiiziin
uluslararasi alandaki glictinii ve yiiksek
rekabetciligini ortaya koyan en stratejik
platformlardan biri olmayi siirdiiriiyor.
Sektorimiziin tretim gliclinii, tasarim
kabiliyetini ve ihracat potansiyelini
kiresel profesyonellerle bulusturan
fuarimiz, ilkemizi ev tekstilinde artik
kiresel trendlerin belirlendigi ana
merkezlerden biri haline getirmistir. 3
milyar dolari asan ihracatiyla tekstil ve
konfeksiyon sektoriimiiziin lokomotifi
olan ev tekstilimiz, HOMETEX ile dlinya
pazarlarinda lider iilkeler arasinda

yer alma iddiasini perginliyor. Ticaret
Bakanligimizin kiymetli destekleriyle
yliriittiglimiiz alim heyeti programlari
da kiiresel pazarlardaki bayrak
yarisimiza ivme kazandiriyor.

HOMETEX, organized by the Bursa
Chamber of Commerce and Industry
and KFA Fairs, continues to be one of
the most strategic platforms showcasing
the strength and high competitiveness
of our industry in the international
arena. Bringing together the production
power, design capabilities, and export
potential of our industry with global
professionals, our fair has made Tiirkiye
one of the key hubs where global trends
in home textiles are now shaped.

With exports exceeding 3 billion

dollars, our home textile industry, the
locomotive of our textile and apparel
sector, is further strengthening its
ambition to rank among the leading
countries in global markets through
HOMETEX. The buyer delegation
programs that we conduct with the
valuable support of our Ministry of
Trade are also accelerating our efforts
to strengthen our position in global
markets.
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HOMETEX

ihsan KARABACAK

New Home Textile

Mustafa ERGUN

Kotas Tekstil

KATILIMCI GORUSLERI
PARTICIPANT OPINIONS

“KENDiNi KANITLAMIS BiR FUAR”

HOMETEXin ilk iki glinii oldukga yogun
gecti. Sabah saatlerinden itibaren ziyaretci
hareketliligi yliksekti; ilk giin aksam geg
saatlere kadar fuar alaninda ziyaretgi akisi
devam etti. Sonraki gilinlerde katilim ilk
gline kiyasla bir miktar daha azaldi.

Ev tekstili sektorii agisindan HOMETEX, yillar
icinde kendini kanitlamis, belli bir kitlesi
olan 6nemli bir organizasyon. Bu nedenle
fuarin devamliligini nemli buluyoruz.
Bununla birlikte, boyle bir fuarin tanitim
kisminin gliclendirilmesi gerektigini
distinlyoruz.

Fuar, bizim agcimizdan verimli gegen bir
fuar oldu. Onceki yillarda da basarili
sonuglar aldigimiz bu organizasyonda, bu
yil da diinyanin bircok farkli blgesinden
ziyaretgilerle bir araya geldik. Yil igcinde
diinyanin farkli bolgelerinde diizenlenen
cesitli fuarlara katilim sagliyoruz, ancak
en yiiksek verimi aldigimiz organizasyon
HOMETEX. Bu nedenle HOMETEX bizim
icin olmazsa olmaz bir fuar. Sektoriin
adeta sampiyonlar ligi olarak gordiiglimiiz
HOMETEX’in, uluslararasi ticaret
baglantilarimizi gliglendirmede 6nemli bir
rol Gistlendigine inaniyoruz.

“A FAIR WITH AN ESTABLISHED TRACK RECORD”

The first two days of HOMETEX were
extremely busy, with strong visitor traffic
from the morning onwards. On the opening
day, visitors continued to move through
the fair until late in the evening, although
attendance became somewhat quieter over
the following days.

For the home textiles industry, HOMETEX is
an established event with a strong audience
and a proven track record. Its continuity is
therefore important.

Looking ahead, we believe its international
promotion could be strengthened further.

“SEKTORUN SAMPiYONLAR LiGi HOMETEX FUARI”
“HOMETEX IS THE CHAMPIONS LEAGUE OF OUR INDUSTRY”

The fair was a highly productive event for us.
Having achieved successful results at this
organization in previous years, we once again
had the opportunity to meet with visitors from
many different regions of the world this year.
We participate in various trade fairs held in
different parts of the world throughout the
year, but HOMETEX is the event from which we
achieve the highest level of efficiency. For this
reason, HOMETEX is an indispensable fair for
us. We consider HOMETEX to be the Champions
League of the industry, and we believe that it
plays a significant role in strengthening our
international trade connections.

“FiRMA OLARAK TANINMA SANSI BULURKEN MUSTERILERIMIZLE DE BiR ARAYA GELDIK”
“AN OPPORTUNITY TO BUILD VISIBILITY AND CONNECT WITH OUR CUSTOMERS”

Abdulrahman OLABi

Olabi Hometextile
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HOMETEX 2026 bizim icin oldukca
basarili gecti. Bu yil genel bir durgunluk
hissedilmesine ragmen 6zellikle Orta
Dogu’dan gelen ziyaretgilerle verimli
goriismeler gerceklestirdik ve gordiiglimiiz
ilgiden memnun kaldik. Fuarda, firma
olarak hem taninma sansi bulurken hem
de musterilerimizle bir araya geldik. Biz
zaten her yil HOMETEXe katiliyoruz ve
onumiizdeki donemlerde de katilmaya
devam edecegiz. Fuarin sektore sagladigi
ticari ve tanitim katkisi bizim igin biyiik
onem tasiyor.

HOMETEX 2026 was a successful fair for us.
Despite a generally quieter market this year,
we had productive meetings, particularly
with visitors from the Middle East, and were
pleased with the interest we received.

The fair gave us an opportunity both to
increase our visibility as a company and

to meet our customers face to face. We
participate in HOMETEX every year and
intend to continue doing so. Its contribution
to both trade and brand visibility remains
very important to us.

“ARAP ULKELERINDEN GELEN ZiYARETCILERLE ONEMLI TEMASLAR GERGCEKLESTIRDIK”
“WE MADE VALUABLE CONNECTIONS WITH BUYERS FROM ARAB MARKETS”

Sirma ARSLANOBA

ikon Perde

HOMETEX 2026, bizim agimizdan 6nceki
yillara kiyasla biraz daha sakin gecti. Buna
ragmen ziyaretcilerin ilgisinden memnun
kaldik. Urtinlerimize gosterilen begeni,
yaptigimiz calismalarin karsilik buldugunu
gormek acisindan bizim icin oldukca
degerliydi.

Fuarlarin, sirketimizin vizyonunu
gelistirmesinin yani sira sektoriin genel
gelisimine de katki sagladigina inaniyoruz.
Bu nedenle HOMETEX’i verimli bir
organizasyon olarak goriiyor ve her yil
diizenli olarak katilim sagliyoruz.

HOMETEX 2026 was somewhat quieter from
our perspective compared to previous years.
Nevertheless, we were pleased with the
interest shown by visitors. The appreciation
for our products was particularly valuable

to us, as it demonstrated that our efforts are
receiving a positive response.

We believe that trade fairs not only contribute
to the development of our company’s vision
but also to the overall development of

the industry. For this reason, we consider
HOMETEX to be a productive organization
and participate regularly every year.

“HOMETEX, YENi KOLEKSiYONLARIMIZI TANITMA FIRSATI SAGLADI”
“HOMETEX GAVE US A PLATFORM TO PRESENT OUR NEW COLLECTIONS”

Yiiksel MUTLU

Oztutus Tekstil

Ali VAROGLU

Teksium Tekstil Uriinleri

HOMETEX 2026, bu yil 6nceki donemlere
kiyasla biraz daha sakin gecti. Buna
ragmen ziyaretcilerin ilgisinden memnun
kaldik. Fuar, hem firmamizi daha goriiniir
kilmak hem de yeni koleksiyonlarimizi ve
urtinlerimizi tanitmak agisindan dnemli
firsatlar sundu. Fuarin, Tlrkiye’nin tanitimi,
ihracati ve istihdamina sagladig katki
acisindan da 6nemli bir organizasyon
oldugunu distinliyorum. Bununla birlikte,
fuar daha kapsamli olabilir. Fuarin
uluslararasi ziyaretgi profilinin daha da
gliclendirilmesi gerektigine inaniyoruz.

“BEKLENTiMiZi KARSILADI”

HOMETEX 2026 was somewhat quieter

this year compared to previous periods.
Nevertheless, we were pleased with the
interest shown by visitors. The fair provided
important opportunities both to increase our
company’s visibility and to showcase our new
collections and products. | believe that the
fair is also an important organization in terms
of its contribution to promoting Turkiye,
exports, and employment. However, the fair
could be more comprehensive. We believe
that the international visitor profile should be
further strengthened.

“HOMETEX MET OUR EXPECTATIONS”

HOMETEX 2026°’dan memnun ayrildik.
Elbette ziyaretci katiimi daha yogun olsa
daha giizel olabilirdi ancak genel olarak
beklentilerimizi karsilayan bir organizasyon
oldu. Yurt disindaki 6nemli fuarlarin

yani sira Turkiye’de de boyle bir fuarin
diizenlenmesini sektor agisindan degerli
buluyoruz. Ziyaretgilerin ilgisinden memnun
kaldik. Oniimiizdeki dénemlerde de
HOMETEX’e yeniden katilmayi planliyoruz.

We left HOMETEX 2026 satisfied with the
overall experience. Naturally, stronger visitor
numbers would have been welcome, but the
event broadly met our expectations.
Alongside the major international fairs we
attend abroad, we believe having an event
of this scale in Tlrkiye is valuable for the
industry. We were pleased with the level

of visitor interest and plan to return to
HOMETEX in the coming years.
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IS DUNYASININ GUCLU
BAGLANTI AGI

———

|
isletmeler arasindaki ticaretin temelini olusturan 7
B2B modeli, dijitallesme, tedarik zinciri yonetimi ve
kiiresel rekabet dinamikleriyle birlikte yalnizca bir satis o

yontemi olmanin dtesine gecerek sirketler icin stratejik
bilyiimenin en dnemli yapi taslarindan biri hiline geliyor.

THE POWERFUL NETWORK
OF BUSINESS CONNECTIONS
WHAT IS B2B?

The B2B model, which forms the foundation of trade between businesses,
is evolving beyond being merely a sales method amid digitalization, supp-
ly chain management, and global competition dynamics, becoming one of

the most important building blocks of strategic growth for companies.
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ir irtinlin raflara ulasmasindan
B ihracat suireglerine, tiretim
planlamasindan lojistik
organizasyonuna kadar is diinyasinin
biyiik boliimd, sirketler arasindaki
ticaret iliskileri Gzerine kurulu.
Bu yapinin temelini olusturan
B2B (Business to Business) yani
“isletmeden isletmeye” modeli, bir
sirketin Uriin veya hizmetlerini nihai
tliketici yerine baska bir isletmeye
sundugu ticari faaliyetleri ifade ediyor.
Guiniimiizde yalnizca bir satig modeli
olarak degerlendirilmeyen B2B, ayni
zamanda tedarik zinciri yonetiminden
dijital doniistime, siirdiiriilebilirlikten
kiresel rekabete kadar birgok alanin
belirleyici unsurlarindan biri haline
geliyor.
Tiiketici odakli ticaret modelleri
daha goriiniir olsa da ekonominin
biiylik hacmini olusturan islemler,
¢ogu zaman sirketler arasinda
gerceklesiyor. Bir tekstil Ureticisinin
kumas tedarik etmesi, bir lojistik
firmasinin ihracat operasyonunu
yonetmesi, bir yazilim sirketinin
kurumsal ¢éziimler sunmasi ya
da bir makine Ureticisinin sanayi
kuruluslarina ekipman saglamasi B2B
modelinin en temel 6rnekleri arasinda
yer aliyor.

rom getting a product onto
F store shelves to export

processes, and from production
planning to logistics organization,
a large part of the business world is
built on commercial relationships
between companies. The B2B (Business
to Business) model, which forms the
foundation of this structure, refers
to commercial activities in which a
company offers its products or services
to another business rather than directly
to the end consumer. Today, B2B is no
longer viewed solely as a sales model;
it has also become one of the key
elements shaping areas ranging from
supply chain management and digital
transformation to sustainability and
global competition.
Although consumer-oriented trade
models are more visible, transactions
between companies often account for
a significant share of the economy’s
overall volume. A textile manufacturer
sourcing fabric, a logistics company
managing an export operation, a
software company providing corporate
solutions, or a machinery manufacturer
supplying equipment to industrial
enterprises are among the most
fundamental examples of the B2B
model.

HOW DOES THE B2B MODEL WORK?
In B2B, businesses constitute both the
buyer and the seller. For this reason,
processes tend to be more structured,
longer-term, and often contract-
based compared to sales to individual
consumers. Purchasing decisions are
not shaped by the preference of a
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B2B MODELi NASIL CALISIR? B2B ile B2C arasindaki fark ““ _-,

B2C (Business to Consumer), isletmeden tiiketiciye gerceklestirilen ticaret modelidir. Bu
modelde sirketler, iiriin veya hizmetlerini dogrudan son kullaniciya sunar. Perakende
magazalari, e-ticaret siteleri, marketler, giyim markalari ve dijital abonelik plal‘forﬁ‘_

orh\

B2B’de alici ve satici tarafini isletmeler
olusturur. Bu nedenle siiregler, bireysel

tiiketici satislarina kiyasla daha planli, B2C modelinin en yaygin érnekleri arasinda yer alir. B2C modelinde sirketler dogrui

daha uzun vadeli ve cogu zaman kullaniciya satis yaparken, B2B’de hedef kitle baska isletmelerdir. -
sozlesmelere dayaliilerler. Satin alma K
kararlari tek bir kisinin tercihiyle The difference between B2B and B2C \
sekillenmez; fiyat, kalite, teslimat suiresi, B2C (Business to Consumer) is a business model in which trade is conducted from \
teknik yeterlilik, satis sonrasi hizmet businesses to consumers. In this model, companies offer their products or services directly

ve giivenilirlik gibi bircok kriter birlikte to the end user. Retail stores, e-commerce websites, supermarkets, clothing brands, and
degerlendirilir. Bu modelde amag digital subscription platforms are among the most common examples of the B2C model.

yalnizca iiriin satmak degildir. Uzun While companies sell directly to the end user in the B2C model, the target audience in B2B

sureliis ortakliklari kurmak, operasyonel
verimliligi artirmak ve karsilikli deger
Uretmek de siirecin 6nemli parcalaridir.
Bu nedenle B2B iliskilerinde gliven,
surdiriilebilir iletisim ve kurumsal itibar
biiylik 6nem tasir.

SEKTORLER iCiN NEDEN KRITiK?
B2B modeli 6zellikle tretim, tekstil,
otomotiv, kimya, lojistik, teknoloji,
enerji ve insaat gibi sektorlerde
temel ticaret yapisini olusturuyor. Bu
alanlarda sirketlerin rekabet giic,
yalnizca Urettikleri Griinle degil,
kurduklari is agiyla da dogrudan
iligkili. Ornegin, ev tekstili sektoriinde
bir markanin uluslararasi pazarlarda
biiylimesi; dogru distribiitorlerle
calismasina, guivenilir liretim ortaklar
kurmasina ve giiclii lojistik ¢oziimleri
gelistirmesine bagli. Benzer sekilde
lojistik sektoriinde de B2B iliskileri,
tedarik zincirinin kesintisiz islemesini
saglayan temel unsurlar arasinda yer
aliyor.

B2B’DE GUVEN NEDEN BELIRLEYiCi?
Kurumsal ticarette tekrar eden
siparisler ve uzun vadeli is birlikleri,
gliven unsurunu 6ne ¢ikariyor.
Sirketler yalnizca fiyat avantajina
odaklanmiyor; teslimat performansi,
kalite standardi, finansal gtivenilirlik,
stirdiiriilebilirlik politikalar ve kriz
donemlerindeki ¢oziim kapasitesi
deis ortakligi kararlarinda etkili
oluyor. Bu nedenle giiniimiizde

B2B pazarlamasi da 6nemli 6lglide
degismis durumda. icerik pazarlamasi,
sektorel yayinlar, uzmanlik odakli
iletisim, referans projeler ve diistince
liderligi calismalari, sirketlerin gliven
olusturma stratejilerinin 6nemli
parcalari haline geliyor.

32

consists of other businesses.

B2B

B2C

Sirketten sirkete satis
Business-to-business sales

Sirketten tiiketiciye satis
Business-to-consumer sales

Daha yiiksek islem hacmi
Higher transaction volumes

Daha diisiik islem hacmi
Lower transaction volumes

Uzun karar siiregleri
Longer decision-making processes

Hizli satin alma kararlari
Faster purchasing decisions

iliski ve giiven odakli
Relationship- and trust-oriented

Deneyim ve marka odakli
Experience- and brand-oriented

Teknik ve ticari miizakere yogun
Heavy emphasis on technical and
commercial negotiations

Duygusal ve bireysel tercih etkili
Emotional factors and individual
preferences are influential

single person; multiple criteria, such as
price, quality, delivery time, technical
capabilities, after-sales service, and
reliability, are evaluated together.

The objective of this model is not
simply to sell a product. Establishing
long-term business partnerships,
increasing operational efficiency, and
creating mutual value are also key
components of the process. Therefore,
trust, sustainable communication,
and corporate reputation are of great
importance in B2B relationships.

WHY IS IT CRITICAL FOR INDUSTRIES?
The B2B model forms the fundamental
trade structure particularly in sectors
such as manufacturing, textiles,
automotive, chemicals, logistics,
technology, energy, and construction.
In these fields, a company’s
competitiveness is directly linked not
only to the products it manufactures
but also to the business network it
builds. For example, the growth of a
home textile brand in international
markets depends on working with the

right distributors, establishing reliable
manufacturing partnerships, and
developing strong logistics solutions.
Similarly, in the logistics sector, B2B
relationships are among the key
elements ensuring the uninterrupted
operation of the supply chain.

WHY IS TRUST A DECISIVE FACTOR IN
B2B?

In corporate trade, recurring orders

and long-term partnerships bring

the element of trust to the forefront.
Companies do not focus solely on price
advantages; delivery performance,
quality standards, financial reliability,
sustainability policies, and the capacity
to provide solutions during periods

of crisis also influence business
partnership decisions. As a result,

B2B marketing has also undergone
significant changes. Content marketing,
industry publications, expertise-focused
communication, reference projects,
and thought leadership initiatives have
become important components of
companies’ trust-building strategies.

33



ROPORTAJ/INTERVIEW

“TURKIYE’Yi KURESEL TEKSTIL
TiCAngTiNiN ONEMLI MERKEZLERINDEN
BiRi HALINE GETIRMEYi HEDEFLIYORUZ”

Yeni donemde Tiirk tekstil sektoriiniin rekabet giiciinii artiracak
oncelikleri degerlendiren iITHIB Baskani Ahmet Sisman, “Yeni
donemde temel hedefimiz, Tiirk tekstil sektoriiniin kiiresel rekabet
giiciinii artirirken iiretim yapimizi daha katma degerli, teknoloji ve
inovasyon odakl, siirdiiriilebilir bir modele tasimak olacak.” diyor.

“OUR AMBITION IS TO POSITION
TURKIYE AS A KEY HUB FOR GLOBAL

TEXTILE TRADE”

As Turkiye’s textile industry navigates a more demanding global
landscape, Ahmet Sisman, the newly appointed Chairman of the Istanbul
Textile and Raw Materials Exporters’ Association (ITHIB), believes the
sector’s next chapter will be defined not by volume, but by value.

ihracatcilari Birligi (ITHIB) Baskanligi gérevini

devralan Ahmet Sisman, “Miktardan ¢ok katma
degere odaklanan biylime modelinin sektoriimiziin
gelecegini belirleyecegini diislinliyoruz.” diyor. Tiirk
tekstilinin kiiresel deger zincirindeki yerini giiglendirecek
donistm basliklarini, ev tekstilinin kiiresel pazardaki
konumunu ve siirdirilebilir tiretim hedeflerini iTHIB
Baskani Ahmet Sisman dergimizle paylasti.

Klsa siire nce istanbul Tekstil ve Hammaddeleri

Yakin zamanda istanbul Tekstil ve Hammaddeleri
ihracatcilar Birligi (iTHiB) Bagkanligi gorevini
devraldiniz. Oncelikle yeni gorevinizin hayirli olmasini
diliyoruz. Bu yeni donemde sektor adina nasil bir yol
haritasi 6ngoriiyorsunuz? iTHiB’in dncelikli calisma
basliklari neler olacak?

Yeni donemde temel hedefimiz, Tiirk tekstil sektoriiniin
klresel rekabet guiclinii artirirken liretim yapimizi

daha katma degerli, teknoloji ve inovasyon odakli,
surdiiriilebilir bir modele tasimak olacak. Diinya

tekstil ticaretinde artik yalnizca iiretim kapasitesiyle
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ur priority is to strengthen the global
o competitiveness of Turkish textiles by building
a more sustainable production model centred
on added value, technology and innovation” he says.
Having recently taken the helm at ITHIB, Sisman sees
this transition as critical to Turkiye’s future position
in the global textile value chain. He spoke to us about
the industry’s changing competitive landscape, the
international position of Turkish home textiles, new
export opportunities and why sustainability, technology
and design will increasingly determine who leads the
market.

You recently took over as Chairman of the Istanbul
Textile and Raw Materials Exporters’ Association
(iTHiB). What is your roadmap for the sector, and
where will your priorities lie?

Our central objective for this new chapter is to
strengthen the global competitiveness of Turkiye’s
textile industry while moving towards a higher value-
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rekabet etmek yeterli degil. Verimlilik,
otomasyon, AR-GE, tasarim ve
stirdurilebilirlik rekabetin temel
belirleyicileri haline geldi. Bu
dogrultuda en 6nemli calisma
basliklarimizdan biri “Avrupa Plani”
olacak. Avrupa’daki yerlesik 100 milyar
euro degerindeki Uretimden daha
fazla pay almak, Avrupali firmalarla
ortak AR-GE ve Uiretim modelleri
gelistirmek istiyoruz. Bunun yaninda
teknik tekstiller ve yliksek katma
degerli Uriinlere yonelik yatirimlari
desteklemek, ihracatgilarimizin

yeni pazarlara erisimini artirmak
onceliklerimiz arasinda yer aliyor.
Texhibition istanbul basta olmak iizere
uluslararasi organizasyonlarimizi
gliclendirerek Tiirkiye’yi kiiresel tekstil
ticaretinin 6nemli merkezlerinden biri
haline getirmeyi hedefliyoruz.

Tiirk tekstil sektoriiniin bugiin
bulundugu noktayi nasil
degerlendiriyorsunuz?

Tekstil sektoriiniin mevcut

durumunu degerlendirirken icinde
bulundugumuz kiiresel kosullari géz
ardi etmemek gerekiyor. Kiiresel
ekonomide devam eden belirsizlikler,
ana ihracat pazarlarimizdaki talep
daralmasi, jeopolitik gelismeler ve
uluslararasi ticarette yasanan kirilmalar
sektoriimiizii dogrudan etkiliyor. Buna
artan uretim maliyetleri ve finansmana
erisimde yasanan giicliikler de
eklendiginde rekabet kosullar daha
zor hale geliyor. Buna ragmen Tiirk
tekstil sektori glicl tretim altyapisi,
entegre sanayi yapisl, kaliteli Gretim
anlayisi ve hizli teslim kabiliyetiyle
kirresel pazarlardaki giicli konumunu
koruyor. 2026 yilinin ilk alti ayinda
tekstil ve ham maddeleri ihracatimiz

5 milyar 614 milyon dolar seviyesinde
gerceklesti. En biiylik pazarimiz olan
Avrupa Birligi toplam ihracatimizdaki
ylizde 41,1’lik payini korurken, ABD’ye
ihracatimizin yiizde 14,1 artmasi pazar
cesitlendirmesi agisindan 6nemli

bir gelisme. Oniimiizdeki dénemde
miktardan cok katma degere odaklanan
biiylime modelinin sektoriimiiziin
gelecegini belirleyecegini diislinliyoruz.

added, technology- and innovation-
driven, sustainable production model.
Production capacity alone is no longer
enough to compete in global textiles.
Productivity, automation, R&D, design
and sustainability have become
defining factors.

One of our key initiatives in this context
will be our “Europe Plan”. Europe

has an established textile production
base worth €100 billion, and we want
Turkiye to capture a greater share of
that value while developing joint R&D
and production models with European
companies.

At the same time, we intend to support
investment in technical textiles and
other high-value products, while
helping our exporters gain greater
access to new markets.

By further strengthening international
platforms, particularly Texhibition
Istanbul, our ambition is to position
Tiirkiye as one of the key hubs of global
textile trade.

How would you assess the current
position of Tiirkiye’s textile industry?
Any assessment of the industry

today has to take the broader

global environment into account.
Persistent economic uncertainty,
weaker demand in our main export
markets, geopolitical developments
and disruptions to international trade
are all'having a direct impact. Rising
production costs and constraints

on access to finance have made the
competitive environment even more
challenging.

Yet Tirkiye’s textile industry continues
to hold a strong position in global
markets, supported by its sophisticated
manufacturing infrastructure,
integrated industrial base, quality
standards and ability to deliver at
speed.

In the first six months of 2026, Tiirkiye’s
textile and raw materials exports
reached $5.614 billion. The European
Union remained our largest market,
accounting for 41.1 per cent of total
exports. At the same time, exports

-

Ev tekstili, Tiirkiye’nin
tiretim tecriibesi, kalite
standardi ve tasarim
kabiliyetiyle uluslararasi
pazarlarda giiglii oldugu
alanlardan biri.

Home textiles remain
one of Tiirkiye’s strongest
international categories,

built on manufacturing
expertise, quality and
design capabilities.

Tiirkiye, giiclii iretim altyapisi,

hizli teslim kabiliyeti ve kaliteli
iiretim anlayisiyla diinya tekstil
ticaretinde 6nemli bir konuma sahip.
Bu avantajlarin korunmasi ve daha
ileri tasinmasi adina sektoriin hangi
alanlarda doniigiime oncelik vermesi
gerektigini diisiiniiyorsunuz?
Turkiye’nin en biiylik avantajlarindan
biri ham maddeden nihai iiriine

kadar uzanan giiclii ve entegre lretim
yapisi. Ancak bu avantaji gelecege
tasiyabilmek icin tiretim modelimizi

de diinyanin degisen beklentilerine
gore donlistiirmemiz gerekiyor.
Onceligimiz verimlilik, dijitallesme ve
otomasyon yatirimlarini hizlandirirken
katma degerli tiretimin payini artirmak
olmali. Teknik tekstiller, fonksiyonel

ve akilli Griinler, stirdiiriilebilir ham
maddeler ve yliksek teknoloji iceren
tretim modelleri sektoriimiiz agisindan
onemli firsatlar sunuyor. Bunun yaninda
tasarim ve AR-GE kapasitemizi daha da
gliclendirmeliyiz. Tuirkiye’de Sanayi ve
Teknoloji Bakanligimizin destekleriyle
faaliyette olan 1.368 AR-GE merkezi
bulunurken, tekstil sektériimiizde

77 AR-GE merkezi bulunuyor. Tekstil
sektorii olarak gerek AR-GE merkezi
sayimizi gerekse patentli Grlin

sayimizi artirmaya yonelik projeler
gelistirmeliyiz.

Tekstil ve ham maddeleri sektord,
genel kabuliin aksine, sadece giyime
odakli bir sektor degil. Otomotivden
tarima, savunma sanayisinden saglik
sektoriline kadar tiim sektorlerle
bitiinlesik calisan, katma deger lireten
bir sektoriiz. Dolayisiyla Turkiye’nin
gelecekte yalnizca gliclii bir Uretici
olarak degil; teknoloji gelistiren,
tasarim yapan, yenilikgi trlinleriyle fark
yaratan ve kiiresel markalarin stratejik
¢6ziim ortagi olan bir iilke olarak
konumlanmasi gerektigine inaniyoruz.

Ev tekstili, Tiirkiye’nin diinya
pazarinda giiclii oldugu iiriin
gruplarindan biri olmayi siirdiiriiyor.
Son donemde kiiresel talepte yasanan
degisimler bu alt sektorii nasil etkiledi?
Ev tekstili, Tiirkiye’nin Gretim tecriibesi,
kalite standardi ve tasarim kabiliyetiyle
uluslararasi pazarlarda giicli oldugu
alanlardan biri. Ancak son donemde
ozellikle ana ihracat pazarlarimizdaki
talep daralmasinin bu iiriin grubuna

da yansidigini gériiyoruz. 2026 yilinin

milyar dolar
billion dollars

Tekstil ve ham maddeleriihracati
(2026 yili ilk alti ay)

Exports of textiles and raw
materials (First six months of 2026)

to the US rose by 14.1 per cent — an
encouraging development in terms of
market diversification.

Looking ahead, we believe the future of
the industry will be shaped by a growth
model focused less on volume and
more on value creation.

Tiirkiye has built a significant
position in global textile trade
through its manufacturing strength,
speed and quality. Where does

the industry need to transform

to protect — and build on — these
advantages?

One of Tiirkiye’s greatest strengths

is its highly integrated production
ecosystem, spanning the entire

value chain from raw materials to
finished products. But preserving

that advantage requires us to adapt
our production model to a rapidly
changing global market.

The priority must be to accelerate
investment in productivity,
digitalisation and automation while
increasing the share of high value-
added manufacturing.

Technical textiles, functional and smart
products, sustainable raw materials
and technology-intensive production
models all present significant
opportunities. At the same time, we
need to further strengthen our design
and R&D capabilities.

Tirkiye currently has 1,368 R&D centres
operating with the support of the
Ministry of Industry and Technology, 77
of which are within the textile industry.
We need initiatives that increase both
the number of textile R&D centres

and the number of patented products
emerging from the sector.

Itis also important to challenge the
perception that textiles are primarily
about clothing. Textiles are embedded
across industries, from automotive and
agriculture to defence and healthcare,
creating value far beyond fashion and
apparel.

Our ambition should therefore be
for Tiirkiye to be recognised not
simply as a powerful manufacturer,
but as a country that develops
technology, creates design-led
solutions, delivers innovative
products and acts as a strategic
partner to global brands.
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Ocak-Haziran doneminde ev tekstili
ihracatimiz yaklasik 800 milyon dolar
seviyesinde gergeklesirken, gecen yilin
ayni donemine gore yuzde 1,7’lik sinirli
bir gerileme kaydedildi. Bu tabloyu
kliresel pazardaki gelismelerden
bagimsiz degerlendirmemek gerekiyor.
Nitekim Avrupa Birligi’nin Birlik
disindan gergeklestirdigi ev tekstili
ithalat1 2026’nin ilk dort ayinda yiizde
11,8 azalarak yaklasik 2,4 milyar
euro’ya geriledi. Ayni ddnemde AB’nin
Turkiye’den ev tekstili ithalati da yiizde
11,4 azalisla 254 milyon euro oldu.
Buna ragmen Tirkiye, AB’nin Birlik
disindan gergeklestirdigi ev tekstili
ithalatinda yuzde 10,4’liik payini
koruyor. Dolayisiyla kiiresel talepteki
daralmaya ragmen Tiirkiye’nin 6nemli
tedarikgilerden biri olmayi slirdiirmesi
sektorimiiziin Uretim ve tedarik glicini
ortaya koyuyor.

Tiirkiye, ev tekstilinde kalite, tasarim
ve iiretim kapasitesiyle 6nemli bir
tedarik¢i konumunda bulunuyor. Bu
giiclii konumu daha da ileri tagimak
icin sektoriin hangi alanlarda yatirim
yapmasi gerekiyor?

Ev tekstilinde Tiirkiye’nin gliclu
konumunu daha ileri tasiyabilmemiz
icin fiyat rekabetinden ¢ok katma
deger rekabetine odaklanmamiz
gerekiyor. Tasarim, inovasyon,
strdiriilebilirlik ve markalasma bu
noktada belirleyici olacak. Ozellikle
geri donlstiiriilmis ve cevre dostu
ham maddelerin kullaniminin
artinlmasi, su ve enerji verimliligini
saglayan lretim teknolojilerine

yatirim yapilmasi ve izlenebilir tiretim
altyapisinin giiclendirilmesi biylk
O6nem tasiyor. Bunun yaninda dijital
baski teknolojileri, akilli ve fonksiyonel
trinler ile tiiketici beklentilerine

hizli cevap verebilen esnek liretim
modelleri de sektoriimiiziin
rekabetgiligini artiracaktir. Bununla
birlikte, uluslararasi otel zincirleri

gibi biiylik gruplarin ana tedarikgisi
olmak, ev tekstili sektoriimiiziin ana
hedeflerinden biri olmali. Bu gercevede,
bu gruplarin akredite tedarikgisi
olabilmek en 6nemli hedeflerimiz
arasinda yer almali. Turkiye’nin guclu
tretim kabiliyetini 6zglin tasarim

ve marka degeriyle birlestirmesi,

ev tekstilinde kiiresel pazardaki
konumumuzu daha da giiglendirecektir.
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Ev tekstilinde Tiirkiye’nin gliglii
konumunu daha ileri tasiyabilmemiz
i¢in fiyat rekabetinden ¢ok katma deger
rekabetine odaklanmamiz gerekiyor.

Yeni hedef pazarlar arasinda hangi
bolgeler dne cikiyor?

Pazar gesitlendirmesi 6nlimuizdeki
dénemin en 6nemli giindem
maddelerinden biri olacak. Avrupa
Birligi bizim en biiylik pazarimiz ve
stratejik Gnemini korumaya devam
ediyor. “Avrupa Plan1” kapsaminda
bu pazardaki konumumuzu daha

da giiclendirmek istiyoruz. Bunun
yaninda 6zellikle ABD pazarinda
onemli bir potansiyel goriiyoruz.
Nitekim yilin ilk yarisinda ABD’ye
tekstil ve ham maddeleri ihracatimiz

To further strengthen Tiirkiye’s strong
position in the home textile industry, we
need to shift our focus from price-based
competition to value-added competition.

ylizde 14,1 artis gosterdi. Kuzey Afrika,
Orta Dogu ve yakin cografyamizdaki
gelisen pazarlari da 6nemli firsat

alanlari olarak degerlendiriyoruz.
Gergeklestirdigimiz 6zel nitelikli alim
heyetlerinde ve HOMETEX istanbul
fuanmiz icin gergeklestirdigimiz alim
heyeti organizasyonlarimizla; kiiresel
markalarla ihracatcilarimizi dogrudan bir
araya getiren B2B gorlismelerden 6nemli
sonuglar elde ettik. Bu ¢alismalarin
kapsamini genisleterek firmalarimizin
yeni misterilere ve pazarlara erisimini
artirmayi hedefliyoruz.

Home textiles remain one of
Tiirkiye’s strongest categories in
international markets. How has
the recent shift in global demand
affected the sector?

Home textiles remain an area where
Tirkiye has a strong international
position, built on decades of
manufacturing expertise, quality
standards and design capabilities. But
weaker demand in our major export
markets has inevitably affected the
category.

Between January and June 2026,
Turkiye’s home textile exports stood
at approximately $800 million,
representing a modest decline of 1.7
per cent compared with the same
period last year.

These figures, however, need to be
viewed in the context of the wider
global market. In the first four months

of 2026, the European Union’s home
textile imports from outside the bloc
fell by 11.8 per cent to approximately
€2.4 billion. EU home textile imports
from Tiirkiye declined by 11.4 per cent
to €254 million over the same period.
Despite this contraction, Tlrkiye
maintained a 10.4 per cent share of the
EU’s extra-bloc home textile imports.
Remaining a significant supplierin a
shrinking market demonstrates the
resilience of Tiirkiye’s manufacturing
and supply capabilities.

Tiirkiye is already an important home
textile supplier, with established
strengths in quality, design and
manufacturing capacity. Where
should the industry invest to move
further up the global value chain?
The next stage of growth cannot be
built primarily on price competition.
We need to compete on value.

Design, innovation, sustainability
and brand building will be decisive.
Increasing the use of recycled

and environmentally responsible

raw materials, investing in water-
and energy-efficient production
technologies and strengthening
traceability across the supply chain will
all be critical.

Digital printing, smart and

functional textiles, and more

flexible manufacturing models
capable of responding rapidly to
changing consumer expectations
will also enhance the industry’s
competitiveness.

There is another major opportunity:
becoming a primary supplier to

large international groups, including
global hotel chains. Securing
accredited supplier status with these
organisations should be one of the
industry’s key objectives.

Combining Tiirkiye’s manufacturing
capabilities with distinctive design and
stronger brand value will allow us to
further strengthen our position in the
global home textiles market.

Which regions do you see as the
strongest opportunities for growth?
Market diversification will be one of our
most important priorities in the coming
period.

The European Union remains Tirkiye’s
largest market and continues to hold
strategic importance. Through our
“Europe Plan”, we intend to further
strengthen our position there.

At the same time, we see considerable
potential in the US. Textile and raw
materials exports to the US increased
by 14.1 per cent in the first half of the
year, which is a positive signal.

We also see emerging markets across
North Africa, the Middle East and
Tiirkiye’s neighbouring regions as
important areas of opportunity.
Through our targeted buyer
delegations, including those organised
around HOMETEX Istanbul, we have
achieved strong results from B2B
meetings that bring Turkish exporters
directly together with global brands.
We now intend to expand these
programmes, giving our companies
greater access to new customers and
new markets.
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TiICARETIN
YENIi DONEMI:

REKABET,
TEKNOLOJI VE
DEGISEN
TUKETICI

E-ticaret, son yillarda yalnizca satis hacmini artiran bir kanal olmanin étesine gecerek tiiketim
aliskanliklarini, perakende stratejilerini ve rekabet anlayisini yeniden sekillendiren giiclii bir
ekosisteme ddniistii. Dijitallesmenin hiz kazanmasi, internet erisiminin yayginlasmasi ve kullanici
beklentilerinin degismesiyle birlikte sektor, her gecen giin daha dinamik bir yapiya kavusuyor.

E-COMMERCE ENTERS A NEW ERA
COMPETITION, TECHNOLOGY AND THE CHANGING
CONSUMER

E-commerce is no longer simply a sales channel. It has evolved into an ecosystem that is reshaping con-
sumer behaviour, retail strategies and the fundamentals of competition.
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2020 yilinda yiizde 79
olan internet kullanim
orani, 2025 yili itibariyla
ylizde 90,9°a ulasirken
genisleyen dijital
kullanici kitlesi e-ticaretin
biiyiimesini hizlandiran
en énemli unsurlardan
biri oldu.

Internet penetration
in Tiirkiye rose from
79 per cent in 2020 to
90.9 per cent in 2025,
significantly expanding
the addressable market
for digital commerce.

ijital dontislimiin en goriintir
D sonuglarindan biri olan

e-ticaret, kiiresel ekonominin
blylimesini destekleyen temel
alanlar arasinda yer aliyor. Akilli
telefon kullanimindaki artis, internet
altyapisinin giiclenmesi, giivenli
6deme sistemlerinin gelismesi ve
lojistik aglarinin daha etkin calismasi,
cevrim ici alisverisi glinliik yasamin
vazgecilmez bir parcasi haline getirdi.
Tuketiciler, yalnizca ihtiyaglarini
gidermenin yani sira trtinleri
karsilastirmak, fiyat arastirmasi
yapmak, kullanici deneyimlerini
incelemek ve kendilerine en uygun
secenege kisa siirede ulasmak
amaciyla da dijital platformlari tercih
ediyor.
Bu donlistim, perakende sektdriiniin
is yapis bigimini de 6nemli 6l¢lide
degistirdi. Geleneksel magazacilik
ile dijital kanallar arasindaki sinirlar
giderek belirsizlesirken markalar,
miisterilerine kesintisiz ve ¢ok kanalli
bir alisveris deneyimi sunmaya
odaklaniyor. Tiirkiye’de de dijitallesme
hiz kesmeden ilerliyor. internet
erisiminin yayginlagsmasi ve gevrim igi
hizmetlerin glinliik yasamin ayrilmaz
bir parcasina doniismesi, e-ticaret
ekosisteminin blytimesini destekleyen

ccelerating digitalisation,
wider internet access and
rising consumer expectations

are making the sector increasingly
sophisticated. Smartphones, stronger
digital infrastructure, secure payment
systems and more efficient logistics
networks have made online shopping
an integral part of everyday life.
Consumers now move online not only
to make purchases, but to compare
products and prices, assess reviews and
identify the options that best meet their
needs.

For retailers, the implications are
significant. The boundaries between
physical and digital commerce continue
to blur as brands focus on delivering
seamless experiences across multiple
channels.

Tirkiye is following the same trajectory.
Expanding internet access, growing
adoption of digital services and an
increasingly connected consumer base
are driving the e-commerce market to
new levels of scale.

The Tiirkiye E-Commerce Ecosystem
Report, prepared by IdeaSoft in
collaboration with KPMG, offers a data
driven view of this transformation.

Its findings point to a competitive
landscape that is moving beyond price,
with technology, data management
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en dnemli faktorler arasinda
bulunuyor. Artan kullanici kitlesi,
degisen tiiketici beklentileri ve gelisen
dijital altyapi, sektoriin her gegen

yil daha genis bir ekonomik hacme
ulagmasini sagliyor.

Tam da bu déniisiimiin geldigi
noktayi ortaya koyan IdeaSoft ve
KPMG is birligiyle hazirlanan “Tirkiye
E-Ticaret Ekosistemi Raporu”, e-ticaret
ekosisteminde yasanan degisimi
kapsamli verilerle ele aliyor. Rapor,
rekabetin yalnizca fiyat odakli bir
yapidan gikarak teknoloji, veri yonetimi
ve kullanici deneyimi ekseninde
yeniden sekillendigini ortaya koyuyor.
Rapora gore 2020 yilinda yiizde 79
olan internet kullanim orani, 2025
yiliitibariyla yiizde 90,9’a ulasirken
genisleyen dijital kullanicr kitlesi
e-ticaretin bliylimesini hizlandiran en
onemli unsurlardan biri oldu.

DiJIiTAL TUKETiM ALISKANLIKLARI
KALICI HALE GELiYOR

IdeaSoft ve KPMG raporuna gore,
Tirkiye'de dijitallesmenin hiz
kazanmasi, tiiketicilerin aligveris
aliskanliklarini da kokli bicimde
degistirdi. internet lizerinden mal veya
hizmet satin alan ya da siparis veren
bireylerin sayisindaki artis, e-ticaretin
glinliik yasamin vazgecilmez bir parcasi
haline geldigini ortaya koyuyor. 2020
yilinda internet lizerinden aligveris
yapan bireylerin orani yiizde 36,5
seviyesindeyken, 2025 itibariyla bu
oran ylizde 55,7’ye yiikseldi. Baska bir
ifadeyle, her iki internet kullanicisindan
biri artik cevrim ici aligverisi aktif
olarak tercih ediyor.

Bu degisim, 6deme verilerine de giicli
sekilde yansiyor. Rapora gore, 2020
yilinda 260 milyar TL seviyesinde
bulunan internetten kartli 6deme
hacmi, 2025 yilinda 7,3 trilyon TLye
ulasarak yaklasik 28 kat buylidu.

Bu artis, dijital kanallarin yalnizca
alternatif bir satis mecrasi olmaktan
ciktigini, tiiketim aliskanliklarinin

M

and customer experience becoming
increasingly important differentiators.
Internet penetration in Tiirkiye rose
from 79 per cent in 2020 to 90.9 per
centin 2025, creating a significantly
larger addressable market for digital
commerce.

DIGITAL SHOPPING BECOMES
MAINSTREAM

The shift in Tiirkiye’s consumer
behaviour is becoming increasingly
difficult to separate from everyday life.
According to the IdeaSoft and KPMG
report, the share of individuals
purchasing or ordering goods and
services online increased from 36.5 per
centin 2020 to 55.7 per cent in 2025. In
other words, more than half of internet
users are now active online shoppers.
Payment data reveals an even more
dramatic expansion. Online card
payment volume rose from TRY260
billion in 2020 to TRY7.3 trillion in 2025,
an increase of approximately 28 times.
The scale of that growth suggests that
digital commerce has moved well
beyond its former role as an alternative
retail channel. Online purchasing is
becoming structurally embedded in
consumer behaviour.

Transaction numbers tell a similar story.

The number of e-commerce
transactions increased from 848 million
in 2020 to 2.8 billion in 2025. Over the
same period, the average basket value
increased approximately 9.4 times,
while average spend per transaction
rose from TRY306.7 to TRY2,607.

The report argues that growth cannot
therefore be attributed to inflation or
higher prices alone. Consumers are
also shopping online more frequently,
expanding the underlying volume of
digital transactions.

IN E-COMMERCE, TIMING IS
BECOMING A COMPETITIVE TOOL

The data also provides insight into
when consumers are most likely to buy.
E-commerce activity peaks between

kalic1 bicimde gevrim ici platformlara
yoneldigini gosteriyor.

E-ticarette bliylime yalnizca toplam
hacimle sinirli kalmiyor. Ayni ddnemde
islem sayisi da dikkat cekici bir ylikselis
sergiledi. 2020 yilinda 848 milyon

olan islem adedi, 2025 itibariyla 2,8
milyar seviyesine ulasti. Ortalama
sepet tutari yaklasik 9,4 kat artarken,
islem basina ortalama harcama tutari
da 306,7 TL'den 2.607 TL'ye yiikseldi.
Veriler, sektoriin biylimesini yalnizca
enflasyon veya fiyat artislariyla
aciklamanin yetersiz kaldigini;
tliketicilerin dijital alisverisi daha sik
tercih etmesiyle gercek islem hacminin
de 6nemli dlciide genisledigini ortaya
koyuyor.

DOGRU ZAMANLAMA SATIS
PERFORMANSINI BELiRLiYOR

Rapor, alisverisin hangi zaman
dilimlerinde gerceklestirildigiyle de
sekillendigini gosteriyor. Giin icerisinde
e-ticaret islemlerinin en yogun oldugu
zaman aralig) 13.00-15.00 saatleri
olurken, haftalik bazda aligverislerin
agirlikli olarak hafta basinda
gerceklestigi gorillyor. Bu tablo,
kampanya planlamasi, dijital reklam
yatirimlari ve pazarlama stratejileri
acisindan dogru zamanlamanin satis
performansini dogrudan etkileyen
o6nemli unsurlardan biri oldugunu
ortaya koyuyor.

Yil icerisindeki donemsel hareketlilik
de dikkat gekici bir diger unsur olarak
one cikiyor. E-ticarette en yiiksek

islem adetleri, okula doniis donemi ile
yilbasi 6ncesindeki alisveris sezonunda
kaydediliyor. Tiiketici talebinin

belirli donemlerde yogunlasmasi,
markalarin stok yonetiminden lojistik
planlamasina, kampanya kurgusundan
musteri deneyimine kadar pek ¢ok
alanda veri odakli hareket etmesini
zorunlu kiliyor.

TUKETICi iCiN ONCELIK GUVEN VE
KALITE

Rapor, e-ticarette satin alma kararlarini
etkileyen unsurlarin da 6nemli 6lclide
degistigini ortaya koyuyor. Tiiketiciler
artik yalnizca uygun fiyat aramiyor;
glivenilir alisveris deneyimi, kaliteli
uriin ve sorunsuz hizmet beklentisi
satin alma siirecinin merkezinde

yer aliyor. Rapor kapsaminda

1pm and 3pm, while transactions
across the week are concentrated
towards its beginning. For brands, this
makes timing increasingly relevant to
campaign planning, digital advertising
and marketing investment.
Seasonality is equally important.
Transaction volumes peak during

the back to school period and in the
shopping season ahead of the New Year.
For retailers, these patterns have
implications well beyond marketing.
Concentrated periods of demand
require businesses to align inventory,
logistics, campaign planning and
customer experience around
increasingly sophisticated demand
forecasts.

In an environment where consumer
behaviour can be measured in real time,
data is becoming an operational asset.
Knowing not only what consumers
want, but when they are most likely

to want it, can translate directly into
commercial performance.

TRUST IS OVERTAKING PRICEAS A
COMPETITIVE DIFFERENTIATOR
Perhaps one of the report’s most
important findings concerns the factors
driving purchase decisions.

Price remains important, butitis no
longer enough on its own. Consumers
increasingly expect a combination

of trust, product quality and reliable
service.

Brand or seller trustworthiness ranks as
the most important purchasing criterion
in the survey, scoring an average of

4.5, with 91.3 per cent of respondents
describing it as highly or very highly
important.

Product quality follows with an average
score of 4.3, with 85.5 per cent of
respondents placing a high level of
importance on quality.

For brands, the message is significant:
building trust and maintaining
consistent quality are becoming
commercial assets in their own right.
Delivery performance adds another
dimension. Delivery speed received an
average score of 4.1, underlining the
role of logistics in customer satisfaction
and repeat purchasing.

Price, meanwhile, scored 4.0. While still
a significant consideration, consumers
increasingly evaluate it alongside

trust, quality and the overall service
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gerceklestirilen ankete gore, marka
veya saticinin giivenilirligi tiketicilerin
en fazla 6nem verdigi kriter olarak
one cikiyor. Bu kriter 4,5 ortalama
puan alirken, katilimcilarin yiizde
91,3’l glivenilirligi yliksek veya gok
yliksek dilizeyde 6nemli gordigini
ifade ediyor. Hemen ardindan
gelen iiriin kalitesi ise 4,3
ortalama puanla satin

alma kararlarinin temel
belirleyicilerinden

biri olarak

dikkat cekiyor.
Katilimcilarin

yiizde 85,5’i

trlin kalitesine -
yiiksek

diizeyde %
onem

atfediyor.

Veriler,

gliclu bir

marka algisi
olusturmanin

ve kalite

standardini
stirdurilebilir
kilmanin

e-ticarette basar
agisindan kritik bir
avantaj sagladigini
ortaya koyuyor.
Arastirmada 6ne ¢ikan

bir diger unsur ise teslimat
performansi. Ortalama 4,1

puan alan teslimat hizi, tiiketici
memnuniyetini dogrudan etkileyen
operasyonel faktorlerin basinda
geliyor. Hizli ve sorunsuz teslimat
stiregleri, misterilerin ayni markay
yeniden tercih etmesinde onemli

bir rol tistleniyor. Buna karsilik fiyat,
tliketiciler agisindan 6nemini korusa
da tek basina karar vermeyi saglayan
unsur olmaktan uzaklasiyor. Ortalama
4,0 puan alan fiyat kriteri, gliven,
kalite ve hizmet deneyimiyle birlikte
degerlendiriliyor. Kampanyalar ve
indirimler, kullanici yorumlari ile iade
ve degisim siireglerindeki kolaylik

ise satin alma kararini destekleyen
tamamlayici unsurlar olarak 6ne
cikiyor.
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2020 yilinda internet
tizerinden aligveris yapan
bireylerin orani yiizde 36,5

seviyesindeyken, 2025
itibariyla bu oran yiizde
55,7’ye yiikseldi. Baska bir
ifadeyle, her iki internet
kullanicisindan biri artik
cevrim ici alisverisi aktif
olarak tercih ediyor.
The share of individuals
shopping online increased
from 36.5 per cent in 2020
to 55.7 per cent in 2025.

experience.
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THE NEXT
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entering a more mature
phase.
The first era of e-commerce
was largely about access: bringing
more consumers and businesses online.
The next is increasingly about how
effectively companies use technology,
data and customer insight once they are
there.
As internet penetration approaches
saturation and online shopping
becomes mainstream, simply having
a digital sales channel will offer
less competitive advantage. The
differentiators will increasingly lie
elsewhere: understanding consumer
behaviour, managing data intelligently,
delivering consistently across channels
and building enough trust to turn a
transaction into a long term customer
relationship.
For retailers and brands, that changes
the strategic question. The challenge is
no longer simply how to sell online, but
how to compete in an economy where
digital commerce has become the norm.

FARUK TEKSTIL
ILAN
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1 Gizem iRiS

SERMAYENIN
GUVENLI LIMANI

e .

Dilnyanin en biiyiik serbest piyasa ekonomisi iinvanini
tasiyan Amerika Birlesik Devletleri, yenilikci sanayisi
ve devasa ticaret hacmiyle kiiresel ekonomiye yon
vermeye devam ediyor. Yarattigi is ve kariyer firsatlari,
ekonomik refah ve 6zgiir yasam yapisiyla herkesin
rilyalarini siisleyen iilke, son yillarda teknolojik yarista
da rakiplerine karsi ipi gégiislemis durumda.

THE SAFE HAVEN OF CAPITAL:

THE USA

Holding the title of the world’s largest free-market eco-
nomy, the United States continues to shape the global
economy with its innovative industry and massive trade
volume. As a country that populates the dreams of many
with the business and career opportunities it creates, its
economic prosperity, and its structure of a free life, it has
also taken the lead against its competitors in the techno-
logical race in recent years.
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111492, diinyanin gelecek
Y seyrini degistireceginden

habersiz sekilde Kristof Kolomb
Amerika topraklarini kesfetti. Kesif
sonrasi ispanyol ve Portekizliler, Giiney
ve Orta Amerika’yl somiirgelestirmeye
basladi. Bagimsizlik arayisi uzun dénem
devam eden Amerikalilar, 4 Temmuz
1776’da bagimsizliklarini ilan etti
ve kurulan devlete Amerika Birlesik
Devletleri (ABD) adi verildi. Boylece
rilyalar lilkesinin ilk adimlar atildi.
ABD, dogal kaynaklarinin zenginligi,
geng ve dinamik insan giclyle 19. yiizyil
boyunca hizli bir sekilde sanayilesti.
ikinci Diinya Savasl ise diinya icin
oldugu kadar Amerika icin de bir kirlma
noktasi oldu. Savasin yarattigi iki buylik
kiiresel glicten biri olan ABD, diinya
sahnesinde ylikselmeye ve Ustlendigi
rollerle yavas yavas sz sahibi oldu.
Boylece tiim diinya, bir anda ABD’nin
siyasi, askeri, ekonomik ve kiiltiirel
anlamda hakimiyeti eline alisini
izlemeye basladi.

ADETA YIKILMAZ BiR KALE

ABD, yarattigl is ve kariyer firsatlari,
diinya capindaki tniversiteleri,
ekonomik refah ve 6zgiir yasam
yapisiyla basta gencler olmak iizere
herkesin riiyalarini suisleyen bir

Ulke. “Siiper gli¢” olarak anilmasinin
arkasinda ise gelismis altyapisi,

ileri teknolojideki basarisi ve dogal
kaynaklari yatiyor. Ulke, kiiresel capta
“beyin gocli” yoluyla zeki ve yetenekli
gencleri ekonomisine kazandirarak
bilim ve teknolojideki liderligini
pekistiriyor.

Askeri acidan da zaman iginde ¢ok
blyiik bir glice ulasan ABD’nin,
diinyanin bircok lilkesinde 800 civarinda

he year was 1492; Christopher
I Columbus discovered the

American lands, unaware that
he would change the future course of
the world. Following the discovery,
the Spanish and Portuguese began to
colonize South and Central America.
After a long-standing pursuit of
independence, the Americans declared
theirindependence on July 4, 1776,
and the established state was named
the United States of America (USA).
Thus, the first steps of the land of
dreams were taken.
With its wealth of natural resources
and its young, dynamic workforce, the
USA industrialized rapidly throughout
the 19th century. World War Il served
as a turning point for America just as
much as it did for the rest of the world.
Emerging as one of the two great
global powers created by the war, the
USA began to rise on the world stage
and gradually gained a say through the
roles it assumed. Consequently, the
entire world began to watch the USA
seize dominance in political, military,
economic, and cultural terms.

ALMOST AN INDESTRUCTIBLE
FORTRESS

The USA is a country that populates
the dreams of everyone, especially the
youth, with the business and career
opportunities it creates, its world-class
universities, economic prosperity,

and its structure of a free life. Behind
its reputation as a “superpower” lies

Sanayi Altyapisiyla Diinyayi Donatiyor

ABD’nin sanayi ve teknoloji liretimindeki giic, ihrag ettigi iriinlerin niteliginde agik¢a
gértiliiyor. Sanayisi; ileri teknoloji, inovasyon ve yer alti zenginliklerinin basarili bir
entegrasyonunu yansitan ABD; 2025 yili verilerine gore en ¢ok bilgisayar, otomobil, ham
petrol, telefon cihazlari, tibbi ilaglar (dozlandirilmis ilaglar, serum ve asilar, hormonlar)
ve makine-cihaz pargalari ithal etti. Bu durum, ABD sanayisinin hem ¢ok bliyiik bir enerji
tiiketicisi hem de yiiksek teknolojili bilesen ve saglik iirtinlerinde dev bir pazar oldugunu
gosteriyor.

Equipping The World with Industrial Infrastructure

The USA’s prowess in industrial and technological production is clearly reflected in the
nature of its exported goods. Its industry represents a successful integration of advanced
technology, innovation, and underground resources. According to 2025 data, the USA
primarily imported computers, automobiles, crude oil, telephone devices, medical
pharmaceuticals (dosed medications, serums and vaccines, hormones), and machinery-
device parts. This situation indicates that the US industry is both a massive energy
consumer and a giant market for high-tech components and healthcare products.
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askeri Ussu bulunuyor. Tek basina
diinyadaki savunma harcamalarinin
yaklasik yiizde 40’in1 elinde
bulundurdugu gibi ¢ok giiclu birliklere
sahip. Zaten llkenin, boylesine 6nemli
bir konuma sahip olmasinda askeri ve
ekonomik gilictinlin payi biyiik. Son
yillarda, bu iki biyiik giiciine teknoloji
de eklenince llke adeta yikilmaz bir kale
haline geldi.

DUNYANIN EN BUYUK EKONOMisi
ABD, yiiksek verimliligi bulunan modern
teknolojileri ve metotlar kullanan
oldukga gelismis bir sanayiye sahip.
1871°den bu yana diinyanin en biiylik
ekonomisi olarak konumlanan iilke,
bugiin global ekonominin dortte

birini tek basina olusturuyor. ABD
ekonomisindeki bliyiime, 10 yillik
kesintisiz donemin ardindan COVID-19
krizini takiben negatife dondii. Ancak
lilke, pandemi sonrasinda 6nemli
ekonomik tedbirleri devreye sokarak
korumalarini artirdi.

Makroekonomik verilere bakildiginda
ABD, 2025 yili itibariyla yaklasik 31
trilyon dolarlik Gayrisafi Yurt ici Hasila
(GSYiH) ile 196 lilke arasinda birinci
siraya yerleserek diinyanin en biiyiik
ekonomisi oldu. 2026 yilinda bu
biiytkligln 32 trilyon dolara ulasmasi
ongoriiluyor. Bireysel refah agisindan
da son derece giiglii bir konumda olan
tlke, 89 bin 599 dolarlik kisi basina
disen milli gelir ile diinyada sekizinci
sirada yer aliyor.

EN BUYUK iHRACATCI VE iTHALATGI
ULKE

Dis ticaret hacmiyle diinya
ekonomisinin lokomotifi konumundaki
ABD, 2024 yilinda diinyadaki toplam
ithalatin yiizde 14’tin(i (3,3 trilyon
dolar) gerceklestirerek birinci sirada yer
aldi. Ayni dénemde 2 trilyon dolarlik
ihracatiyla da kiiresel pazarda yuzde
8,6’lik bir paya sahip olarak diinyada
ikinci siraya yerlesti. Mal ticaretindeki
muazzam hacminin Gtesinde,
hizmetler ticaretinde hem diinyanin

en biylik ihracatcisi hem de en biiylik
ithalatgisidir.

Ulkenin ihracat gerceklestirdigi tilkelerin
basinda yiizde 16’lik payla komsusu
Meksika ve ylizde 15’lik payla diger bir
sinir komsusu Kanada geliyor. Bu iki
llkeyi ylzde 5’lik payla Cin, ardindan
sirasiyla ingiltere, Hollanda, Almanya,
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milyar dolar
billion dollar

2025 yilinda Tiirkiye’nin ABD’ye
gergeklestirdigi ihracat

Tiirkiye's exports to the USA
in2025

its developed infrastructure, success
in advanced technology, and natural
resources. The country consolidates its
leadership in science and technology
by integrating intelligent and talented
young people into its economy through
global “brain drain.”

Having attained immense military
power over time, the USA maintains
approximately 800 military bases in
many countries around the world.

It accounts for nearly 40 percent of
global defense spending on its own
and possesses highly powerful forces.
Indeed, its military and economic
might play a major role in the country’s
prominent position. In recent years,
with technology being added to these
two great powers, the country has
become an almost indestructible
fortress.

Japonya, isvicre, Giiney Kore ve Tayvan
takip ediyor. ithalat kaynaklarinda da
bu giiclii baglar dikkat cekiyor. Meksika
(yuizde 15), Kanada (ylizde 11) ve Cin
(ylizde 9), lilkenin ithalatinda aslan
payini aliyor. Ayrica Uzak Dogu’nun
onemli Uretim merkezlerinden Tayvan,
Vietnam, Japonya ve Giiney Kore ile
Avrupa’dan Almanya ve irlanda da
ABD’nin baslica tedarikgileri arasinda
siralaniyor. Bu dev ticaret hacmi, ABD’yi
kiiresel tiretim ve tliketim zincirlerinin
tam kalbinde konumlandiriyor.

16,3

milyar dolar
billion dollar

2025 yilinda Tiirkiye’nin
ABD’den gerceklestirdigi ithalat
Tiirkiye's imports from the USA
in 2025

TURKIYE’NiN OKYANUS GTESiNDEKi
TiCARi PARTNERI

Tiirkiye ile ABD arasindaki ticari iliskiler
kendi dinamiginde gelismeye devam
ediyor. Tiirkiye, 2025 yilinda ABD’nin
ihracatinda binde 94°liik payla 22’nci
sirada, ithalatinda ise binde 5’lik payla
29’uncu sirada yer aldi. 2025 yilinda 6

Tirkiye’nin ABD’ye gerceklestirdigi

ihracat 16,328 milyon dolar diizeyinde

seyrederken, ayni ddnemde Tiirkiye’nin

ABD’den yaptigi ithalat ise 18,080

milyon dolar seviyesinde gerceklesti.

Tiirkiye, Amerikan pazarina yiiksek @
teknoloji gerektiren Uriinlerden A
geleneksel ihrag kalemlerine uzanan

¢ok genis bir yelpazede iiriin gonderiyor.

THE WORLD’S LARGEST ECONOMY
The USA possesses a highly developed
industry that utilizes high-productivity
modern technologies and methods.
Positioned as the world’s largest
economy since 1871, the country today
accounts for one-quarter of the global
economy on its own. Growth in the US
economy turned negative following
the COVID-19 crisis after a 10-year
uninterrupted period. However, the
country increased its protections by
implementing significant economic
measures post-pandemic.

Looking at macroeconomic data, as

of 2025, the USA ranked first among
196 countries with a Gross Domestic
Product (GDP) of approximately $31
trillion, making it the world’s largest
economy. This figure is projected to
reach $32 trillion in 2026. Holding

a very strong position in terms of

individual prosperity as well, the
country ranks eighth in the world
with a per capita national income of
$89,599.

THE LARGEST EXPORTER AND
IMPORTER COUNTRY

Positioned as the locomotive of the
world economy with its foreign trade
volume, the USA ranked first in 2024
by accounting for 14% of global
imports ($3.3 trillion). During the same
period, it secured the second position
worldwide with $2 trillion in exports,
holding an 8.6% share of the global
market. Beyond its immense volume
in merchandise trade, it is both the
world’s largest exporter and the largest
importer in services trade.
Neighboring Mexico leads the countries
to which the USA exports with a 16%
share, followed by its other border
neighbor, Canada, at 15%. These two
countries are followed by China with

a 5% share, and then respectively by
the United Kingdom, the Netherlands,
Germany, Japan, Switzerland, South
Korea, and Taiwan. These strong ties
are also evident in import sources.
Mexico (15%), Canada (11%), and
China (9%) take the lion’s share of the
country’s imports. Additionally, major
Far Eastern production centers such

as Taiwan, Vietnam, Japan, and South
Korea, along with Germany and Ireland
from Europe, are ranked among the
USA’s primary suppliers. This massive
trade volume positions the USA at the
very heart of global production and
consumption chains.

TURKIYE’S TRANSOCEANIC TRADE
PARTNER

Trade relations between Tirkiye and
the USA continue to evolve within their
own dynamics. In 2025, Tiirkiye ranked
22nd in the USA’s exports with a share
of 0.94%, and 29th in its imports with
a share of 0.5%. During 2025, Tiirkiye’s
exports to the USA hovered at the
level of $16.328 billion, while Tiirkiye’s
imports from the USA during the same
period realized at $18.080 billion.
Turkiye sends a wide spectrum of
products to the American market,
ranging from high-tech goods to
traditional export items.
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DOGADAN ILHAM ALAN EVLER

DOGAL MALZEMELERLE
SEKILLENEN YENI
YASAM ANLAYIS

Evlerde dogayla kurulan bag, artik yalnizca estetik bir tercih
olmasinin yani sira yasam kalitesini yiikselten biitiinciil bir
tasarim anlayisina doniisityor. Dogal malzemeler, biyofilik
yaklasim ve dogal liflerden iiretilen ev tekstilleri sicak, sade ve
zamansiz mekanlar yaratirken yasam alanlarina dinginlik ve
siirduirillebilirlik odakl yeni bir karakter kazandiriyor.

HOMES INSPIRED BY NATURE
A NEW WAY OF LIVING,
SHAPED BY NATURAL MATERIALS

The relationship between home and nature is
evolving beyond aesthetics into a more holistic
approach to how we live. Natural materials,
biophilic design and home textiles made from
natural fibres are creating interiors that feel
warm, understated and timeless, while bringing
a renewed sense of calm and environmental
awareness into everyday spaces.
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Ahsap, tas, kil, keten,
pamuk ve yiin gibi
malzemeler, kusursuz
goriinmek yerine dogal
karakterlerini koruyan

ytizeyleriyle dikkat cekiyor.

Wood, stone, clay, linen,
cotton and wool are
celebrated not for their
perfection, but for their
individuality.

odern yasamin temposu
M hizlanirken evler yalnizca

barinma alani olmaktan ¢ikip
dinlenme, yenilenme ve dogayla bag
kurma ihtiyacinin karsilandigi mekanlara
donlsuyor. Ahsap, tas, keten, pamuk,
ylin, bambu ve seramik gibi dogal
malzemeler; sicak, yalin ve zamansiz
bir tasarim anlayisini 6ne ¢ikarirken
biyofilik yaklasim da yasam alanlarinda
dogal isik, bitkiler, organik dokular ve
stirdiriilebilir malzemeler araciligiyla
daha dengeli bir atmosfer olusturuyor.
Ev tekstilinde dogal liflerin yiikselisi,
estetik kadar saglik, konfor ve cevresel
sorumluluk odakli yeni bir dekorasyon
kiltiirintin habercisi oluyor.
Kent yasaminin yogun temposu,
dijitallesmenin hayatin her alanina
yayilmasi ve slirekli uyarana maruz
kalma hali, insanlari daha sakin,
dengeli ve dogal yasam alanlari

s the pace of modern life
accelerates, the home is
becoming more than a place to

live. Increasingly, it is a space to retreat,
recharge and reconnect with nature.
Wood, stone, linen, cotton, wool,
bamboo and ceramics are shaping
interiors with warmth and simplicity,
while biophilic design brings natural
light, greenery, organic textures and
more responsible materials into the
heart of the home.

The growing preference for natural
fibres in home textiles reflects this wider
shift. Decoration is no longer driven

by aesthetics alone; health, comfort
and environmental responsibility are
becoming part of the conversation.
Urban intensity, an increasingly digital
way of life and constant exposure to
stimulation are driving a desire for
calmer, more balanced environments.
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Dogal malzemelere One of the strongest
yonelisin en gliglii reflections of the growing

yansimalarindan biri ev shift toward natural
tekstilinde goriiliiyor.
Keten, pamuk, yiin ve
bambu gibi dogal lifler,

materials can be seen in
home textiles. Natural
fibers such as linen,
cotton, wool, and bamboo
estetik ozelliklerinin stand out not only for i
yani sira nefes alabilen their aesthetic appeal but 'j&?
yapilari; konforlu kullanim also for their breathable g — v

ozellikleri ve gevre dostu properties, comfort, and = —

aramaya yoneltiyor. Bu arayis,
mimariden i¢ mekan tasarimina,
mobilyadan ev tekstiline kadar
uzanan genis bir doniislim yaratiyor.
Son yillarda 6ne ¢ikan en guigli
egilimlerden biri, dogadan ilham alan
yasam alanlari.

Dogal malzemelerin yeniden deger
kazanmasi, suirdiiriilebilirlik bilincinin
gliclenmesi ve biyofilik tasarim
anlayisinin yayginlasmasiyla birlikte
evlerde daha sicak, yalin ve zamansiz
mekanlar 6ne gikiyor. Ahsabin sicakligl,
tasin dogalligy, ketenin hafifligi, pamugun
yumusakligi ve seramigin dokusal
karakteri, yasam alanlarina sakinlik hissi
kazandinyor. Ev tekstili ise bu déniistimiin
en gliclii tamamlayicilarindan biri olarak
dikkat cekiyor.

DOGALLIGIN YENIDEN KESFi

Uzun yillar boyunca modern tasarim
anlayisi, parlak ylizeyler, endiistriyel
malzemeler ve minimal gizgiler
etrafinda sekillendi. Glinlimizde ise
bu yaklasim daha yumusak, dokulu
ve dogayla iliski kuran bir estetik
anlayisiyla dengeleniyor. insanlar
yasadiklari mekanlarda yalnizca sik
bir goriinlim aramiyor, ayni zamanda
huzur, sicaklik ve aidiyet hissi de istiyor.
Dogal malzemelerin yiikselisi tam

da bu noktada anlam kazaniyor.
Ahsap, tas, kil, keten, pamuk ve

yiin gibi malzemeler, kusursuz
goriinmek yerine dogal karakterlerini
koruyan yiizeyleriyle dikkat ¢ekiyor.
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The result is a broader transformation
spanning architecture, interiors,
furniture and home textiles, with nature
emerging as one of contemporary
design’s most compelling sources of
inspiration.

As natural materials regain prominence,
sustainability becomes more deeply
embedded in consumer choices

and biophilic principles enter the
mainstream, interiors are becoming
warmer, quieter and more enduring.
The warmth of wood, the raw character
of stone, the lightness of linen, the
softness of cotton and the tactile appeal
of ceramics create spaces designed to
feel as good as they look.

Home textiles are central to this
transformation, adding softness, texture
and an immediate sense of comfort.

REDISCOVERING THE BEAUTY OF
NATURAL MATERIALS

For years, contemporary interiors were
dominated by polished surfaces, industrial
materials and clean, minimal lines. Today,
that aesthetic is being softened by a more
tactile approach, one that seeks a closer
relationship with nature.

People are no longer looking simply

for a stylish home. They want spaces
that offer a sense of calm, warmth and
belonging.

This is where natural materials come
into their own. Wood, stone, clay,

linen, cotton and wool are celebrated
not for their perfection, but for their
individuality. Visible grain, subtle

Damar izleri, renk gegisleri, dokusal
farkliliklar ve el isciligi hissi, mekanlara
ozglinliik kazandiryor. Bu yaklasim,
hizli tiiketim kiltiiriine karsi daha
uzun émiirli ve zamansiz Uriinlere
yonelimi de destekliyor. Kaliteli dogal
malzemelerden Uretilen tekstil riinleri
ve dekoratif unsurlar, yillar icinde
deger kazanan, yas aldikca karakteri
gliclenen parcalar olarak 6ne gikiyor.

BiYOFILiK TASARIMIN YUKSELISi
Son yillarin en dikkat gekici tasarim
yaklasimlarindan biri olan biyofilik
tasarim, insan ile doga arasindaki

bagi gliclendirmeyi amagliyor. Bu
anlayis, yasam alanlarinda dogal 1s18in
daha etkin kullanilmasi, bitkilere yer
verilmesi, organik formlarin tercih
edilmesi ve dogal malzemelerin

on plana ¢ikarilmasi gibi unsurlar
kapsiyor. Arastirmalar, dogayla iliskili
mekéanlarda zaman gegirmenin stres
seviyesini azalttigini, odaklanmayi
destekledigini ve genel yasam kalitesini
artirdigini ortaya koyuyor. Bu nedenle
biyofilik tasarim, estetik bir akim
olmanin &tesinde, yasam kalitesini
artiran bir tasarim stratejisi olarak
degerlendiriliyor.

Evlerde biiyiik pencereler, dogal 1sik
alan diizenlemeler, i¢ mekan bitkileri,
tas ve ahsap ylizeyler ile dogal dokulu
tekstiller, biyofilik yaklasimin temel
unsurlarini olusturuyor. Mekanin dogayla
gorsel ve fiziksel iliski kurmasi, kullanici
deneyimini 6nemli 6l¢lide degistiriyor.

nitelikleriyle 6ne ¢ikiyor. environmentally friendly y I- 1 E
characteristics. | L A
: :

variations in colour, irregular textures
and traces of craftsmanship give each
surface a character of its own.

The shift also reflects a growing
resistance to disposable design. Well
made textiles and decorative pieces
crafted from quality natural materials
are increasingly valued for the way
they age, developing greater depth and
character over time.

THE RISE OF BIOPHILIC DESIGN
Biophilic design has become one of
the most influential approaches in
contemporary interiors, built around
asimple idea: strengthening the
relationship between people and the
natural world.

In practice, this means making better
use of daylight, incorporating plants and
greenery, embracing organic forms and
prioritising natural materials. Research
cited in the source text associates
environments connected to nature
with lower stress levels, improved
concentration and better overall quality
of life. Biophilic design is therefore
increasingly considered not merely an
aesthetic direction, but a strategy for
creating spaces that support wellbeing.
Large windows, abundant natural
light, indoor planting, wood and stone
surfaces and richly textured natural
textiles all contribute to this approach.
By creating both visual and physical
connections with nature, interiors can
offer an entirely different experience of
everyday living.

4]



DEKORASYON/DECORATION

LD

WEERTERITEFFRINNNREARESCAL|

AHSAP VE TASIN ZAMANSIZ UYUMU

Dogadan ilham alan evlerin en giiclii karakterini ahsap ve
tas olusturuyor. Ahsap, sicaklik hissi veren yapisiyla yasam
alanlarini daha davetkar héle getirirken tas ise denge,
saglamlik ve dogallik duygusunu gliclendiriyor. Acik tonlu
mese, disbudak ve ceviz gibi ahsap tirleri, gliniimiiz i¢
mekanlarinda sikga tercih ediliyor. Tas ylizeylerde ise
traverten, dogal mermer, kireg tasi ve dokulu seramikler 6ne
cikiyor. Bu malzemeler, gosterisli bir etki yaratmaktan ¢ok
dogal bir atmosfer olusturmayi hedefliyor. Ozellikle zemin,
mutfak tezgahi, banyo yiizeyleri ve dekoratif detaylarda
kullanilan dogal tas, tekstil Urlinleriyle birlestiginde dengeli
bir kompozisyon olusturuyor. Ahsabin sicak tonlari ile keten
ve pamuk gibi dogal lifler, sakin ve biitiinciil bir yasam alani
yaratiyor.

EV TEKSTiLINDE DOGAL LiFLERIN YUKSELI$i

Dogal malzemelere yonelisin en giiclii yansimalarindan

biri ev tekstilinde goriiliiyor. Keten, pamuk, ylin ve bambu
gibi dogal lifler, estetik 6zelliklerinin yani sira nefes alabilen
yapilari, konforlu kullanim 6zellikleri ve gevre dostu
nitelikleriyle 6ne ¢ikiyor. Keten, son yillarda dekorasyonda
en cok tercih edilen dogal kumaslardan biri haline geldi.
Hafif kinsik goriinlimi, dogal dokusu ve zamansiz karakteri
sayesinde perdelerde, masa ortiilerinde, yatak ortiilerinde
ve kirlentlerde yaygin bicimde kullaniliyor. Ozellikle dogal
tonlardaki keten kumaslar, mekanlara dingin ve rafine bir
atmosfer kazandiryor.

Pamuk ise yumusakligl, dayanikliligi ve ¢ok yonli kullanim
ozellikleriyle ev tekstilinin temel malzemelerinden biri
olmayi siirdiirtiyor. Organik pamuk tiretiminin yayginlasmasi,
strdurilebilir dekorasyon anlayisini destekleyen 6nemli
gelismeler arasinda yer aliyor. Yiin, 6zellikle kis aylarinda
sicaklik hissini artiran dogal bir lif olarak 6ne ¢ikarken
bambu ise antibakteriyel 6zellikleri, hafif yapisi ve ¢evresel
avantajlariyla dikkat cekiyor.

a6

THE TIMELESS BALANCE OF WOOD AND STONE
Few materials define nature inspired interiors as powerfully as
wood and stone.

Wood brings warmth and a sense of intimacy, making spaces feel
more inviting, while stone introduces solidity, balance and an
elemental quality. Lighter woods such as oak and ash, alongside
walnut, have become increasingly prominentin contemporary
interiors. Travertine, natural marble, limestone and textured
ceramics are similarly shaping the language of surfaces.

Rather than making a statement through excess, these
materials create atmosphere through their inherent character.
Used across floors, kitchen worktops, bathrooms and
architectural details, natural stone works particularly well
when balanced with textiles. Warm timber tones paired with
linen and cotton create interiors that feel calm, cohesive and
quietly sophisticated.

NATURAL FIBRES TAKE CENTRE STAGE

Perhaps nowhere is the return to natural materials more visible
than in home textiles.

Linen, cotton, wool and bamboo are increasingly valued not
only for their aesthetic qualities, but also for breathability,
comfort and their environmental credentials.

Linen in particular has become a defining fabric of
contemporary interiors. Its naturally relaxed appearance,
tactile surface and timeless character make it equally at
home in curtains, table linens, bedspreads and cushions. In
soft, natural shades, linen lends interiors a calm and refined
sensibility.

Cotton remains a cornerstone of home textiles thanks to

its softness, durability and versatility, while the increasing
availability of organic cotton reflects the broader move
towards more sustainable interiors.

Wool brings natural warmth, particularly during the colder
months, while bamboo is gaining attention for its lightweight
character and other functional and environmental qualities.
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“TEKSTiL; MEKANA SICAKLIK,
YUMUSAKLIK VE iNSAN OLCEG
KAZANDIRIYOR”

Mimari ile tekstilin arasindaki bagi anlatan ic mimar Yesim
Kozanli, “iyi secilmis bir tekstil iiriinit mekana sonradan eklenmis
bir siis gibi goriinmez; mimarinin devamina doniisiir.” diyor.

“TEXTILES BRING WARMTH,
SOFTNESS AND A HUMAN SCALESTO INTERIORS™

Speaking about the relationship between architecture and textiles, interior arc-
hitect Yesim Kozanli says, “A well-chosen textile does not look like an ornament
added to a space afterwards; it becomes a continuation of the architecture.”
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Basarili biric mekanin oncelikle iyi
islemesi ve kullaniciya kendini iyi ve
rahat hissettirmesi gerekir.

“Above all, a successful interior must
function well and make people feel
comfortable and at ease.”

tel ve konaklama projeleri
o basta olmak tizere farkli yasam

alanlarina imza atan i¢ mimar
Yesim Kozanli, tasarim anlayisinda
mekanin bulundugu cografyadan
kullanici deneyimine kadar pek ¢ok
unsuru bir arada degerlendiriyor. “insan
bazen bitilin ayrintilari hatirlamayabilir
ama orada nasil hissettigini uzun siire
unutmaz.” diyen Kozanli, tasarimin
duyusal boyutunu, mekanin karakterini
olusturan malzeme segimlerini ve
tekstilin i¢ mimaride Ustlendigi rolii
dergimize anlatti.

Mimarlik, teknik bilgi kadar kisisel
bakis acisi ve yasam deneyimleriyle
de sekillenen bir meslek. Sizi bu alana
yonlendiren yolculuk nasil bagladi?
Tasarimla iliskim ¢ocukluk yillarinda,
kalem ve kagit arasinda kendime
kurdugum diinyalarla basladi. Once
modaya ilgi duydum; ardindan
gizdiklerimi li¢ boyutlu diistinmeye,
sahneler ve mekanlar hayal etmeye
basladim. Bir anlati kurmak ve o anlatiya
duyusal bir karsilik vermek beni cok
erken yaslarda i¢ mimarliga yonlendirdi.

aving designed a wide range
H of living spaces, particularly

hotels and hospitality projects,
interior architect Yesim Kozanli takes
into account numerous factors in her
design approach, from the geographical
context of a space to the user
experience. “People may not remember
every detail, but they will remember
how a place made them feel for a long
time,” says Kozanli, who spoke to our
magazine about the sensory dimension
of design, the material choices that
shape the character of a space, and the
role textiles play in interior architecture.

Architecture is a profession shaped
not only by technical knowledge, but
also by personal perspective and life
experience. How did your journey into
this field begin?

My relationship with design began in
childhood, with the worlds | created
for myself with pencil and paper. | was
initially interested in fashion; then |
began thinking about my drawings in
three dimensions, imagining scenes
and spaces. The idea of creating a

Lise yillarinda i¢ mimarlik fakiiltelerinin
brosirleriyle karsilastigimda meslegimi
se¢mistim bile.

Okudugum boliim bana meslegin teknik
yonleriyle birlikte tasarimi bir yasam
bicimi olarak kavramayi 6gretti. Mekana
ic ve dig ayrimi yapmadan, gevresiyle
birlikte bakmayi, gozlemlemeyi ve
anlamayi 6grendim. Bu yaklasim,
mezuniyetimden itibaren tasarim
anlayisimin temelini olusturdu. Zamanla
mekanin islevini ¢ozmenin yaninda
atmosfer yaratmaya, yasam bigimleri
kurgulamaya ve duyulari harekete
geciren deneyimler tasarlamaya
yoneldim.

Yesim Kozanli Mimarlik olarak hangi
alanlarda caligmalar yiiriitiiyorsunuz?
Yesim Kozanli Architecture & Interior
Design olarak agirlikli bicimde otel ve
konaklama projeleri izerinde galisiyoruz.
Bunun yaninda konut, restoran, bar,

spa ve farkli sosyal yasam alanlarinin
mimari ve i¢c mimari tasarimlarini
gerceklestiriyoruz.

Bir projeyi mimari kabugundan

ic mekanina, mobilyasindan
aydinlatmasina, sanatindan tekstil

ve peyzajina kadar biitlin olarak ele
aliyoruz. Kullanicinin mekan icindeki
hareketi ve orada yasayacagi deneyim de
tasarimin 6nemli bir parcasi.
Tasarimclyl, bu farkli alanlari ortak bir
fikir etrafinda bulusturan bir orkestrator
gibi gorliyorum. Mimarlar, tasarimcilar,
sanatgilar, zanaatkarlar, Ureticiler ve
uygulama ekipleri birlikte ¢alisiyor. Biz
de bitiin bu farkli sesler arasinda uyum
kurarak projenin kendine ait diinyasini
olusturmaya calisiyoruz.

Tasarim siirecinizi olugturan
vazgecilmez kriterler nelerdir?

Yeni bir projeye baslarken 6nce
bulundugumuz yeri anlamaya
calisiyoruz. Cografya, iklim, 151k,
manzara, yerel malzemeler, glindelik
aliskanliklar ve bolgenin hafizasi bize

ilk ipuglarini veriyor. Sonra kullaniciyi,
isverenin beklentilerini ve mekanin nasil
islemesi gerektigini ele aliyoruz.

Tasarim siirecinin basinda kavramsal
cerceveyi, mekansal akisi, dolasimi, odak
noktalarini ve islevleri belirliyoruz. Ty
planlanmis bir mekanda kullanici nereye
gidecegini sezebilmeli, hareket ederken
zorlanmamali ve farkli alanlar arasinda
dogal bir gecis yasayabilmeli.

narrative and giving that narrative a
sensory expression drew me towards
interior architecture at a very early age.
By the time | came across brochures for
interior architecture faculties during
high school, I had already chosen my
profession.

My education taught me not only the
technical aspects of the profession,

but also to understand design as a

way of life. | learned to look at a space
together with its surroundings, without
drawing a strict distinction between
interior and exterior, and to observe and
understand it as a whole. This approach
has formed the foundation of my design
philosophy since graduation. Over time,
beyond resolving the functional aspects
of a space, | became increasingly
interested in creating atmospheres,
envisioning ways of living and designing
experiences that engage the senses.

What areas does Yegim Kozanli
Architecture work in?

At Yesim Kozanli Architecture &
Interior Design, our primary focus
is on hotel and hospitality projects.

We also undertake architectural and
interior design projects for residences,
restaurants, bars, spas and a variety of
social spaces.

We approach each project as a whole,
from its architectural shell to its
interiors, furniture, lighting, art, textiles
and landscaping. The way users move
through the space and the experience
they have within it are also essential
parts of the design.

| see the designer as an orchestrator
who brings these different disciplines
together around a common idea.
Architects, designers, artists,
craftspeople, manufacturers and
implementation teams all work
together. Our role is to create harmony
among these different voices and build
a distinctive world that belongs to the
project itself.

What are the essential criteria that
form the foundation of your design
process?

When we begin a new project, our first
priority is to understand the place itself.
Geography, climate, light, views, local
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Biz mekani bir sahne gibi ele
aliyoruz. Bu sahnede her unsurun
kendine ait bir gorevi ve digerleriyle
kurdugu bir iliski var. Biitiin bu
katmanlar dengeli bicimde bir
araya geldiginde mekan kullaniciyla
duygusal bir bag kuruyor.

“We approach a space like a stage.
Every element on that stage has its
own role and its own relationship
with the others. When all these layers
come together in balance, the space
establishes an emotional connection
with the user.”

62

Malzeme kararlari da bu hikayenin
kurulmasinda 6nemli bir yere sahip.
Malzemeler mekanin karakterini,
sinirlarini ve kullanim bigimini belirliyor.
Bu nedenle secim yaparken goriinlimiin
yaninda dayanikliligy, islevi, dokunma
hissini, yaslanma bicimini ve gevresiyle
kurdugu iliskiyi de degerlendiriyoruz.

Sizce basarili bir ic mekan tasarimini
olusturan en 6nemli unsurlar
hangileri?

Basarili bir i¢ mekanin 6ncelikle iyi
islemesi ve kullaniciya kendini iyi ve
rahat hissettirmesi gerekir. insan mekana
nasil giriyor, nerede yavasliyor, neye
yoneliyor, nerede durmak istiyor ve
cevresiyle nasililiski kuruyor? Tasarim
stirecinde bu sorularin cevaplarini
aryoruz.

Mekani bitiin duyularla algilariz.

Isik, ses, renk, doku, koku, sicaklik ve
malzeme bir araya gelerek atmosferi
olusturur. Isik bakisi yénlendirir, ses
mekandaki hareketi ve kalma siiresini
etkiler, dokular ise yakinlik ve konfor
hissi verir. Mobilya, sanat ve tekstil de bu
deneyimi tamamlar.

Biz mekani bir sahne gibi ele aliyoruz.
Bu sahnede her unsurun kendine ait bir
gorevi ve digerleriyle kurdugu bir iligki
var. Butuin bu katmanlar dengeli bicimde
bir araya geldiginde mekan kullaniciyla
duygusal bir bag kuruyor.

Bir mekanin atmosferini belirleyen en
gliclii katmanlardan biri de kuskusuz
tekstil. Kumaslar, dokular ve yiizeyler
sizce bir i¢ mekanin kimligini
olustururken nasil bir rol iistleniyor?
Tekstil; mekana sicaklik, yumusaklik ve
insan oOl¢egi kazandiryor. Tas, ahsap,
metal ve cam gibi daha sert yiizeylerle
beden arasinda yakin bir iligki kuruyor.
Bir perdenin 15181 stizme bigimi,
kumasin dokunuldugunda verdigi

his veya halinin yiriirken yarattig
sessizlik, mekanin algisini dogrudan
degistirebiliyor.

Kumaslar renk ve desen tagsimanin
yaninda isig1 kontrol ediyor, sesi
yumusatiyor ve genis alanlari daha
samimi hale getiriyor. Gerektiginde farkli
boliimler arasinda hafif ve gegirgen
sinirlar da kurabiliyor. Iyi secilmis bir
tekstil Grlini mekana sonradan eklenmis
bir siis gibi gdriinmez; mimarinin
devamina donusiir.

Tekstilin liretim hikayesi de bizim icin

6nemli. Malzemenin nereden geldigi,
nasil dokundugu, hangi zanaat bilgisini
tasidigl ve zaman i¢inde nasil degisecegi
mekanin karakterine katkida bulunuyor.

Mimari tasarim siirecinde tekstil
malzemelerini hangi alanlarda
degerlendiriyorsunuz? Kullandiginiz
tekstil iiriinlerinin hangi 6zellikleri
sizin icin belirleyici oluyor?

Tekstili perde, désemelik kumas, hall,
yatak basi, minder ve dekoratif panel
gibi bircok alanda kullaniyoruz. Akustigi
iyilestirmek, sert yiizeyleri dengelemek
veya mekan icinde daha yumusak
gecisler kurmak icin tekstil kapli

duvar ve tavan uygulamalarindan da
yararlaniyoruz.

Secim yaparken renk ve dokuyla

birlikte kumasin teknik 6zelliklerini de
inceliyoruz. Ozellikle otel projelerinde
asinma dayanimi, kolay temizlenebilirlik,
yangin giivenligi, glines isigina karsi renk
dayanimi, akustik performans ve uzun
sureli kullanim belirleyici oluyor.

materials, everyday habits and the
collective memory of the region provide
our first clues. We then consider the
users, the client’s expectations and how
the space needs to function.

At the beginning of the design process,
we establish the conceptual framework,
spatial flow, circulation, focal points
and functions. In a well-planned space,
users should intuitively understand
where to go, move through it effortlessly
and experience natural transitions
between different areas.

Material decisions also play an
important role in building this narrative.
Materials define the character,
boundaries and ways in which a space
is used. For this reason, when selecting
materials, we consider not only their
appearance but also their durability,
function, tactile qualities, how they age
and the relationship they establish with
their surroundings.

In your opinion, what are the most
important elements of a successful
interior?

Above all, a successful interior must
function well and make people feel
comfortable and at ease. How does

a person enter the space? Where do
they slow down? What draws their
attention? Where do they want to stop?
And how do they interact with their
surroundings? These are the questions
we seek to answer throughout the
design process.

We perceive space through all our
senses. Light, sound, colour, texture,
scent, temperature and materials come
together to create an atmosphere.
Light directs the gaze, sound influences

movement and how long people choose

to stay, while textures create a sense of

intimacy and comfort. Furniture, art and

textiles complete the experience.
We approach a space like a stage. Every
element on that stage has its own role

and its own relationship with the others.

When all these layers come together
in balance, the space establishes an
emotional connection with the user.

Textiles are undoubtedly one of the
most powerful layers in shaping the
atmosphere of a space. What role do
you think fabrics, textures and surfaces
play in creating the identity of an
interior?

Textiles bring warmth, softness and a
human scale to interiors. They create

a close relationship between the body
and harder surfaces such as stone,
wood, metal and glass. The way a
curtain filters light, the tactile sensation
of a fabric or the quietness created by a
carpet underfoot can directly transform
the way a space is perceived.

Beyond introducing colour and pattern,
fabrics control light, soften sound and
make large spaces feel more intimate.
When needed, they can also create
light, permeable boundaries between
different areas. A well-chosen textile
does not look like an ornament added
to a space afterwards; it becomes a
continuation of the architecture.

The story behind the production of a

textile is also important to us. Where the
material comes from, how it is woven,
the craftsmanship it embodies and how
it will evolve over time all contribute to
the character of a space.

In which areas do you incorporate
textile materials into your architectural
design process? What qualities are
decisive when selecting the textile
products you use?

We use textiles in many applications,
including curtains, upholstery, carpets,
headboards, cushions and decorative
panels. We also use textile-covered wall
and ceiling applications to improve
acoustics, balance harder surfaces and
create softer transitions within a space.
Alongside colour and texture, we
carefully consider the technical
properties of a fabric. Particularly in
hotel projects, abrasion resistance, ease
of cleaning, fire safety, colourfastness

to sunlight, acoustic performance and
long-term durability are decisive factors.
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Tekstili fonksiyonel bir ihtiya¢ olarak da kullanabilirsiniz, bir
mekanin biitiin karakterini belirleyen unsur olarak da diyen
Zeynep Rende, “Benim icin tekstil, sanat ve aydinlatmayla
birlikte dekorasyonun en 6nemli katmanlarindan biri. Cinkii
renk, desen ve dokuyu ayni anda mekana tasiyor.” diyor.

TASARIMCI/DESIGNER

DILIMIN ONEMLI BIR PARCASI”

“CULTURAL REFERENCES ARE AN ESSENTIAL

PART OF MY DESIGN LANGUAGE”

You can use textiles simply as
a functional necessity, or as
an element that defines the
entire character of a space,”

says Zeynep Rende. “For me,
textiles are one of the most

important layers of interior
decoration, alongside art
and lighting, because they
bring colour, pattern and tex-
ture into a space all at once.

015 yilinda Zeynep Rende
2 ve Emre Rende tarafindan

kurulan 3 Culture, tasarim ve
fotografi ayni ¢ati altinda bulusturarak
Ozgtin bir gorsel kimlik yaratiyor.
Farkli kiiltiirlerden beslenen tasarim
anlayisini cagdas bir yorumla yeniden
ele alan 3 Culture, gorsel cesitliligi
yaratici tiretimin temel unsurlarindan
biri olarak goriiyor. “Birbirinden ¢ok
uzak cografyalarda benzer hikayelere,
sembollere ve anlamlara rastlamak
cok ilgimi gekiyor. Bir noktada bunlarin
hepsi ortak, global bir dile donustiyor.”
diyen Tasarimci Zeynep Rende ile
markanin tasarim yaklasimini, kiiltlrler
arasi etkilesimin yaraticiliktaki roliinii ve
yasam alanlarina bakisini konustuk.

ounded in 2015 by Zeynep
F Rende and Emre Rende, 3

Culture brings design and
photography together under one roof
to create a distinctive visual identity.
Drawing inspiration from different
cultures and reinterpreting them
through a contemporary lens, 3rd
Culture regards visual diversity as one
of the fundamental elements of its
creative practice. “I find it fascinating
to encounter similar stories, symbols
and meanings in cultures and
geographies that are so far apart. At
some point, they all become part of a
shared, global language,” says designer
Zeynep Rende. We spoke with her
about the brand’s design approach,
the role of cross-cultural interaction in
creativity and her perspective on living
spaces.
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3 Culture, tasarim ve fotografi ayni cati
altinda bulusturan 6zgiin bir marka. Bu
iki disiplinin bir araya gelmesi markanin
tasarim dilini nasil sekillendirdi?
Tasarim ve fotografi ayni ¢ati altinda
bulusturmak bizim icin en basindan

beri cok dogal ama bir o kadar da ilging
bir deneyim oldu. Ayni yerlere gidiyor,
ayni seyleri goriiyor ve deneyimliyoruz
ama bunlari iki farkli yaratici dille
yorumluyoruz. Ornegin, Hindistan’a

bir fotografci ve bir tasarimci olarak
gidiyorsunuz, sonunda Emre’nin gektigi
fotograflarla benim tasarladigim
desenler arasinda kendiliginden bir

bag olusuyor. Fotograflar, hikayeler,
renkler ve motifler zaman icinde birbirini
beslemeye basliyor. Aslinda ayni
hikayeleri farkli dillerle anlatiyoruz.

Koleksiyonlarinizda kiiltiirel
referanslar giiclii bir yer tutuyor.
ilham kaynaklarinizi secerken sizi en
cok etkileyen unsurlar neler?

Evet, kiiltiirel referanslar tasarim
dilimin 6nemli bir parcasi. Beni en

cok etkileyen sey ise bu referanslarin
cografi ve kiiltiirel sinirlari asabilmesi.
Birbirinden ¢ok uzak cografyalarda
benzer hikdyelere, sembollere ve
anlamlara rastlamak cok ilgimi ¢ekiyor.
Bir noktada bunlarin hepsi ortak, global
bir dile donistiyor.

Ornegin, ko¢ boynuzu Anadolu
kilimlerinde giic ve bereketle
iliskilendirilirken, Gana’nin Adinkra
sembollerinden Dwennimmen’de

yine giict temsil ediyor ama bu

kez tevazu ile birlikte. Yani guglu
olmanin ayni zamanda al¢akgondllu
olmayi gerektirdigini anlatiyor. Farkli
kultiirlerde benzer fikirlerin bambaska
gorsel dillerle karsimiza ¢ikmasi benim
icin cok giiclii bir ilham kaynagi.

Renk, doku ve desen arasinda
kurdugunuz denge oldukca dikkat
cekici. Bir koleksiyonu olustururken
bu ii¢ unsur arasindaki iligkiyi nasil
kurguluyorsunuz?

Benim icin her sey desenle basliyor.
Geometriye ve matematige ilgim
kuglkliiglimden beri var. Bir desen
cizmek benim igin aslinda tek bir dogru
cevabi olmayan bir matematik problemi
¢6zmek gibi.

Deseni gizerken genellikle kafamda ilk
bir renk diinyasi da oluyor. Sonrasinda
koleksiyonu olustururken saatlerce farkli
renk kombinasyonlari deniyorum. Bazen
ilk dustindiigiim renkten tamamen bagska
bir yere variyorum. Kreatif bir nefes almak
icin doniip Afrika kumaslarina, Meksika
sokaklarina ya da Emre’nin Hindistan
fotograflarina bakiyorum. Oralardaki
beklenmedik renk birliktelikleri bana yeni
bir kapi agabiliyor.

3™ Culture is a distinctive brand

that brings design and photography
together under one roof. How has the
combination of these two disciplines
shaped the brand’s design language?
Bringing design and photography
together under one roof has felt very
natural to us from the very beginning,
while at the same time being a
fascinating experience. We travel to
the same places, see and experience
the same things, yet interpret them
through two different creative
languages.

For example, you travel to India as

a photographer and a designer, and
eventually a connection naturally
emerges between Emre’s photographs
and the patterns | create. Over time,
the photographs, stories, colours and
motifs begin to feed into one another.
In essence, we are telling the same
stories through different languages.
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Farkh kiiltiirlerde benzer fikirlerin
bambaska gorsel dillerle karsimiza ¢cikmasi
benim icin ¢ok giiclii bir ilham kaynagi.

Seeing similar ideas expressed through completely
different visual languages across different cultures is an
incredibly powerful source of inspiration for me.

el

i

e
!
.



TASARIMCI/DESIGNER

Sizce tekstil liriinlerinin
dekorasyondaki rolii nedir, bir
mekana kimlik kazandirma siirecinde
nasil bir etki yaratiyor?

Bence bu tamamen tasarimciya ve o
mekanda yasayan kisiye bagli. Tekstili
yalnizca fonksiyonel bir ihtiyag olarak

da kullanabilirsiniz, bir mekanin

butuin karakterini belirleyen unsur
olarak da. Benim icin tekstil, sanat ve
aydinlatmayla birlikte dekorasyonun en
onemli katmanlarindan biri. Clinki renk,
desen ve dokuyu ayni anda mekana
tastyor. Ustelik mobilya ya da mimari
gibi daha kalici unsurlara gére ok daha
6zgiir; kiiclik bir degisiklikle bir mekanin
hissini tamamen doniistirebiliyor.

Ev tekstili koleksiyonlarinizda desen,
doku ve renk secimleri dikkat cekiyor.
Yeni bir koleksiyon olustururken sizi
yonlendiren ilk unsur hangisi oluyor;
bir hikaye, bir malzeme, bir renk ya
da bir duygu mu?

Genellikle bir hikdyeden ya da beni

cok etkileyen tek bir objeden yola
¢ikiyorum. Hatta cogu zaman o ilk

an bir miizede oluyor. Bir objenin
formu, lizerindeki kiigliciik bir motif

ya da arkasindaki hikaye dikkatimi
cekebiliyor. Sonra arastirmaya
basladikca o tek referans bagka

yerlere baglaniyor; farkli donemlere,
cografyalara ve sembollere uzaniyor.
Koleksiyon da yavas yavas bu
arastirmanin etrafinda sekilleniyor.

Sizce zamansiz bir tasarimi kalici
kilan temel unsurlar nelerdir?

Bence zamansizlik, bir tasarimin

notr ya da sade olmasi demek degil.
Gok renkli, cok desenli bir obje de
zamansiz olabilir. Benim icin 6nemli
olan tasarimin arkasinda gergek

bir fikir olmasi ve sadece o anin
trendlerine cevap vermemesi. Ayni
zamanda objeyle zaman iginde bir bag
kurabilmek 6nemli. Evde yillarca sizinle
yasayan, farkli mekanlara taginabilen,
baska objelerle yeni iliskiler kurabilen
tasarimlari seviyorum. lyi malzeme ve
iyi Uretim elbette bunun bir pargasi
ama bence kaliciligi asil saglayan sey,
objenin yillar sonra bile size hala bir sey
hissettirmesi.
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Benim igin tekstil, sanat ' For me, textiles are one of
t

ve aydinlatmayla birlikte he most important layers of

dekorasyonun en 6nemli interior decoration, alongside
katmanlarindan biri. Ciinkii art and lighting, because they
renk, desen ve dokuyu ayni bring colour, pattern and

anda mekana tasiyor. texture into a space all at once.

Cultural references have a strong
presence in your collections. What
influences you most when choosing
your sources of inspiration?

Yes, cultural references are an essential
part of my design language. What
fascinates me most is their ability to
transcend geographical and cultural
boundaries. | find it incredibly
interesting to encounter similar stories,
symbols and meanings in cultures and
geographies that are very far apart. At
some point, they all become part of a
shared, global language.

Take the ram’s horn motif, for example.
In Anatolian kilims, it is associated with
strength and abundance. In Ghana,

the Adinkra symbol Dwennimmen also
represents strength, but combines it
with humility. It conveys the idea that
true strength also requires humility.
Seeing similar ideas expressed through
completely different visual languages
across different cultures is an incredibly
powerful source of inspiration for me.

The balance you create between
colour, texture and patterniis
particularly striking. When
developing a collection, how do you
shape the relationship between
these three elements?

For me, everything begins with pattern.

| have been interested in geometry and
mathematics since childhood. Creating
a pattern is almost like solving a
mathematical problem for which there
is no single correct answer.

When | begin drawing a pattern, | usually
already have an initial colour palette

in mind. As the collection develops,
however, | spend hours experimenting
with different colour combinations.
Sometimes | end up somewhere

completely different from where | started.

Whenever | need a creative breath of
fresh air, | turn to African textiles, the
streets of Mexico or Emre’s photographs
from India. The unexpected colour
combinations | discover in them can
open up entirely new possibilities.

What role do you think textiles play
in interior decoration, and how do
they contribute to giving a space its
identity?

I think it depends entirely on the
designer and the person living in that

space. You can use textiles simply as a
functional necessity, or as an element
that defines the entire character of an
interior.

For me, textiles are one of the

most important layers of interior
decoration, alongside art and lighting,
because they bring colour, pattern
and texture into a space all at once.
What is more, compared with more
permanent elements such as furniture
or architecture, textiles offer much
greater freedom. Even a small change
can completely transform the way a
space feels.

Pattern, texture and colour stand

out in your home textile collections.
When creating a new collection, what
is usually your starting point: a story,
a material, a colour or an emotion?

| usually begin with a story or a

single object that has made a strong
impression on me. In fact, that first
moment often happensin a museum.
It might be the form of an object, a tiny
motif on its surface or the story behind
it that catches my attention. Then, as |
begin researching, that single reference
starts connecting to other places,
extending into different periods,
geographies and symbols. Gradually,
the collection begins to take shape
around that research.

What do you think are the
fundamental qualities that make a
design timeless and enduring?

I don’t think timelessness means that a
design has to be neutral or minimalist.
An object can be highly colourful and
richly patterned and still be timeless.
For me, what matters is that there is
a genuine idea behind the design and
that it does not simply respond to the
trends of the moment.

Itis also important to develop a
relationship with an object over
time. | love designs that live with you
for years, that can move with you
into different spaces and form new
relationships with other objects.
Good materials and quality
craftsmanship are, of course, part of
this. But | believe what truly gives an
object longevity is its ability to still
make you feel something, even years
later.
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TEKSTILDE KAYBOLAN DEGER

Uretim hizinin golgesinde
biiyiiyen tekstil sektorii, her yil
milyonlarca ton atik iiretirken
geri kazanilabilir degerin bilyiik
kismi hala sistem disinda kahyor.
Atik olarak tanimlanan her iiriin,
aslinda yeniden ekonomiye
kazandirilabilecek bir ham madde
potansiyeli tasiyor.

RESOURCE, NOT WASTE
THE LOST VALUE IN
TEXTILES

The textile industry, growing under the shadow
of production speed, generates millions of tons
of waste every year, while a vast portion of re-
coverable value still remains outside the system.
Every product defined as waste actually holds
raw material potential that can be reintegrated
into the economy.

n a global scale, the textile
o industry has long been the
representative of growth
and speed. However, today the
industry must face the waste burden
it has created. In an equation where
92 million tons of textile waste are
generated annually, the most striking
fact is that while the majority of this
amount is recoverable, it remains
outside the system. Approximately 95%
of textile waste is suitable for recycling;
however, only 15% is actually recycled.

Even more noteworthy is that the rate
of textile-to-textile recycling remains
at a mere 1%. This picture clearly
reveals the magnitude of the value
being lost in the industry. Today,

the issue has moved beyond mere
waste management; it is now a direct
matter of resource management. This
is because every product defined as
“waste” actually carries the potential
of a raw material that can be reclaimed
for the economy.




Dogru yapilandirilmig
bir dénglisel tekstil
ekonomisi ile geri
déniisiim oranlarinin
yiizde 30’un lizerine
¢tkmasi miimkiin. Bu
déniisiimiin ayni zamanda
yaklasik 180 bin yeni
istihdam yaratabilecegi
ongoriiliiyor.

With a properly structured
circular textile economy,
it is possible to increase
recycling rates to over
30%. It is projected that
this transformation could
also create approximately
180,000 new jobs.

Regiilasyonlarin Doniistiiriicii Giicii: ESPR Donemi
Bu déniisiim yalnizca piyasa dinamikleriyle degil, ayni zamanda regiilasyonlarla da hiz kazaniyor. Avrupa
Birligi’nin Eko-tasarim Yénetmeligi (Eco-design for Sustainable Products Regulation - ESPR), bu alandaki en
kritik adimlardan biri olarak éne ¢ikiyor. Yonetmeligin temel amaci, AB pazarindaki iirtinlerin gevresel etkilerini
azaltmak ve dongiiselligini artirmak. Bu kapsamda (iriinlerin daha az enerji tiiketmesi, daha uzun 6miirlii
olmasi, kolayca tamir edilebilmesi ve pargalarinin yeniden kullanilabilir olmasi hedefleniyor.

Ayni zamanda lirtinlerin zararli maddelerden arindirilmasi, geri déniistiiriilmiis icerik oraninin artirilmasi ve
yasam dénglisii boyunca daha diisiik karbon ayak izi birakmasi da yonetmeligin dncelikleri arasinda yer aliyor.

The Transformative Power of Regulations: The ESPR Era
This transformation is gaining momentum not only through market dynamics but also through regulations. The
European Union’s Ecodesign for Sustainable Products Regulation (ESPR) stands out as one of the most critical
steps in this field. The primary objective of the regulation is to reduce the environmental impact of products on
the EU market and increase their circularity. In this context, it is aimed that products consume less energy, have
a longer lifespan, are easily repairable, and possess reusable components.
At the same time, ensuring products are free of hazardous substances, increasing the ratio of recycled content,
and leaving a lower carbon footprint throughout their life cycle are among the regulation’s priorities.

LINEER MODELIN GORUNMEYEN
MALIYETi

Tekstil sektori, biiylk dlgiide lineer

bir modelle calisiyor: lret, tiiket ve

at. Bu model, 6zellikle son 20 yilda

hiz kazanan tiiketim aliskanliklaryla
birlikte daha da keskinlesti. Boston
Consulting Group’un “Tekstil Atiklarini
Degere Donlistirmek” baslikli raporuna
gore, kiiresel elyaf tiretimi 2000 yilindan
bu yana iki kattan fazla artis gosterdi. Bu
artis yalnizca iiretim kapasitesini degil,
ayni zamanda israfi da biyittd. Ayni
rapora gore, atilan giysilerin yaklasik
ylizde 80’i ¢opliiklerde veya yakma
tesislerinde son bulurken, yalnizca
ylizde 12’si yeniden kullaniliyor ve
ylizde 1’den ¢ok daha azi yeni tekstil
elyaflarina déniistiiriilebiliyor. Ustelik
bu kayip yalnizca gevresel degil. Mevcut
sistemin devam etmesi halinde tekstil
sektoruniin her yil yaklasik 150 milyar
dolarlik bir degeri kaybettigi tahmin
ediliyor. Bu, geri kazanimin yalnizca
surdirlebilirlik degil, ayni zamanda
gliclii bir ekonomik firsat oldugunu
agikca ortaya koyuyor.

THE INVISIBLE COST OF THE LINEAR
MODEL

The textile sector largely operates on a
linear model: produce, consume, and
discard. This model has become even
more pronounced with consumption
habits that have gained momentum
particularly over the last 20 years.
According to the Boston Consulting
Group’s report titled “Turning Textile
Waste into Value,” global fiber
production has more than doubled
since 2000. This increase has expanded
not only production capacity but also
waste. According to the same report,
approximately 80% of discarded
clothing ends up in landfills or
incineration plants, while only 12% is
reused and less than 1% is converted
into new textile fibers. Moreover, this
loss is not only environmental. It is
estimated that if the current system
continues, the textile industry will lose
approximately $150 billion in value
every year. This clearly demonstrates
that recovery is not just about
sustainability, but also a significant

%95

Tekstil atiklarinin yaklasik
ylizde 95’i geri dontisiime
uygun, buna karsin yalnizca
ylizde 15°i geri déniistiiriiliiyor.
Daha dikkat ¢ekici olan
ise tekstilden tekstile geri
déniisiim oraninin yalnizca
ylizde 1 seviyesinde kalmasi.

Approximately 95% of
textile waste is suitable for
recycling; however, only 15%
is actually recycled. Even more
noteworthy is that the rate
of textile-to-textile recycling
remains at a mere 1%.
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KURESEL ATIK KRiZi VE TEKSTILIiN
ROLU

Tekstil atiklari, kiiresel atik sorununun
onemli bir parcasi. Diinya Bankasi
verilerine gore, diinya genelinde
Uretilen toplam atik miktarinin 2050
yilina kadar 3,40 milyar tona ulasmasi
bekleniyor. Bu artis, yalnizca geri
donislim altyapisinin gelistirilmesiyle
yOnetilebilecek bir sorun olmaktan

¢ok uzak. Bu noktada 6ne ¢ikan
yaklagim ise hiyerarsik bir ¢c6ziim
modeli: “Azalt, Yeniden Kullan, Geri
Donustlr.” Uzmanlara gore en etkili
adimlar, Gretimi ve tiiketimi azaltmak ile
Griinlerin yeniden kullanimini artirmak.
Geri doniisiim ise bu zincirin son halkasi
olarak konumlaniyor.

Tekstil sektori agisindan bakildiginda

bu yaklasim, koklii bir degisimi zorunlu
kiliyor. Daha az ama daha uzun 6miirli
Uriinler tasarlamak, ikinci el kullanimini
tesvik etmek ve iiriinlerin yasam
dongiisiinli uzatmak artik bir secenek
olmanin dtesinde dogrudan bir gereklilik.

ATIK DEGIL, YENi NESiL HAM MADDE
Tekstil atiklarina yonelik bakis agisi
degistikce, bu alanin ekonomik

degeri de yeniden tanimlaniyor.

Pamuk, polyester ve yiin gibi liflerin
biiylik boliimii teknik olarak geri
donistiriilebilir 6zellikte. Ancak mevcut
sistemde bu potansiyelin ¢ok kiigiik bir
kismi degerlendirilebiliyor.

Oysa dogru ayristirma sistemleri,
gelismis geri donilstim teknolojileri ve
tasarim odakli yaklagimlar sayesinde
tekstil atiklari yeniden tiretim
siireglerine dahil edilebilir. Bu da hem
dogal kaynak kullanimini azaltir hem de
maliyet avantaji saglar.

Boston Consulting Group’un analizine
gore, dogru yapilandirilmis bir dongiisel
tekstil ekonomisi ile geri doniiglim

economic opportunity.

THE GLOBAL WASTE CRISIS AND THE
ROLE OF TEXTILES

Textile waste is a significant
component of the global waste
problem. According to World Bank
data, the total amount of waste
generated worldwide is expected to
reach 3.40 billion tons by 2050. This
increase is far from being a problem
that can be managed solely by
improving recycling infrastructure. At
this point, the prominent approachis a
hierarchical solution model: “Reduce,
Reuse, Recycle.” According to experts,
the most effective steps are reducing
production and consumption and
increasing the reuse of products.
Recycling is positioned as the final link
in this chain.

From the perspective of the textile
sector, this approach necessitates a
fundamental shift. Designing fewer but
longer-lasting products, encouraging
second-hand use, and extending the
life cycle of products is no longer an
option; it is a direct necessity.

NOT WASTE, BUT NEXT-GENERATION
RAW MATERIAL

As the perspective on textile waste
shifts, the economic value of this field
is being redefined. Most fibers, such
as cotton, polyester, and wool, are
technically recyclable. However, in the
current system, only a tiny fraction of
this potential is utilized.

Yet, through accurate sorting systems,
advanced recycling technologies,

and design-oriented approaches,
textile waste can be reintegrated into
production processes. This not only
reduces the use of natural resources
but also provides a cost advantage.

73



SURDURULEBILIRLIK/SUSTAINABILITY

Mevcut sistemin devam
etmesi hdlinde tekstil
sektoriintin her yil yaklasik
150 milyar dolarlik bir
degeri kaybettigi tahmin
ediliyor.

It is estimated that if the
current system continues,
the textile industry will
lose approximately $150
billion in value every year.

oranlarinin
ylizde 30’un lizerine

¢tkmasi miimkiin. Bu doniistimiin ayni
zamanda yaklasik 180 bin yeni istihdam
yaratabilecegi 6ngoriliiyor. Bu da tekstil
atiklarinin yalnizca gevresel degil, ayni
zamanda sosyal ve ekonomik bir firsat
alani oldugunu gosteriyor.

DONGUSEL EKONOMi: YENi SISTEM,
YENi DENGELER

Dongiisel ekonomi modeli, tekstil
sektdriinde giderek daha fazla

karsilik buluyor. Bu modelde amac,
tirtinleri miimkiin oldugunca uzun
sure kullanimda tutmak ve kullanim
6mrii sonunda yeniden liretim
suirecine dahil etmek. Boylece “atik”
kavrami bliytik 6l¢lide ortadan
kalkiyor. Bu yaklasim, sektdriin tiim
dinamiklerini yeniden sekillendiriyor.
Tasarim siireglerinden baslayarak
triinlerin geri donusturdlebilir olmasi,
Uretim asamasinda daha az kaynak
kullanilmasi ve tiiketici davraniglarinin
degismesi bu doniislimiin temel
bilesenleri arasinda yer aliyor.
Markalar agisindan bakildiginda ise yeni
bir rekabet alani ortaya gikiyor. Artik
surdirilebilirlik yalnizca bir iletisim
dili degil, dogrudan is modelinin bir
parcasli. Geri alim programlari, ikinci el
platformlari ve kiralama sistemleri bu
yeni dénemin 6ne ¢ikan uygulamalar
arasinda yer aliyor.

According
to analysis by the

Boston Consulting Group, it is possible
to increase recycling rates to over 30%
with a properly structured circular
textile economy. It is projected that
this transformation could also create
approximately 180,000 new jobs. This
indicates that textile waste is not just
an environmental issue, but a sphere
of social and economic opportunity.

CIRCULAR ECONOMY: NEW SYSTEM,
NEW BALANCES

The circular economy model is gaining
increasing traction within the textile
sector. The objective of this model is
to keep products in use for as long as
possible and to reintegrate them into
the production process at the end

of their service life. Consequently,

the concept of “waste” is largely
eliminated. This approach is reshaping
all the dynamics of the industry. From
the design phase onward, ensuring
products are recyclable, utilizing fewer
resources during production, and
shifting consumer behavior are among
the fundamental components of this
transformation.

From the perspective of brands, a new
competitive landscape is emerging.
Sustainability is no longer just a
language of communication but a direct
part of the business model. Buy-back
programs, second-hand platforms, and
rental systems are among the prominent
practices of this new era.
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TETSIAD YONETiMi, CUMHURBASKANI YARDIMCISI CEVDET

YILMAZ iLE BIR ARAYA GELDI

TETSIAD LEADERSHIP MEETS WITH
VICE PRESIDENT CEVDET YILMAZ

TETSIAD Baskani Murat
Sahinler ve Yonetim Kuru-
lu Uyeleri, Cumhurbagkani
Yardimcisi Cevdet Yilmaz ile
Cumhurbaskanligr Kiilliye-
si’nde bir araya geldi. Ger-
ceklestirilen toplantida, ev
tekstili sektoriiniin mevcut
durumu, sektor temsilcileri-
nin beklentileri ve gelecege
yonelik oncelikler kapsamli
sekilde degerlendirildi.

TETSIAD Chairman Mu-
rat Sahinler and mem-
bers of the Board of
Directors met with Vice
President Cevdet VYil-
maz at the Presidential
Complex. The meeting
focused on the current
state of the home textiles
industry, the expecta-
tions of sector represent-
atives and key priorities
for the period ahead.

TiCARET BAKANI OMER BOLAT’l ZIYARET ETTIK
TETSIAD LEADERSHIP DISCUSSES INDUSTRY PRIORITIES WITH

MINISTER OF TRADE OMER BOLAT

TETSIAD Baskani Murat Sahinler ve
Yénetim Kurulu Uyeleri, Ticaret Baka-
ni Prof. Dr. Omer Bolat’ ziyaret etti. 10
Temmuz 2026 tarihinde gergeklestirilen
gorlismede, Tirk ev tekstili sektoriiniin
glincel durumu ve sektor temsilcileri-
nin beklentileri ele alindi. Gérlismede,
sektoriin karsi karsiya oldugu glindem
basliklari ve ¢6ziim onerileri degerlendi-
rilirken, ev tekstili sektoriiniin gelisimine
katki saglayacak projeler ve TETSIAD’In
gelecege yonelik calismalan hakkinda
da goris alisverisinde bulunuldu.

TETSIAD Chairman Murat Sahinler and
members of the Board of Directors met
with Minister of Trade Prof. Dr. Omer
Bolat on 10 July 2026 to discuss the
current state of Tlirkiye’s home textiles
industry and the expectations of sector
representatives. The meeting addressed
key issues currently facing the industry,
along with potential solutions. The dis-
cussions also covered projects aimed at
supporting the continued development
of the home textiles sector, as well as
TETSIAD’s priorities and initiatives for
the period ahead.

76

SR DEIK

po. mii e1ACAY WAL GEAEL KU RELL

s 5 uhﬂ

ﬂglan

“'Y“

TETSIAD, DEiK 39. OLAGAN MALI GENEL KURULU’NDA
IS DUNYASIYLA BULUSTU

TETSIAD CONNECTS WITH BUSINESS LEADERS AT DEIK’S 39™
ORDINARY FINANCIAL GENERAL ASSEMBLY

Cumhurbagkani Recep Tayyip Erdogan’in tesrifleriyle gergek-
lestirilen DEIK 39. Olagan Mali Genel Kurulu ve Ustalara Saygi
Odiil Téreni’nde TETSIAD da katildi. 7 Haziran 2026 tarihinde
diizenlenen programa Ticaret Bakani Prof. Dr. Omer Bolat, Sa-
nayi ve Teknoloji Bakani Fatih Kacir, Aile ve Sosyal Hizmetler
Bakani Mahinur Ozdemir Goktas ve Adalet Bakani Akin Giirlek
de katilim sagladi. Program kapsaminda iiretim, ihracat ve eko-
nomik kalkinma hedeflerine katki sunan is diinyasinin temsilci-
leriyle bir araya gelen TETSIAD Bagkani Murat Sahinler, sektor
adina gesitli temaslarda bulundu.

TETSIAD attended DEIK’s 39" Ordinary Financial General Assem-
bly and Masters of Business Awards Ceremony, held on 7 June
2026 with the participation of President Recep Tayyip Erdogan.
The event also brought together Minister of Trade Prof. Dr. Omer
Bolat, Minister of Industry and Technology Fatih Kacir, Minister of
Family and Social Services Mahinur Ozdemir Goktas and Minister
of Justice Akin Giirlek. During the programme, TETSIAD Chairman
Murat Sahinler met with business leaders contributing to Tuirkiye’s
production, export and economic development goals, holding a
series of discussions on behalf of the home textiles industry.

ISTANBUL VALISi DAVUT GUL ILE SEKTOREL GUNDEM ELE ALINDI
SECTORAL AGENDA DISCUSSED WITH ISTANBUL GOVERNOR DAVUT GUL

TETSIAD Bagkani Murat Sahinler, TiM Baskan Vekili Ahmet Ok-
sliz, ITHIB Bagkani Ahmet Sisman ve Yénetim Kurulu Oyeleri ile
birlikte Istanbul Valisi Davut Gul’u ziyaret etti. Gerceklestirilen
goriismede, tekstil ve ev tekstili sektoriiniin glindemi ile is diin-
yasina iliskin gelismeler degerlendirilirken, sektoriin gelecegine
yonelik karsilikli gorus alisverisinde bulunuldu.

TETSIAD President Murat Sahinler, TiM Vice President Ahmet
Oksliz, ITHIB President Ahmet Sisman, and Board Members vis-
ited Istanbul Governor Davut Gul. During the meeting, the cur-
rent agenda of the textile and home textile sectors, as well as
developments concerning the business community, were dis-
cussed, with views exchanged on the future of the sector.
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TETSIAD’DAN ISTANBUL TICARET ODASI’NA ZIVARET
TETSIAD VISITS THE ISTANBUL CHAMBER OF COMMERCE

TETSIAD Baskani Murat Sahinler ve Yénetim Kurulu Uyeleri, is-
tanbul Ticaret Odasi Baskani Sekib Avdagic’i ziyaret etti. 22 Ha-
ziran 2026 tarihinde gergeklestirilen goriismede, ev tekstili sek-
tortinlin glincel glindemi ve sektorel beklentiler degerlendirildi.
Toplantida ayrica is dlinyasinin giindemindeki gelismeler ele
alinarak sektoriin mevcut durumu ve gelecegine iliskin karsilikli
gorus alisverisinde bulunuldu.

TETSIAD Chairman Murat Sahinler and members of the Board
of Directors visited Sekib Avdagic, President of the Istanbul
Chamber of Commerce (ITO), on 22 June 2026. The meeting fo-
cused on key developments and expectations within the home
textiles industry. The discussions also covered the broader busi-
ness environment, with both sides exchanging views on the sec-
tor’s current position and priorities for the period ahead.

TETSIAD, BEYOGLU KAYMAKAMI
ATAKSOY’U AGIRLADI

TETSIAD HOSTS BEYOGLU DISTRICT
GOVERNOR ATASOY

Beyoglu Kaymakami Abdullah Atakan Atasoy, TETSIAD’I ziya-
ret etti. 24 Haziran 2026 tarihinde gerceklesen ziyarette, TET-
SIAD Baskani Murat Sahinler ve Yénetim Kurulu Uyeleri Kay-
makam Atasoy’u dernek merkezinde agirladi. Gériismede, ev
tekstili sektoriindeki glincel gelismeler ve sektoriin beklentileri
ele alinirken kamu ve sek-
tér arasindaki is birliginin |
gelistirilmesine  yonelik
olasi calisma alanlari de-
gerlendirildi.

BEYOGLU District Gov-
ernor Abdullah Atakan
Atasoy visited TETSIAD
on 24 June 2026, where
he was welcomed by
TETSIAD Chairman Murat §
Sahinler and members of
the Board of Directors at
the association’s head-
quarters. The meeting focused on recent developments and
expectations within the home textiles industry, while also ex-
ploring potential areas of cooperation between the public sec-
tor and industry.
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TETSIAD’DAN ZEYTINBURNU
BELEDIYESI’NE ZiVARET

TETSIAD VISITS
ZEYTINBURNU MUNICIPALITY

TETSIAD Baskani Murat
Sahinler ve Yonetim Ku-
rulu Uyeleri, Zeytinburnu
Belediye Bagkani Omer
Arisoy’u makaminda zi-
yaret etti. 7 Mayis 2026
tarihinde gerceklestirilen
gorlismede, sektor ve
bolge glindemine iliskin
degerlendirmelerde bu-
lunuldu. Ziyarette, TET-
SIAD ile yerel yonetimler
arasindaki iletisim ve is
birliginin gelistirilmesine
yonelik goriis aligverisi
gerceklestirildi.

TETSIAD Chairman Murat Sahinler and members of the Board
of Directors visited Zeytinburnu Mayor Omer Arisoy on 7 May
2026. The meeting covered key developments affecting both
the industry and the local business environment, with discus-
sions also focusing on ways to strengthen communication and
cooperation between TETSIAD and local government.

TETSIAD YONETIM KURULU TOPLANTISI SAMSUN’DA GERCEKLESTIRILDI
TETSIAD HOLDS AUGUST BOARD MEETING IN SAMSUN

Tiirkiye Ev Tekstili Sanayicileri ve Is insanlari Dernegi (TETSIAD)
Agustos Ayl Yonetim Kurulu Toplantisi, Yonetim Kurulu Bagkan
Yardimcisi Kadir Beytekin’in ev sahipliginde Samsun’da ger-
ceklestirildi. Toplantida, ev tekstili sektoriiniin glincel glindemi
degerlendirilirken TETSIAD’In yiiriittiigii calismalar ve dernegin
onlimiizdeki doneme iliskin hedefleri kapsamli sekilde ele alindi.
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The August Board Meeting of the Turkish Home Textile Indus-
trialists and Businesspeople Association (TETSIAD) was held
in Samsun, hosted by TETSIAD Vice Chairman Kadir Beytekin.
The meeting focused on key developments within the home
textiles industry, as well as TETSIAD’s ongoing initiatives and
strategic priorities for the period ahead.

TETSIAD VE SAMSUN TSO
BiR ARAYA GELDI

TETSIAD MEETS WITH SAMSUN CHAMBER OF
COMMERCE AND INDUSTRY

TETSIAD Baskani Murat Sahinler ve Yonetim Kurulu Uyele-
ri, Samsun Ticaret ve Sanayi Odasi Yonetim Kurulu Baskani
Salih Zeki Murzioglu ve Yonetim Kurulu Uyelerini ziyaret etti.
Gergeklestirilen gorlismede, ev tekstili sektorliniin glindemi
ve Samsun is diinyasindaki gelismeler ele alinirken karsilikli
gorlis alisverisinde
bulunuldu. Ziyaret-
te ayrica sektoriin
gelisimine yonelik is
birligi imkanlan de-
gerlendirildi.

TETSIAD  Chairman
Murat Sahinler and
members of the Board
of Directors visited
Salih  Zeki Murziog-
lu, Chairman of the
Samsun Chamber of
Commerce and Industry, and members of its Board. The meeting
covered key developments in the home textiles industry and the
Samsun business community. The two sides also exchanged views
on potential areas of cooperation to support the industry’s contin-
ued development.

SAMSUN VALISI’NE ZIVARET
GERCEKLESTIRILDI

VISIT TO THE GOVERNOR
OF SAMSUN

TETSIAD Baskani Murat Sahinler ve Yénetim Kurulu Uyeleri,
Samsun Valisi Orhan Tavl’'yt makaminda ziyaret etti. Gergek-
lestirilen goriismede, ev tekstili sektdriiniin giindemi ile Sam-
sun’un ekonomik potansiyeli izerine degerlendirmelerde bulu-
nuldu. Ziyarette ayrica karsilikli goriis alisverisi gerceklestirildi.

TETSIAD Chairman Murat Sahinler and members of the Board
of Directors visited Samsun Governor Orhan Tavli. The meet-
ing focused on current developments in the home textiles
industry and Samsun’s economic potential, with both sides
exchanging views on the sector and the regional economy.
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TETSIAD’DAN UTIB YONETIMINE HAYIRLI OLSUN ZIVARETI
TETSIAD VISITS UTIB LEADERSHIP

TETSIAD Baskani Murat Sahinler ve Yénetim Kurulu Uyeleri,
Uludag Tekstil ihracatcilari Birligi (UTiB) Bagkani ihsan ipeker ve
Yonetim Kurulu Uyelerini ziyaret etti. 6 Mayis 2026 tarihinde ger-
ceklestirilen ziyarette, yeni doneme iliskin iyi dilekler paylasilir-
ken sektoriin gelisimine yonelik degerlendirmelerde bulunuldu.
Gorilismede, iki kurum arasindaki is birligi imkanlari ve ortak
proje alanlari ele alinarak sektoriin gelecegine yonelik karsilikli
gorus alisverisi gerceklestirildi.

TETSIAD Chairman Murat Sahinler and members of the Board of Di-
rectors visited ihsan ipeker, Chairman of the Uludag Textile Export-
ers’ Association (UTIB), and members of its Board on 6 May 2026.
During the visit, the TETSIAD delegation extended its best wishes to
the newly appointed leadership and discussed priorities for the de-
velopment of the textile industry. The meeting also explored oppor-
tunities for closer cooperation between the two organisations, po-
tential joint projects and shared priorities for the future of the sector.

TEKSTIL ZIRVESI CALISTAYI CORLU’DA
GERCEKLESTIRILDI

TEXTILE SUMMIT WORKSHOP
HELD IN CORLU

Corlu Ticaret ve Sanayi Odasi ev sahipliginde diizenlenen
Tekstil Zirvesi Calistayl, Tekirdag Valisi Recep Soytiirk ve Cor-
lu Kaymakami Niyazi Erten’in katiimiyla gerceklestirildi. 30
Temmuz 2026 tarihinde diizenlenen zirvede, TETSIAD Yonetim
Kurulu Baskani Murat Sahinler de konusmaci olarak yer ald1.

THE TEXTILE Summit Workshop, hosted by the Corlu Chamber of
Commerce and Industry, was held on 30 July 2026 with the partici-
pation of Tekirdag Governor Recep Soytiirk and Corlu District Gov-
ernor Niyazi Erten. TETSIAD Chairman Murat Sahinler also took part
in the summit as a speaker.
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TETSIAD TURKIYE FUTBOL FEDERASYONUW'NU
ZIiVYARET ETTi

TETSIAD VISITS THE TURKISH FOOTBALL
FEDERATION

TETSIAD Baskani Murat Sahinler ve Yonetim Kurulu Uyeleri,
Tiirkiye Futbol Federasyonu Baskani ibrahim Haciosmanog-
lu’nu makaminda ziyaret etti. 15 Mayis 2026 tarihinde gercek-
lestirilen gériismede, spor, liretim ve is diinyasinin ortak deger-
leri izerine degerlendirmelerde bulunuldu. Ziyarette kurumlar
arasindaki iletisim ve is birliginin gelistirilmesinin Gnemine
dikkat gekilirken farkli alanlar arasindaki etkilesimin giiglendi-
rilmesine yonelik goris alisverisinde bulunuldu.

TETSIAD Chairman Murat Sahinler and members of the Board of
Directors visited Ibrahim Haciosmanoglu, President of the Turk-
ish Football Federation, on 15 May 2026. The meeting explored
the shared values connecting sport, manufacturing and the busi-
ness community. Discussions also highlighted the importance of
strengthening communication and cooperation between institu-
tions and fostering greater interaction across different sectors.

TETSIAD BASKANI MURAT SAHINLER, ITM 2026 FUARI’NIN
ACILISINA KATILDI

TETSIAD CHAIRMAN MURAT SAHINLER ATTENDS
OPENING OF ITM 2026

TETSIAD Baskani Murat Sahinler, tekstil sektériiniin dnemli bulus-
ma noktalarindan ITM 2026 Fuar’nin acilis programina katildi. 9
Haziran 2026 tarihinde gerceklestirilen fuar acilisinda sektor temsil-
cileri ve paydaslarla bir araya gelen Sahinler, fuar alanindaki stantla-
r da ziyaret etti. Ziyaretler kapsaminda tekstil sektoriindeki giincel
gelismeler ve 6ne cikan yenilikler hakkinda katilimci firmalarla go-
riis alisverisinde bulunuldu. Sahinler, sektoriin gelecegine yon veren
gelismeleri ve yenilikci ¢oziimleri yakindan inceleme firsati buldu.

TETSIAD Chairman Murat Sahinler attended the opening of ITM
2026, one of the textile industry’s major international meeting
points, on 9 June 2026. Sahinler met with industry represent-
atives and stakeholders and visited exhibitors across the fair.
During his meetings with participating companies, he discussed
current developments and emerging innovations in the textile
industry, while gaining first-hand insight into new technologies
and solutions shaping the sector’s future.

TETSIAD’DAN BURSASPOR’A
SAMPiYONLUK TEBRIGi

TETSIAD CONGRATULATES BURSASPOR ON
CHAMPIONSHIP SUCCESS

TETSIAD Baskani Murat Sahinler ve Yonetim Kurulu Uyeleri,
Bursaspor Baskani Enes Celik’i ziyaret etti. 6 Mayis 2026 tari-
hinde gergeklestirilen ziyarette, Bursaspor’un elde ettigi sam-
piyonluk dolayisiyla tebrik-
lerini ileten TETSIAD heyeti,
kulliblin basarlarinin artarak
devam etmesi temennisinde
bulundu.

TETSIAD Chairman Murat
Sahinler and members of the
Board of Directors visited Bur-
saspor President Enes Celik
on 6 May 2026. The TETSIAD
delegation congratulated
Bursaspor on its championship success and extended its best
wishes for the club’s continued achievements.

TETSIAD’TAN MiMAR SiNAN GUZEL SANATLAR
UNIVERSITESI’NE ZIVARET

TETSIAD VISITS MIMAR SINAN
FINE ARTS UNIVERSITY

TETSIAD Baskani Murat Sahinler
ve Yonetim Kurulu Uyeleri, Mimar
Sinan Giizel Sanatlar Universitesi
Rektor Yardimcisi Prof. Yasemin Nur
Erkalir ile Tekstil ve Moda Tasarimi
Bolimi ogretim dyeleri Prof. Dr.
Nesrin Turkmen ve Dog. Dr. Nuray
Er Biyikl'yi ziyaret etti. 7 Mayis 2026
tarihinde gerceklestirilen goriisme-
de, sektor ile akademi arasindaki is
birligi imkanlar degerlendirildi.

TETSIAD Chairman Murat Sahinler and members of the
Board of Directors visited Mimar Sinan Fine Arts University,
where they met with Vice Rector Prof. Yasemin Nur Erkalir
and faculty members from the Department of Textile and
Fashion Design, Prof. Dr. Nesrin Tlirkmen and Assoc. Prof. Dr.
Nuray Er Biyikli. During the meeting, held on 7 May 2026, the
two sides explored opportunities to strengthen collabora-
tion between academia and the textile industry
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NASIL BIR EKONOMI GAZETESI TETSIAD’I ZIVARET ETTI
NASIL BIR EKONOMI NEWSPAPER VISITED TETSIAD
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Nasil Bir Ekonomi Gazetesi Yonetim Kurulu Baskani Hakan Guil-
dag, Genel Koordinatérii Vahap Munyar ile yazarlar Sadi Ozdemir,
imam Giines ve Giiray Erdogan, TETSIAD’I ziyaret etti. 14 Temmuz
2026 tarihinde gerceklesen ziyarette, TETSIAD Baskani Murat Sa-
hinler ve Yonetim Kurulu Uyeleri heyeti agirladi. Goriismede, Tiirk
ev tekstili sektoriiniin mevcut durumu ve gelecek vizyonu deger-
lendirilirken sektore yonelik projeler ve glindemdeki gelismeler
hakkinda karsilikl goriis alisverisinde bulunuldu.
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Nasil Bir Ekonomi Chairman Hakan Giildag, General Coordina-
tor Vahap Munyar and columnists Sadi Ozdemir, imam Giines
and Giiray Erdogan visited TETSIAD on 14 July 2026, where
they were welcomed by TETSIAD Chairman Murat Sahinler and
members of the Board of Directors. The meeting focused on the
current state of Tuirkiye’s home textiles industry and its future
outlook, alongside ongoing industry projects and key develop-
ments shaping the sector.

TETSIAD, WORLDEF ISTANBUL 2026’DA YER ALDI
TETSIAD ATTENDS WORLDEF ISTANBUL 2026

TETSIAD Baskani Murat Sahin-
ler ve TETSIAD Akademi Baska-
ni Yunus Olcayto, MENA bdlgesi
ve Tiirkiye’nin 6nde gelen e-ti-
caret, perakende ve yapay zeka
etkinliklerinden WORLDEF |IS-
TANBUL 2026’y ziyaret etti. 11
Haziran 2026 tarihinde gergek-
lestirilen ziyarette, e-ticaret ve
perakende ekosistemindeki ye-
nilik¢i ¢oziimler ve teknolojiler
yerinde incelendi.
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TETSIAD Chairman Murat Sa-
hinler and TETSIAD Academy
Chairman Yunus Olcayto visit-
ed WORLDEF ISTANBUL 2026,
one of the leading e-com-
merce, retail and artificial intel-
ligence events in Tirkiye and
the MENA region, on 11 June
2026. During the visit, they
explored innovative solutions
and emerging technologies
shaping the e-commerce and
retail ecosystem.
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