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OZET

TURKIYE EKONOMIiSINDE MARKALASMANIN YERI VE ONEMI;
TEKSTIL SEKTORUNDE BiR UYGULAMA

Bu c¢alismada, globallesen diinyada, rekabetin en iist diizeye ¢iktig1 giliniimiizde
isletmelerin ayakta kalabilmeleri adina daha fazla katma deger ve daha fazla pazar pay:
yaratmalar1 anlamia gelen giiglii markalar yaratma olgusu incelenmeye ¢alisilmistir. Marka
ve Marka Yapisi kavramlarina deginilerek Marka Yonetiminin evreleri incelenmis, Tiirkiye
Ekonomisine iligkin genel bir degerlendirme ile birlikte markalagsmanimn {ilke ekonomisi
tizerindeki etkileri saptanmaya ¢aligilmigtir. Marka Yapisi incelenirken marka kavraminin
tanimi yapilmig ve marka yaratilmasinin agamalar1 detayli sekilde gézden gegirilmistir. Bu
baglamda marka finansmaninin nasil ele alinmasi gerektigi iizerinde de durularak marka
degerlemesi kavrami da agiklanmigtir. Marka Yonetiminin dogusu ile birlikte gegirdigi evreler
dikkate alinarak marka konumlandirmanin ne derece 6nemli oldugu ortaya konulmus ve
pazarlamanin marka yonetimindeki etkileri {izerinde durulmustur. Tekstil sektorii baz alinarak

markalagmanin 6nemi vurgulanmaigtir.

Ulke ekonomisi; planlamadan &nce, planlamadan sonra ve kriz dénemi olarak 3
donem halinde incelenerek, markalasmanin giiniimiiz kosullarinda Tiirkiye ekonomisine ne
denli etkiler barindirdigi gozler 6niine serilmistir. Son olarak, Marka olgusu Mavi Jeans

ornegi 6zelinde somut olarak degerlendirilmeye ¢aligilmigtir.

Anahtar Kelimeler: Marka, Marka Yo6netimi, Tekstil Sektorii
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ABSTRACT

THE PLACE OF BRANDING IN TURKISH ECONOMY: A CASE STUDY IN
THE TEXTILE INDUSTRY

In a world going global, this study intends to investigate the creation of strong brands
in a context of fierce competition which makes it even more difficult for companies to

survive, to produce added value and increase their market shares.

Having conceptualized ‘brand’ and ‘brand structure’, all the phases of brand
management have been scrutinized. In this regard, a general evaluation of the Turkish
economy has been made along with possible implications of ‘branding’ on the country’s

economy.

In this study, the concept of branding has been explored within the context of Turkish
textile industry.

Turkish economy has been analyzed in three stages; prior to planning, after planning,
and during the period of crisis. Implications of branding on the domestic economy in current
circumstances have been debated. Finally, the ‘brand’ concept has been investigated in the
special case of Mavi Jeans as a successful representative of a Turkish brand in textile

industry.
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