


Speak�ng at the open�ng of the conference, wh�ch �s among Turk�sh apparel �ndustry’s
prest�g�ous events recogn�zed �n the �nternat�onal arena, TGSD Pres�dent Ramazan Kaya
emphas�zed that Turkey �s one of the most �mportant h�gh-qual�ty apparel producers of
the world. Rem�nd�ng that the sector accumulated substant�al exper�ence and resources
over the decades, w�th �ts qual�ty product�on, extens�ve collect�on, and des�gn capac�ty,
not to ment�on �ts brands and modern fash�on reta�l market, Kaya sa�d, "However, global
cond�t�ons cont�nue to change. Today, Turk�sh apparel �ndustry �s also undergo�ng a new
cycle of transformat�on, the fourth transformat�on process."

1

Speak�ng at the open�ng of the Istanbul Apparel Conference, one of the prest�g�ous
�nternat�onal events br�ng�ng Turk�sh apparel �ndustry together, Turk�sh Cloth�ng
Manufacturers’ Assoc�at�on Pres�dent Ramazan Kaya:

SPEECHES
OPENING

Apparel producers focus�ng on green product�on
and value-added products rather than quant�ty

Po�nt�ng out that Turkey has become an
expens�ve country �n the context of apparel
�ndustry, Ramazan Kaya sa�d, "In th�s
env�ronment, �t w�ll be d�ff�cult for us to meet
the demands of buyers focus�ng on pr�ce above
all. The �ndustry w�ll evolve �nto be�ng the
suppl�er for buyers focus�ng on qual�ty and h�gh
added value."

The 15th Istanbul Apparel Conference organ�zed
by Turk�sh Cloth�ng Manufacturers' Assoc�at�on
(TGSD), brought together the names that shape
global fash�on and the representat�ves of the
world's lead�ng brands, �n Istanbul.
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Not�ng the need to analyze the cond�t�ons wh�ch make transformat�on necessary, �f one �s
to establ�sh the r�ght strategy, Kaya underl�ned that the process w�ll be f�nanc�ally
challeng�ng. Emphas�z�ng that Turkey �s becom�ng an expens�ve place for the ready-to-
wear sector and that �t has become d�ff�cult to meet the demands of buyers focused on
pr�ce, Kaya sa�d:

"The sector w�ll no longer be a suppl�er of pr�ce-or�ented buyers and products. It w�ll
�nstead, largely become a suppl�er for buyers and products w�th a focus on h�gh added
value and qual�ty. Therefore, we need to h�ghl�ght our qual�ty product�on capab�l�t�es, and
market them to buyers. We need to adjust product�on and bus�ness scales accord�ngly.
We must make Turkey the center of green product�on. We need to focus on sell�ng value
and products, �nstead of quant�ty. Collaborat�ons w�ll become very �mportant �n the new
era. We need to develop collaborat�ons w�th suppl�ers �n the text�le sector, and long-term
strateg�c partnersh�ps w�th buyers. In the fourth transformat�on we w�ll be undergo�ng,
the we�ght of new �nvestments and the need for f�nanc�ng w�ll be h�gher. All processes
rang�ng from green transformat�on to d�g�tal transformat�on, �nvolve s�gn�f�cant
�nvestment costs. The support of our bus�ness partners �s espec�ally �mportant �n th�s
cruc�al per�od."

THE CENTER OF GREEN PRODUCTION
WE MUST MAKE TURKEY 

Ramazan Kaya added that Turk�sh apparel �ndustry �s aware of the need for
transformat�on and bel�eves that �t w�ll emerge stronger from th�s process,
thanks to �ts wealth of exper�ence and capac�ty.
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In h�s address, the Pres�dent of Turk�sh
Exporters Assembly (TIM) Mustafa Gültepe
re�terated the�r goal of mak�ng Istanbul a
fash�on center, and Anatol�a a product�on
base. Gültepe, who �s also the Pres�dent of
the Istanbul Ready-to-Wear and Apparel
Exporters' Assoc�at�on (İHKİB), stated that
text�le and ready-to-wear compan�es have
made very �mportant �nvestments �n
Anatol�a �n recent years, albe�t at a sl�ghtly
slower pace th�s year. Stat�ng that the
factor�es’ trans�t�on to susta�nable energy �s
cont�nu�ng rap�dly, Gültepe added:

"We have also ra�sed the bar �n exports, �n
accordance w�th the chang�ng cond�t�ons of
global trade. We are focused on ach�ev�ng
40 b�ll�on dollars exports f�gure �n ready-to-
wear cloth�ng. I bel�eve we can also eas�ly
reach 20 b�ll�on dollars �n text�les. Of course,
we have a long way to go for these
substant�al goals. We need to upgrade our
technology, �ncrease our product�v�ty, and
�ncrease our value-added product�on w�th
better des�gn and �nnovat�on as well as
stronger brands. Every day, we are mak�ng
progress on these �ssues. For example, the
Global Innovat�on Index was announced a
week ago. Th�s year, Turkey cl�mbed 4 places
up to the 37th place �n the �ndex. Th�s �s the
f�rst t�me Turkey ranks �n top 40. We are also
work�ng on ach�ev�ng compl�ance w�th the
EU’s Green Deal."

TIM PRESIDENT GÜLTEPE: WE FOCUSED ON 40
BILLION DOLLARS OF EXPORTS IN READY-TO-WEAR 

Gültepe po�nted out that transformat�on �s a
costly bus�ness, and emphas�zed the
�mportance of the support prov�ded to the
compan�es, by the state and bus�ness
partners, through th�s process. Not�ng the
pos�t�ve step of extend�ng the subs�d�es
program to cover transformat�on to
susta�nable energy, Gültepe sa�d, "next
generat�on subs�d�es should be developed
espec�ally for the green transformat�on of
our SMEs. I hope that our exporters’
problems �n access�ng red�scount cred�ts w�ll
also be solved �n the near future."
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IIn h�s speech, Ahmet Öksüz, Pres�dent of
Istanbul Text�le and Raw Mater�als Exporters
Assoc�at�on (İTHİB), sa�d that the text�le and
ready-to-wear sectors play an �mportant role
�n Turkey's promot�on �n the globe, �n
add�t�on to the�r contr�but�ons to the
nat�onal economy. Rem�nd�ng that the EU
a�ms to cut greenhouse gas em�ss�ons down
to zero by year 2050 w�th the Green Deal,
Öksüz cont�nued h�s words as follows:

"We see susta�nab�l�ty as a respons�b�l�ty and
cont�nue our efforts w�th th�s awareness. We
were the f�rst sector to announce an act�on
plan ded�cated to susta�nab�l�ty. W�th�n the
framework of the extens�ve project we
developed �n 2021, we created the
susta�nab�l�ty roadmap of our �ndustry and
shared �t w�th the ent�re sector. 

ITHIB PRESIDENT ÖKSÜZ: 
WE SEE SUSTAINABILITY AS A RESPONSIBILITY

We also organ�zed a 4-month long tra�n�ng
program wh�ch reached an aud�ence of 28
thousand. In add�t�on to publ�sh�ng our
Susta�nab�l�ty Gu�de, we launched the
'Susta�nable Text�les P&D Project'. W�th our
s�ster assoc�at�on İHKİB, we are execut�ng
the IPA and İSTKA projects to reduce carbon
footpr�nt. Moreover, on November 2nd, we
w�ll organ�ze the ‘Susta�nab�l�ty Talks
Istanbul’ event, draw�ng the attent�on of the
whole world.
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Cem Altan, the Pres�dent of the
Internat�onal Apparel Federat�on (IAF),
TGSD Board Member and Conference
Comm�ttee Cha�rman, rem�nded �n h�s
speech that the apparel �ndustry has
entered a d�ff�cult per�od due to energy
and raw mater�al pr�ces, recess�on
expectat�ons and the cond�t�ons
preva�l�ng �n a shr�nk�ng market.
Stat�ng that the sector �s also mak�ng
efforts to comply w�th the regulat�ons
�ntroduced w�th the a�m of reduc�ng
carbon em�ss�ons, Altan sa�d, "all
countr�es cont�nue to work hard to
solve these problems that stand �n
front of the apparel and text�le
�ndustr�es and to draw the road map
for the future for the �ndustry. Many
suppl�er countr�es, seek�ng to ga�n a
share of the shr�nk�ng market, are
rap�dly mak�ng necessary changes to
�ncrease the�r compet�t�veness.
Turkey's text�le and apparel sectors also
need to cooperate w�th a v�ew to
keep�ng up w�th these changes, and
reform themselves pretty soon.”

IIAF PRESIDENT ALTAN: 
TEXTILE AND APPAREL SECTORS 
ENTERED A TRYING PERIOD

Karaf�ber Text�le was the ma�n sponsor of the 15th Istanbul Apparel Conference organ�zed
by TGSD �n cooperat�on w�th İHKİB and İTHİB. Gama Recycle was the theme sponsor of
the conference. Cotton Counc�l Internat�onal, Aksa, Lenz�ng AG - Tencel™, Bus�ness
F�nland, Coats D�g�tal, Durak Text�le, Polytropon, Solarçatı, Galata Transport, Avery
Denn�son, Neb�m, Mav�, Permess, GOTS, Uğur Mach�nery, YKK, Leras Text�le, and Reflect
Stud�o also prov�ded support for the event.



6

İbrah�m Kara,  V�ce Cha�rman of the Board of D�rectors, Karaf�ber Text�le
HUMAN FACTOR ON GREEN REVOLUTION

I want to talk about the c�rcular economy �n the Green Deal. The c�rcular economy
should be the cornerstone of our act�on plans. Why �s �t so �mportant, you may wonder?
Because the c�rcular economy represents a new econom�c revolut�on. We e�ther have
m�ssed or caught up late w�th the �ndustr�al revolut�ons so far. From now on, we must
not m�ss any change, any transformat�on. Because the world �s mov�ng very fast. We
have to look at the c�rcular economy �n th�s context. Th�s �s a brand new econom�c
revolut�on. We are mov�ng from the l�near econom�c model of 'buy, use, throw away'
parad�gm to the 'repa�r, recycle, reuse' one. Th�s change w�ll d�srupt all our bus�ness
rout�nes. We need to keep up w�th �t. For, th�s transformat�on w�ll take place all over the
world, espec�ally �n Europe. But we are one of the f�rst countr�es to be affected due to our
prox�m�ty to Europe.

We need to adapt to the c�rcular economy



Stefan Se�del, Sen�or Head of Corporate Susta�nab�l�ty, Puma

SUSTAINABILITY JOURNEY OF PUMA
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By 2025, we want to be one of the lead�ng brands �n the context of susta�nab�l�ty. In the
message “Forever Better” we str�ve to make ourselves better on a da�ly bas�s. We went
from defens�ve to progress�ve. Our susta�nab�l�ty goals are l�nked to the UN. We want
completely susta�nable products �n our product range. Our 2025 goal �s to have 9 out of 10
products made from recycled mater�als.

Our 2025 goal �s to have 9 of our 10 products 
made from recycled mater�als

 

Nesr�n Baser, Head of Corporate Susta�nab�l�ty, SLN Tekst�l ve Moda

We bel�eve that cooperat�on �s 
the key to susta�nab�l�ty

Technolog�cal adaptat�on �s a pr�or�ty for us �n
terms of capac�ty and programs. D�g�t�zat�on
�s currently at the level of 80%. We have
moved the 3D product development and HR
management system to the d�g�tal f�eld. As a
manufacturer, our fac�l�ty �nspect�ons are
carr�ed out at un�versal standards. We
measure our carbon footpr�nt and publ�sh �t
for 3 years. 100% of the electr�c�ty we use �n
2021 comes from renewable sources. We have
s�gn�f�cantly reduced our carbon em�ss�ons.
Gender equal�ty and women's empowerment
are extremely �mportant at SLN. We have
been a s�gnatory to the UN �n�t�at�ve s�nce
2017. We have 100% female employees at the
Board of D�rectors level, 68% at the
management level and 54% �n general
average. Susta�nable development �s poss�ble
only w�th the contr�but�on of all stakeholders.
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Flor�an Heubrandner, VP Global Text�le Bus�ness, Lenz�ng AG – Tencel TM
THE SUSTAINABLE FIBER GAP

Our global f�ber consumpt�on �s 113 m�ll�on tons every year. Th�s �s the we�ght of 2.2 b�ll�on
people. Every year we are add�ng 3% of f�ber. In the beg�nn�ng, we needed f�bers for
cloth�ng, for w�pes, hyg�ene. Today two-th�rds �s synthet�c f�bers, 23% cotton, 6% �s
cellulos�c f�bers and other 5% �s other natural f�bers l�ke wool and s�lk. We bas�cally need
another 30 m�ll�on tons of f�ber �n only 8 years from now. Where do 30 m�llon tons of
f�ber come from and what k�nd of f�ber do we need? We have to meet certa�n
performance cr�ter�a. It has to be more susta�nable, b�odegradable �deally, �t needs to
support the c�rcular economy, should be affordable w�th stable pr�ces and most
�mportantly �t needs to be ava�lable. Cotton w�ll not solve our 30 m�ll�on tons problem.
Ava�lab�l�ty �s certa�nly go�ng to be one b�g �ssue for our 30 m�ll�on tons problem. 30
m�ll�on tons have to be more susta�nable than the 113 tons we are us�ng today. R�ght
now, 1% of cloth�ng �s actually be�ng recycled. 73% of cloth�ng �n the wardrobe w�ll end
up on a landf�ll. As Lenz�ng, we bas�cally reuse 30% of waste so �nstead of us�ng 100%
wood pulp, we are us�ng only 70% wood pulp. If you recycle f�ber today, �t �s not
�mmed�ately cheaper because of a learn�ng curve. We need to jo�ntly �nvest to calm
down that learn�ng curve s�m�lar to what we d�d �n renewable energy or solar energy. 

The add�t�onal 30 m�ll�on tons of f�ber that we need have to
be c�rcular, �t w�ll have to be a f�ber that �s made out of waste. 
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Petr� Alava, CEO and Co-founder, Inf�n�ted F�ber

SUSTAINABLE RAW MATERIALS

The b�ggest opportun�ty �s that the demand for the new susta�nable mater�als �s much
h�gher than we are even close to be able to manufacture. So, the ava�lab�l�ty �ssue �s what
we are try�ng to solve. We rather see �t as an opportun�ty. We are los�ng a value of more
than $100 b�ll�on, so why not to take use of such a valuable resource? The text�le waste
collect�on ecosystem needs to be developed. There needs to be new technolog�es so that
you can scan d�fferent mater�als, make the sort�ng more eff�c�ent. I th�nk the opportun�ty
�s there as the demand �s mass�ve. Now we just need to be f�nd�ng the way that how we
are go�ng to scale fast enough because the faster we can scale, faster we are learn�ng,
faster we become cost compet�t�ve and, at the end of the day the raw mater�als become
ava�lable, �t also starts mak�ng an �mpact on the markets. Leg�slat�on w�ll be help�ng there
a lot. The landf�ll�ng rate �n F�nland was about 75%. F�ve years after, the landf�ll�ng rate was
2% because of the self-forc�ng leg�slat�on from the EU wh�ch was bann�ng the landf�ll�ng
of b�odegradable waste. So, we just had to be f�nd�ng the solut�ons �n f�ve-year t�me to
make �t happen. The leg�slat�on com�ng up �n Europe forc�ng all the member states to
organ�ze the separate text�les waste collect�on w�ll be a great th�ng. That that w�ll be
accelerat�ng the ava�lab�l�ty of waste and was k�nd of keep�ng also at a low cost.

The text�le waste collect�on ecosystem needs to be develope
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Mar�ka Ollaranta, Head of Decarbon�z�ng Industr�es, RRF, Bus�ness F�nland

We def�n�tely need a knowledge shar�ng across the value cha�n �n order to speed up and
have a mean�ngful �mpact �n the short term �n the market, because that �s someth�ng
that the consumers want to have soon. I would l�ke to see young generat�on as role
models for all of us because accord�ng to stud�es they are w�ll�ng to pay more for
susta�nable opt�ons and also, the susta�nable elements �n the products are the cr�t�cal
ones when they do the purchas�ng dec�s�ons. St�ll, for the young people, g�v�ng the
transparency through the data �s �mportant. They can see the source of the raw mater�al
where �t has come from and where �t has been proceeded. The soc�al aspects are also
�mportant for them and also, what �s happen�ng �n the end of the l�fe cycle. 

We def�n�tely need a knowledge shar�ng across the value cha�n
�n order to speed up and have a mean�ngful �mpact �n the market 

We have the m�ss�on to equ�p the �ndustry w�th the tools requ�red to make the r�ght
dec�s�ons and our v�s�on �s to have a global text�le �ndustry that creates pos�t�ve �mpact as
they are produc�ng. We real�ze there's a b�g gap �n the �ndustry �n terms of the data that
we need to val�date. We are launch�ng a geospat�al system data so we can have track
d�rectly to the farm and on a spec�f�c locat�on �n the world. We have got our track�ng
system, wh�ch �s def�n�tely go�ng to �mprove the traceab�l�ty �n the cotton supply cha�n �n
part�cular, and obv�ously we are not do�ng th�s alone. We collaborate w�th the
cert�f�cat�on bod�es to be able to access that data and make that data ava�lable to brands
and reta�lers. We are hopefully go�ng to launch a shared measured system by the end of
th�s year. We are try�ng to create a platform where data �s collected �n a more
standard�zed and harmon�zed way so �t's for eas�er access and for use for brands and
reta�lers. 

Ru� Fontoura, F�ber & Mater�als Strategy Lead: Cotton & F�ber Crops, Text�le Exchange

We're try�ng to create a platform where that data �s collected �n 
a more standard�zed and harmon�zed way 
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Yunus Kara, Board Member, Karaf�ber

F�ve years ago, our susta�nable product�on was only 7%. Today 60% of our product�on �s
susta�nable. And I bel�eve that at 2025 we w�ll reach at least 90% because b�g players
declare that the follow�ng years they won't use any commerc�al raw mater�als anymore.
They try to sell at the�r stores all susta�nable products. We are separat�ng all of our text�le
wastes and we deal w�th ready-to-wear factor�es to collect the�r wastes and we make
them post-consumer and pre-consumer products. Once upon a t�me, producers l�ke us,
only have known convent�onal cotton and organ�c cotton, but today I can count at our
warehouse maybe 8 types of cotton, four types of v�scose, 5 types of polyester products,
b�odegradable products, vegan products, etc. We bel�eve that when the awareness
�ncreases, f�ber var�ety w�ll be much more �n near future. We make lots of research about
all k�nds of f�bers. So, we analyzed that lyocell product�on was l�m�ted. Therefore, Ecocell
brand was born. We are the 6th country wh�ch produces lyocell f�ber �n the world. Ecocell
�s fully susta�nable. Th�s f�ber �s com�ng from anc�ent and endangered forests. The
d�fference from other man-made f�bers �s we are us�ng organ�c solvents.

We bel�eve that when the awareness �ncreases, 
f�ber var�ety w�ll be much more �n near future.
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Claud�o Marenz�, Pres�dent, Herno 

Susta�nab�l�ty �s a healthy self�sh mean�ng that �f everybody
keeps h�s garden clean, then all the street w�ll be clean.

Funct�onal�ty and fash�on are �n our DNA.
In 2010, we �nvested 8 % of the turnover �n
mak�ng our company completely carbon-
free. The energy we are produc�ng �s the
energy we are us�ng. In 2013, we worked
on the prototype of PEF (Pro-
env�ronmental footpr�nt) to make the
map of the product from the yarn to the
end. By do�ng that, you th�nk about the
pollut�on that you are produc�ng.
Susta�nab�l�ty �s a healthy self�sh mean�ng
that �f everybody keeps h�s garden clean,
then all the street w�ll be clean. We have
to work together but everybody must do
h�s duty. Our task �s to make customer
understand that susta�nab�l�ty �s a cost. It
�s a quest�on of market�ng and
commun�cat�on globally. We are us�ng all
the susta�nable mater�als ava�lable on the
market. We have to be neutral at the end,
the energy that we use and the energy
that we produce should be neutral. The
energy should be renewable. 

HERNO’S JOURNEY TO SUSTAINABLE CLOTHING

Internat�onal log�st�cs and forward�ng �ndustry �s try�ng to adapt �tself w�th greener
solut�ons, more env�ronmental solut�ons and susta�nable approaches. All the �nvestments
are chang�ng. The way of carry�ng, stor�ng and d�str�but�ng goods �s chang�ng. You can
see more electr�cal veh�cles �n the �n-c�ty d�str�but�on �n Europe to m�n�m�ze the carbon
footpr�nt. 

V�ttor�o Zaga�a, CEO and VP, Galata Internat�onal Fre�ght Forward�ng

The way of carry�ng, stor�ng and d�str�but�ng goods �s chang�ng.
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We are the th�rd producer �n the world
but the largest exporter. It �s a program
that br�ngs quant�f�able and ver�f�able
goals and measurements to a more
susta�nable cotton product�on wh�le also
ensur�ng supply cha�n transparency. We
are a new program launched two years
ago. We count more than 40 global
brands as members. We have over 900
m�lls that jo�ned us. We have got 72
members �n 10 locat�ons �n Turkey. We
have been accepted by d�fferent aud�ts
and susta�nable �n�t�at�ves around the
world. Susta�nab�l�ty �s a long path that
we w�ll ach�eve together. And for that we
need some �ntegrat�on at d�fferent stages
of the sector. All starts �n the f�elds w�th
our growers. The program �s voluntary for
growers �n the States. We want to reach
50% of the U.S. cotton product�on 2025. 

Stephan�e Th�ers-Ratcl�ffe
D�rector, European Brands and Reta�lers, Cotton Counc�l Internat�onal

The Trust Protocol �s grounded �n susta�nab�l�ty

PROVIDING VERIFIED ASSURANCES THROUGH
DATA AND SUPPLY CHAIN TRANSPARENCY

The �dea �s to set up a protocol cotton
consumpt�on management system and
the �dea �s to record and ver�fy the
movement of U.S. cotton from the or�g�n
to the end product. We record all the
transact�ons along the supply cha�n, the
value to members, data for brands and
reta�lers and of course the traceab�l�ty of
the supply cha�n. For m�lls and
manufacturers, the b�ggest membersh�p
benef�t �s the opportun�ty to be �dent�f�ed
as part of a fully transparent supply cha�n
to be selected by brands and reta�lers
when they look for suppl�ers. In conclus�on,
the Trust Protocol �s grounded �n
susta�nab�l�ty.
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Lesl�e R�ley, Founder & CEO, Polytropon Automat�on Systems

Everybody that takes part �n the product development see the
same: the one true d�g�tal p�cture. 

Today 92 m�ll�on tons of text�le are wasted
�n the product�on process, and �f we don’t
change that, �t �s projected to go to 158
m�ll�on tons by 2030. A new r�s�ng
challenge �s how can we develop faster
smaller capsule collect�ons and del�ver
them qu�ckly. We need to put technology
at the heart of these operat�ons so that
we have standard�zed processes. One
�mportant factor �s to become a go-to
market partner. A suppl�er �s absolutely a
partner w�th h�s customer. You should
take the lead on the technology, not to
wa�t your customers to push you. So, the
core of all those th�ngs �s the d�g�tal
product creat�on and the d�g�tal tw�n. We
want the end-to-end d�g�tal apparel
process. Everybody takes part �n th�s
product development from the people
who buy �t to the people who produce �t,
to the people that sell �t, all see the same
p�cture, the one true d�g�tal p�cture. 

HOW TO CAPITALIZE ON THE RECESSION 
THROUGH DIGITAL PRODUCT CREATION?
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 Atakan Koru, Aksa Market�ng Manager

We w�ll �nvolve the consumer �n dec�s�on-mak�ng

INTEGRAL PART OF SUSTAINABILITY

As producers, we are work�ng to consume less natural resources, less energy and less
water. For example, we are plann�ng to produce w�thout us�ng any fresh water sources
soon. We have developed waterless dye�ng technolog�es. There �s also the recycl�ng part
of the p�cture. We are also work�ng on th�s �ssue. It �s necessary to �nvolve the consumer �n
the process. Because the manufacturer �s respons�ble for but one th�rd of a T-sh�rt’s
negat�ve �mpact on the env�ronment. Two th�rds, �n turn, occur dur�ng the consumpt�on
process of the product, �.e. dur�ng wash�ng, dry�ng, �ron�ng and dry clean�ng. Look�ng at
th�s p�cture, we have �dent�f�ed three areas w�th room for development. F�rst, we w�ll
�nvolve the consumer �n the dec�s�on-mak�ng mechan�sm. The second �s an act�on plan
for the consumer. That �s, we w�ll determ�ne what they need to do. Th�rdly, consumers w�ll
be our stakeholders, prov�d�ng �nput and support as we des�gn tomorrow.
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 We can ut�l�ze the clothes wa�t�ng
 �n the wardrobes, �n �ndustry

 

 Zafer Kaplan, Cha�rman of Gama Recycle

 Arzu Kaprol, Human Innovat�on Des�gner

We use more clothes than we need. Accord�ng to a study conducted �n the 50s, the
number of clothes a woman w�ll use �n a year �n her wardrobe �s e�ght. I th�nk that one of
the �mportant problems �s that the clothes are no longer as durable as �n prev�ous years.
Our rate of consumpt�on of clothes �s based on the fact that the human race, wh�ch we
call the consumer, duly fulf�lls th�s duty and th�s t�tle. We must create a new concept that
�s not about consumpt�on, about shar�ng, transform�ng, reus�ng, and bu�ld�ng long-
last�ng relat�onsh�ps. W�th the new perspect�ve we have created on th�s concept, our
customers need to sw�tch to a new relat�onsh�p model. At the same t�me, ı th�nk that the
des�gn processes should be d�fferent.

INTEGRAL PART OF SUSTAINABILITY

We must create a new concept that �s not
about consumpt�on, but about shar�ng,
transform�ng, reus�ng and establ�sh�ng 
long-last�ng relat�onsh�ps.

There are about 500 m�ll�on tons of clothes
wa�t�ng �n wardrobes around the world. If we
can recycle th�s 500 m�ll�on tons of resource, and
br�ng �t to the �ndustry, we can cover our needs
at least unt�l year 2100. By 2030, �t w�ll be
poss�ble to �ncrease the recycl�ng rate of used
clothes to 10 percent or even 20 percent. The EU
can do �t a b�t eas�er. Sure, some brands would
not be w�ll�ng to do th�s.

Those brands may be subjected to an extra 5
percent tax. Or we need to cert�fy clothes as
recyclable, that �s, we need to apply recyclable
product cert�f�cat�on alongs�de recycled product
cert�f�cat�on on clothes. Because �f we des�gn the
garment �n recyclable form, we would be
mak�ng a great leap for mak�ng all subsequent
processes eas�er. Espec�ally �n the EU, �t would
be better to requ�re recyclable product
cert�f�cates. The labels on clothes prov�d�ng
�nstruct�ons for use const�tute another
�mportant �ssue. There are hordes of labels on
the clothes, w�th wash�ng �nstruct�ons. The
global use of labels reaches 2.5 m�ll�on tons.
These labels have a sc�ssor mark on the edge. In
other words, we are tell�ng the consumer 'to cut
�t up and throw �t �n the garbage after read�ng �t’.
When we throw these labels �n the garbage,
they are very d�ff�cult to sort back. We can solve
the label problem w�th QR codes.
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Net zero energy economy �s poss�ble for bus�nesses

Utku Korkmaz, CEO of Solar Roof

Osman Hulus� Toprak, Deputy Cha�rman of Taypa Text�le

Our story beg�ns �n 2009. Back then, everyone laughed at
us because we were th�nk�ng about recycl�ng cl�pp�ngs
and potent�al products we could come up w�th, w�th
certa�nly more added value. Today, waste �s our most
�mportant raw mater�al �n regenerated yarn product�on
We made a dec�s�on �n 2018 to reduce not only our
carbon footpr�nt but also our water footpr�nt. W�th
reverse osmos�s technology, we managed to reduce our
water footpr�nt as well. We currently recover 55 percent
of our wastewater. We have also produced a prototype
for hydrogen-based systems. Tests are on track, and we
are gett�ng good results. By m�x�ng the green hydrogen
we produce w�th natural gas, we managed to reduce our
carbon footpr�nt –and thus our natural gas b�lls– by
around 20 percent.

NET ZERO ENERGY ECOSYSTEM
WIND/SOLAR/SOLARCHARGE

Waste �s our most �mportant raw mater�al �n 
regenerated yarn product�on

I w�ll try to expla�n whether a “net zero” energy economy
�s poss�ble for �nd�v�duals and then for bus�nesses... Today,
there are about 5 thousand electr�c veh�cles �n Turkey.
Yet, our local brand TOGG alone plans to produce 200
thousand electr�c veh�cles �n the next 4 years. Th�s �s a
very substant�al f�gure. Upon TOGG’s arr�val on the scene
–and I’m not tak�ng �nto account the products of other
brands �n the market–, �n 4 years the number of electr�c
veh�cles w�ll reach 40 t�mes the current levels. In a
nutshell, a net zero energy economy as we have
descr�bed �s poss�ble and feas�ble today, �n the context of
electr�c�ty, natural gas and fuel for �nd�v�dual consumers.
Th�s �s poss�ble for bus�nesses as well as for homes. What
�s poss�ble for the home �s also poss�ble for bus�nesses.
Ex�st�ng regulat�ons, espec�ally on solar power
generat�on, also encourage these efforts.



18

Armando Guastella, Partner of the Turk�sh Off�ce, Ba�n & Company

Between 2015 and 2002, brands and value cha�n players set goals and comm�tments for
the future. Act�ons and ach�evements ma�nly focused on brand operat�ons, wh�le core of
the problems are �n the supply cha�n. From now on, brands w�ll need to act on the�r
pledges, largely out of econom�c and regulatory necess�ty. The successful players of the
future w�ll re-def�ne fash�on w�th ever more substant�al, hol�st�c and cross-value cha�n
susta�nab�l�ty strateg�es for 2030 and beyond. However, del�ver�ng long-term
comm�tments w�ll not be easy. 90% of reta�lers and brands say that they are below or far
below expected progress �n susta�nab�l�ty efforts. From a demand perspect�ve, there �s
st�ll a general ‘say-do-gap’ for fash�on consumers, whose purchas�ng behav�or �s not
always al�gned w�th declarat�ons. However, approx�mately 15% of fash�on consumers
already make purchas�ng dec�s�ons based on susta�nab�l�ty and th�s cohort �s l�kely to
become 50% �n the next 5 years. ”Impact per wear” �s a key metr�c to assess the
susta�nab�l�ty prof�les of products, often overlooked by brands and w�th enormous
storytell�ng potent�al. Th�s �s a huge opportun�ty for manufacturers hav�ng a room to
apply a h�gher pr�ce because of susta�nable products. Start-ups can transform the
�ndustry much faster than we bel�eve.

The fash�on �ndustry �s enter�ng �nto the del�very-phase
where results w�ll be more �mportant than comm�tments.

In 2019, we �n�t�ated the regenerat�ve agr�culture exper�ence w�th Stella McCartney, one
of the p�oneers of susta�nable fash�on, on 5 decares of land. The follow�ng year, WWF
Turkey jo�ned the program w�th a very large US cloth�ng company. Our story began w�th
5 decares and grew to 550 decares. Next year we plan to �ncrease th�s to 1000 decares...
We want th�s to be embraced by even w�der segments of the sector. But we have some
challenges. The f�rst problem �s f�nanc�ng. We are work�ng w�th var�ous NGOs to conv�nce
farmers. We are do�ng our best to conv�nce more farmers to adopt�ng regenerat�ve
agr�culture. At the beg�nn�ng of th�s year, the Un�ted Nat�ons Econom�c Comm�ss�on for
Europe became a partner �n our f�rst project. And they brought the European Space
Research Inst�tute w�th them. Together we are try�ng to develop a system that w�ll
ensure traceab�l�ty at every stage.

Muzaffer Kayhan, CEO of Söktaş

We are try�ng to conv�nce more farmers to adopt�ng
regenerat�ve agr�culture

SUSTAINABLE RAW MATERIALS
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We bu�lt the company we, as the young generat�on, wanted to see

 Ece Altunmaral, Co-Founder of Reflect Stud�o

Our target aud�ence demands transparency

Eray Erdoğan, Co-Founder of Reflect Stud�o

One year after our establ�shment, we set out w�th the quest�on of how to develop
susta�nable des�gn and product�on methodolog�es to max�m�ze our �mpact. Th�s quest�on
led us to collaborat�on w�th other compan�es �n search of susta�nable text�les. Currently
we are work�ng w�th brands, schools and culture and art �nst�tut�ons. We manage the
process for all k�nds of text�le-related needs, rang�ng from des�gn to del�very. We bu�lt the
company we, as the young generat�on, wanted to see. There �s a cert�f�cat�on agency
called B Corp, wh�ch �s the only agency worldw�de that cert�f�es compan�es. We are the
only company �n Turkey w�th B Corp cert�f�cat�on.

Currently, 15 percent of our aud�ence �s ready to pay a prem�um for a susta�nable product.
It looks l�ke th�s rate w�ll �ncrease to 50 percent �n the future. Th�s �s not only an
advantage, but also a great respons�b�l�ty. Our target aud�ence �s one that constantly asks
quest�ons, demands transparency from the company, and wonders what �s be�ng done,
how and by whom. Therefore, �t �s not enough just to offer a qual�ty, well-des�gned
product, and to announce �t on soc�al med�a. We have to expla�n the whole process, even
the grounds of pr�ce h�kes, to our aud�ences.

 Ed�pcan Yıldız, Co-Founder of Reflect Stud�o

 We address susta�nab�l�ty w�th �ts env�ronmental 
and soc�al d�mens�ons

 
In our v�ew, susta�nab�l�ty r�ses on p�llars. One �s env�ronmental, and the other �s soc�al. On
the env�ronmental s�de, we make sure that every �nput used �n product�on �s organ�c,
recycled or c�rcular cellulos�c f�ber. We str�ctly check that everyth�ng we use, from
embro�dery and sew�ng threads to packag�ng, �s produced w�th m�n�mal env�ronmental
�mpact. We struggled w�th the soc�al compl�ance s�de of the whole endeavor, espec�ally �n
the beg�nn�ng. We real�zed that the r�ght way forward was to develop and transform our
suppl�ers, and we prov�ded both f�nanc�al and �ntang�ble support for the�r soc�al
compl�ance cert�f�cat�on efforts.
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Emre Ilıcalı (Ph.D.), Altens�s Co-Founder

In add�t�on to ga�ns on the energy eff�c�ency and combat�ng cl�mate change fronts, green
bu�ld�ngs prov�de comfortable and healthy env�ronments for the�r �nhab�tants. When we
set out to bu�ld a green bu�ld�ng, we also need to pay attent�on to the mater�als we
choose. Our efforts result �n the green economy. In other words, from the cho�ce of raw
mater�als, to construct�on mater�als, to the equ�pment we use, we are mov�ng to a
d�mens�on that concerns the ent�re economy, and a new economy model �s develop�ng
under the name 'green economy'. At some po�nt, the fac�l�t�es on offer at green bu�ld�ngs
for the�r �nhab�tants, ensure and fac�l�tate soc�al susta�nab�l�ty, soc�al and env�ronmental
equal�ty. When we talk spec�f�cally about the text�le sector, the road to a green economy
starts even before the factory bu�ld�ng �s bu�lt. In other words, depend�ng on the land you
choose and the way you use that land, you are e�ther on the path to susta�nab�l�ty, or you
start to move away from that path.

A new model �s develop�ng under the name of 'green economy'

PATHWAY TO GREEN FACTORY
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The Susta�nable Terms of Trades In�t�at�ve (STTI) �s a global effort
to enable suppl�er and buyers understand each other. 
We hear today the l�st of demands from brands
and reta�lers buy�ng from manufacturers on
susta�nab�l�ty and on flex�b�l�ty. At the same t�me
marg�ns for manufacturers are be�ng squeezed
by r�s�ng costs, and �t becomes clearer every day
that w�thout better ways of purchas�ng pract�ces,
manufacturers cannot real�st�cally be expected to
create a greener �ndustry by themselves. It's a
collaborat�on, but understand�ng does not lead
automat�cally to act�ons. IAF �s very much
�nvolved �n th�s top�c through a project called the
Susta�nable Terms of Trades In�t�at�ve. Th�s �s a 13-
assoc�at�on, 10-country �n�t�at�ve led by
manufactur�ng assoc�at�ons from across the
world and together they represent about 75% of
global product�on, so th�s �s really a global effort
go�ng on.

Matth�js Cr�etee - Secretary General, IAF

 Marsha D�ckson - Pres�dent and Co-founder, Better Buy�ng Inst�tute
 

I started study�ng the �mpact of purchas�ng
pract�ces on suppl�ers and workers 20 years ago,
and we created better buy�ng out of the research I
was do�ng as a professor at the Un�vers�ty of
Delaware. We created a d�g�tal safe space for
suppl�ers to share what happens �n the�r bus�ness
relat�onsh�ps w�th spec�f�c buyer customers and
share the�r �deas about �mprovements that could
be made and have the�r concerns taken more
ser�ously and acted on. We are prov�d�ng a
mechan�sm for suppl�er vo�ce because �t has been
neglected too long �n th�s �ndustry. Data �s
suppl�ers’ vo�ce, the�r vo�ce �s heard w�th data.
When a large number of suppl�ers po�nt out and
report the same �ssue the buyer's percept�on of
that �ssue changes �t from a compla�nt. W�th the
data that we gather, we advance your concerns,
advance your �ssues to the part�cular customers,
but also to the �ndustry at large. Better purchas�ng
pract�ces �s not just about env�ronmental
susta�nab�l�ty or soc�al susta�nab�l�ty, �t's about just
good bus�ness. Our �ndex report last year that
compared pre-COVID w�th COVID data year over
year compar�son shows �mprovements �n
plann�ng, forecast�ng cost, cost negot�at�on and
w�n-w�n susta�nable partnersh�p.

PURCHASING PRACTICES

Better purchas�ng pract�ces �s not just about env�ronmental
susta�nab�l�ty or soc�al susta�nab�l�ty, �t's about just good bus�ness.
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Gerw�n Lepp�nk
Europe Representat�ve, Worldw�de Respons�ble Accred�ted Product�on 

WRAP �s Worldw�de Respons�ble Accred�ted
Product�on, the world’s largest �ndependent factory-
based program focused on apparel, footwear, and
sewn products. We do not have members, we are a
non-prof�t organ�zat�on about soc�al compl�ance. The
German Supply Cha�n Due D�l�gence Act, effect�ve �n
January 1, 2023 �s about the act�ons of enterpr�ses �n
h�s own bus�ness areas �n Germany, but also the
act�ons of d�rect suppl�ers and the act�on of �nd�rect
suppl�ers. It �s a leg�slat�on about the supply cha�n and
I absolutely th�nk that has an effect on purchas�ng
pract�ces. It w�ll be the new North Star �n compl�ance.
The �nterest�ng th�ng �s of course that an author�ty �n
Germany �s really check�ng what these compan�es are
do�ng. So, �t �s qu�te d�fferent from d�fferent leg�slat�on
we have seen so far. Manufacturers can play an act�ve
role by themselves to see what they can do to al�gn
actually w�th the�r factory to become a suppl�er of
cho�ce for German reta�lers and brands. The role of
soc�al compl�ance cert�f�cat�on �n th�s �s to �nspect and
cert�fy factor�es �f the�r soc�al compl�ance standards do
meet pr�nc�ples. The EU actually �s very act�ve to say
“We want to cover th�s �n Europe w�th the European
leg�slat�on and there �s already a draft on Corporate
Susta�nab�l�ty Act. 

The German Act on Corporate Due D�l�gence �n Supply Cha�ns,
effect�ve �n January 1, 2023 has an effect on purchas�ng pract�ces.
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We know that supply cha�n d�srupt�ons cont�nue from the pandem�c. We know that raw
mater�als, labor costs are r�s�ng. We know that the k�nd of order fragmentat�on �s gett�ng
more and more, lead t�mes are gett�ng lower, labor �s gett�ng harder to f�nd. People are
leav�ng the �ndustry. Then, we look at the deta�ls, we look at the small th�ngs �n the
bus�ness, th�s s�mple concept of measur�ng work content.
 So, we talk about that matr�x between qual�ty, cost and t�me. How do we �ncrease qual�ty
w�thout �ncreas�ng t�me or cost? How do we reduce cost w�thout reduc�ng the qual�ty
and so we try to balance th�s. There �s a concept called standard m�nute value (SMV). We
talk about the labor t�me �t takes to produce a garment. It �s that small SMV that
determ�nes so much of the b�g th�ngs that happen w�th�n our bus�nesses, w�th�n our
manufactur�ng env�ronments. Bus�nesses are made up of people who want to add value
to organ�zat�ons. We see �ndustry transformat�on start�ng at the most m�nute data po�nts.
Once you have that data po�nt, �t �s easy to ma�nta�n, manage and then collaborate. We
work on the s�mple pr�nc�ple: get the r�ght amount of �nformat�on to the r�ght person at
the r�ght t�me and let them make the r�ght dec�s�on. Technology �s there to augment
human potent�al. It �s no longer about the cheap needle, �t �s about the smart needle.

Wesley Ekman, Sen�or Global Commerc�al D�rector, Coats D�g�tal 

It �s no longer about the cheap needle, �t �s about the smart needle.

WHY IS DIGITAL TRANSFORMATION
KEY TO GROWING YOUR BOTTOM LINE?
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We are talk�ng about changes �n supply cha�ns around the world. What do we mean by
that? Buyers want to procure products from sources close by, �n contrast to the�r prev�ous
sources �n Ch�na. They are also cons�der�ng alternat�ves for d�vers�fy�ng the�r supply
channels, �n the l�ght of pol�t�cal r�sks... Recess�on and �nflat�on �n Europe... A ser�ous
slowdown �n the world economy... As a result of th�s slowdown, there may even be a
short-term negat�ve trend �n global trade. Th�s �s a short-term s�tuat�on. In the long run,
th�s w�ll grow aga�n. Th�nk of �t th�s way: W�ll the trade among EU countr�es, �ns�de the
Eurozone, decrease or �ncrease? It w�ll surely cont�nue to �ncrease. In other words , the
trade between France, Germany and Italy w�ll def�n�tely cont�nue to �ncrease. Maybe the
d�rect�on of trade w�th the rest of the world could change. So reg�onal contract�ons may
occur. Maybe Ch�na's exports to the EU w�ll decrease wh�le those of Ind�a w�ll �ncrease. As
a matter of fact, V�etnam f�lled the gap well and d�d very well on that front.

WHERE IS GLOBAL TRADE HEADING?

 Prof. Asaf Savaş Akat, Econom�st
 
 The global trade may reg�ster a decl�ne �n the short term

One of the cr�t�cal quest�ons �n my m�nd �s whether Turkey's progress �n apparel and
text�le �ndustry w�ll be conf�ned to the pages of h�story. D�d we pass that stage? We've
come a long way w�th th�s. But many other countr�es l�ke V�etnam and Bangladesh are
enter�ng th�s sector and they are better pos�t�oned compared to us, �n terms of cheap
labor. The des�gns are already prov�ded by fore�gn compan�es. So, �n general, the
cond�t�ons w�ll set Turkey back �n some t�me frame, part�cularly �n the cloth�ng �ndustry.
That’s my two cents. So what can be done under these c�rcumstances? How can the
decl�ne be slowed down? Or �s �t poss�ble to susta�n the current modus operand� �n sp�te
of everyth�ng? For �nstance, pants and jackets are st�ll produced �n Sw�tzerland, but at
r�d�culous pr�ces, and at very small volumes. Therefore, the product�on f�gures w�ll not fall
to zero, but �t seems that Turkey �s on �ts way out of th�s league.

Ege Cansen, Econom�st

Cond�t�ons w�ll set Turkey back �n the cloth�ng �ndustry
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