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Oz

Uriin ve hizmetleri birbirinden farklilagtiran, tanimlayan, bilgi veren, imaj yaratan
ve ozel bir kimlik kazandiran ayut edici isim, sozciik grubu, harf, sembol, sekil veya bunlarin
kombinasyonu olarak tanimlanan marka, teknolojinin kisa siirede taklit edilebildigi iiriin ve
hizmetlerin birbirine ¢ok benzedigi bir ortamda rekabet giiciinii belirleyen nemli bir unsur
haline gelmigtir. Fiziksel olarak birbirinden farkli olmayan ve pek cok benzer iiriiniin
bulundugu pazarlarda, gerek iiretici ve aract igletmeler gerekse tiiketiciler ve toplum agisindan,
markalar biiyiik Gneme sahiptir. Isletmeler agisitndan marka, iiriinlerini rakip diriinlerden
Sfarklilagtirarak, iiriine ve markaya, talep ve baghlik yaratmakta kullanilan dnemli bir aractir.
Tiirkiye'nin 6nemli bir sektorii olan deri hazir giyim igletmelerinin yogun uluslararasi rekabet
ortaminda pazar payint koruyabilmesi ve arttirabilmesi icin tek gikar yolun markalagma oldugu
pek cok aragtirmada ifade edilmektedir.

Bu aragtirmada Tiirkiye'de deri hazir giyim sektoriinde faaliyet gosteren hazir giyim
isletmelerinin markalagma diizeylerini ortaya koymak amaglanmagtir. Arastirma verileri
Tiirkiye'de faaliyet gosteren Tiirkiye Odalar ve Borsalar Birligi'ne baglt 42 adet deri hazir giyim
isletmesinden anketler yoluyla toplanmugtir. Toplanan veriler siniflandinilarak analiz edilmig
tablolar halinde sunularak yorumlanmigtir. Aragtirma sonuglarina gore, kendi markalar igin
diriinler tasarlayip iireten deri hazir giyim isletmeleri biiyiik cogunluktadir. Isletmelerin sahip
olduklart ulusal ve uluslararast marka sayilarinda pek ok isletmenin en az bir markaya sahip
olmast ve daha fazla igletmenin bu markalara on yildan daha kisa siiredir sahip olmalar
ozellikle son yillarda sektorde markanin 6neminin farkina vanldigi ve bu alanda ¢alismalarin
yapuldiginin bir gostergesidir. Ayrica kiigiik olgekli deri hazir giyim igletmelerinin markalagma
diizeyleri ve marka yaratmada karsilagtiklart zorluklar ortaya konularak deri hazir giyim
sektoriinde faaliyet gosteren igletmelere markalagmaya yonelik onerilerde bulunulmugtur.
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Abstract

Trademark is defined as a distinctive notion of a group of words, a letter, a symbol, a
figure, or a combination of all these. It differentiates products from services, and describe and give
information about them, as well. Today it has turned into a determining factor in power of
competition in such an atmosphere in which technology could be imitated in a very short time.

Trademarks are of great importance both to manufacturers, intermediaries and to
consumers and communities in markets in which very many products physically not so different
are available side by side. For businesses, trademark is a remarkable tool which is used to create a
demand for and obsession with the product, differentiating the product from similar rival ones.

It is expressed in many studies that the most effective solution is branding to maintain
and increase market share in intense international competition for the leather garment enterprises
which is an important sector of Tisrkey.

It is aimed in this study to determine the levels of branding of leather garment
enterprises in the garment sector in Turkey. Research data are collected through surveys from the
42 leather garment business connected to Turkish Union of Chambers and Exchange
Commodities. The collected data were interpreted by presenting in the tables as analyzed and
classified. According to results of the research, there are many ready-made leather cloth firms
which design products for their own trademarks. It shows that firms having national and
international trademarks own at least a mark. They have these marks for less than ten years, and
this also proves that firms have realized the significance of branding and there occurred important
improvements in this area. Moreover, the difficulties in branding and the level of branding of the
small-scaled firms are examined in this study and, accordingly, some necessary recommendings

for branding in these small-scaled firms have been noted.

Keywords: Brand, Leather-Wear Sector; Branding in Leather-Wear

L. GIRIS

Teknolojinin kisa siirede taklit edilebildigi tirtin ve hizmetlerin birbirine
¢ok benzedigi bir ortamda rekabet giictinii belirleyen stratejik bir unsur haline gelen
marka ve markalagmaya iligkin degisik tanimlar yapilmaktadir (Dogan, 2004:1).
Marka bir kegfin, bilimsel bir bulusun ticari bir deger tagimasi ya da ticari bir ¢ikig
icin deger yaratici Griinler olugturmak; bir kuruma yasal ve misterilere duygusal
olarak onaylatilmig tiriin ya da hizmet siire¢lerinde siirekli uzman olabilmek icin
olusturulmus; isim, terim, isaret, sembol vs. ile farklilagtirilmig degerli olgular
biitiintidiir (Elitok, 2003:2). Amerikan Pazarlama Dernegi'nin tanimina gore
“marka, bir satict veya satict grubunun diriin ve hizmetlerini tanimlamay:
rakiplerinden ayristirmay: amaglayan bir isim, bir terim, bir igaret, sembol veya
tasarimdir” (Anonim, 2007:1).
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