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From The EDITOR

It is time again for our GAZETE … and we have so much 
to share with you.

Our GAZETE is here to bring you up to date with what is 
happening at this front.  It basically covers news from 
ULTIMO, and of course some news fromTURKEY as well.

ULTIMO is a very dynamic organisation;
➢ As OPTIMA began to take action to prepare itself for 
international accreditation, ULTIMO moved out to its new 
office premises;
➢ As “design input” became an essential element in 
making offers for the export markets, ULTIMO is set to 
collaborate with her sister company CONCORDIA in 
providing design concepts in relation to the targeted 
markets;
➢ When the Turkish producers seek to achieve “added 
value” in order to level up with the competition, our 
colleagues of MANIFATURA took the representation of 
highest value raw material brands and offered them to 
the disposal of Turkish manufacturers.

ULTIMO constantly yields way to successful efforts in 
other directions all in pursuit of one goal: growth and 
development of Turkish exports, and full satisfaction of 
international customers buying from Turkey.

TURKEY, being a very dynamic country, is where change 
seems to be the only constant.  Yet it is through these 
changes and dynamics that the long anticipated stability 
is reached:
➢ Economic stability;	

reached after long years of fight against inflation; 
➢ Political stability;	

achieved following years of coalition governments;
➢ Commercial stability;	

exists on account of international agreements for free 
trade;
➢ Reformist measures;	

continue to take place and are well integrated into our 
daily lives;
➢ Target unity;	

prevails as the goals are shared by a vast majority of 
the population.

This issue of our GAZETE touches slightly to each one of 
these dynamics, in the limited scope allowed.   

We hope you will enjoy strolling through the pages of our 
GAZETE. 

A NEW SUPPLIER PROFILE

ULTIMO represents several Store 
Groups’ buying activities in Turkey 
since 1973, and serves three 
major companies since 1983.  In 
line with her customers’ policy of 
“loyalty to business partners” and 
“dedication to business growth” 
in a “win-win” situation, ULTIMO 
also carries out long-term and 
close relationship with her 
suppliers.

OZAN TEXTILE, one of ULTIMO’s 
oldest business relations, has 

experienced this loyalty throughout the long years of 
collaboration with us and our customers.  OZAN has produced 
towels and bathrobes for the exports markets since 1973.  
In the early 1980’s ULTIMO started working with OZAN for 
the UK home textile market, following persistent attempts 
of introduction of OZAN’s high quality products and services. 
Our business relationship with OZAN is still continuing in an 
ever growing way. The picture of the frame shown above 
refers to this relationship, and was given to ULTIMO by the 
owners of OZAN at the occasion of an anniversary.

On the other hand, our business relationship with HEY 
TEXTILE is rather new.  Following a mutually hard working 
development and sampling stage, during the second half of 
2004, our customers’ satisfaction over the good services and 
quality of products by HEY are reflected through a rapidly 
increasing business volume in this short time.  HEY has 
pleasantly surprised us all by the shortest lead times ever 
experienced through Turkish suppliers, and needless to say 
this is one of the key points for our European customers’ 
satisfaction. HEY, like OZAN, is a family operated business 
where all family members are involved in the company’s 
operations. HEY has been steadily growing since its 
establishment in 1992, producing all types of circular knit 
apparel.  

Both of these suppliers, although in totally different lines of 
production, are attentively focused on production quality and 
the requirements of the export markets. They both are closely 
working with ULTIMO’s customers, and are sharing the same 
cooperative attitude through the hardships of the market 
conditions and the pressure of production costs.  OZAN, with 
long years of business relationship with ULTIMO, and HEY, 
as one of the recent ULTIMO suppliers, are both enduring 
the same difficulties derived from the present retail market 
conditions, and will most likely succeed to grow in business 
by overcoming these periodical dilemmas through their 
cooperation.

At this time, when the retail markets are facing tough 
competition and for pressures survival, let alone the hope 
for a successful and profitable operation, it is with our 
suppliers understanding and cooperation that we shall all 
pull through these difficult times. 
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NEW COMERS

Elise is from ‹zmir and finished her education 
there.  She lived in New York City for 15 years 
and has worked as the regional manager of 
Luca Luca and Nicole Miller.  Later she founded 
her own company Okea specialized in shearling-
leather wholesale.  This year, having made her 
permanent return to Turkey, she joined the 
Ultimo family as product development specialist.

Elise SLOSER
Product Development
Manager

Didem joined the Optima family in 
March 2005 as laboratory manager. 
She is from Istanbul and has a BA 
degree in Chemical Engineering 
from Ege University in ‹zmir.  She 
gained work experience in research 
and development in the Çerkezköy 
Textile Industrial Area as the 
laboratory and dyeing manager.

Dilflah OCAK
Product Development
Assistant

Selin GÜNEfi
Junior Merchandiser

Selin graduated from Marmara 
University in 2001 with a 
degree in Economics. While 
she was studying, she gained 
some experience at Uzel and 
the Prometheus Consultant 
Group as a sales specialist.
After her graduation she worked at YKK Turkey Branch for two years 
as a customer representative.  Since March 2005 she is doing the follow-
up work of the accessories and children’s wear articles in Ultimo.

Didem BAHAR
Laboratory Manager

Güllü DEL‹DUMAN
Product Development
and Styling

had part-time jobs in the textile manifacturing. Companies 
during her University years. In Ultimo she works on 
style interpretations and applications.

Gü l l ü  s t ud i ed  
Fashion Design for 
four years. While 
attending a Fine 
A r t s  S c h o o l   
spec ia l i s ing in 
d r a w i n g  a n d  
sculpture, she also

Dilflah studied textile through 
her vocational school, and 
after graduation entered the 
Fine Arts Faculty of Mimar 
Sinan University, further 
specialising in fashion. In 
January 2005 she joined 
Optima as physical quality 
inspector and assures correct 
application of style to the 
products ordered.

Nihal KARABAfi
Product Development
Assistant

Nihal Karabafl has a degree in Environmental Engineering 
from ‹stanbul University and completed a post-education 
in the same field. She is well informed on TQM, work 
premisses and workers health-safety, and environment 
management systems. She also worked for 4 month at 
Sachtleben Chemie GmbH in Duisburg/Germany and 
recently joined Optima to work in Supplier & Production 
Systems.

➦

➦

➦
➦

➦

➦
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NEW ULTIMO OFFICE

The move to a new office was inevitable. OPTIMA laboratory took the initiative to prepare itself for international 
accreditation. The office in Levent became too small to accommodate expanding OPTIMA and highly dynamic ULTIMO 
under the same roof. ULTIMO choose to move to new office premises which were selected and designed in line with 
ULTIMO's needs.

Ahmet ALATAfi

It represents the image of what ULTIMO stands for. 
“Transparency and infinity“ is how Ayfle Yarsuvat defined 
the type of office anticipated to suit ULTIMO's image, 
pretty much in line with her life philosophy.

Architect Ahmet Alatafl’s interpretation of this request has 
found its expression through the reflections of glass walls, 
the purity of the exaggerated presence of the colour 
white, and the simplicity of “less is beautiful”. Alatafl 
talentedly took the city’s silhouette into the office allowing 
one to see the skyline of Istanbul from every point in the 
office.  Alatas also responded to people’s longing for 
nature by covering the remaining walls with a textile 
membrane reflecting silhouettes of tree branches.

Office decoration provides comfort in its simplicity.  All 
drawers, shelves and cupboards are combined with the 
windows and are designed to be invisible.  Bulky office 
furniture is avoided and the desks are designed to melt 
into the glass surroundings.

The new ULTIMO office gives an impression of continuity 
-where nothing begins and nothing ends in this office 
space. 

The few sliding glass doors adapt to the rhythm of the 
office in elegance and swiftness.  The emptiness of the 
office is a witness to the days work. Within this space the 
movements of the actively working ULTIMO members 
seem to carry on with a certain rhythm.  It is very enjoyable 
to watch and also to be a part of.  Work becomes a joyful 
ritual.

Ultimo’s new office which also houses Concordia and 
Manifatura, is located in the Maslak business district in 
the northern part of the city, on the 19th floor of a twenty 
floor high rise building.  It is close to the ringroad and 
the Fatih Sultan Mehmet bridge over the Bosphorus and 
is easy to reach from the airport and city center           
as wel l  as most of  the connect ing roads                       
from our suppliers. 



Carlin International was in Turkey, invited by 
CONCORDIA.

Through CONCORDIA‘s well planned activities in trend 
and design, we at ULTIMO, find ourselves involved in 
the new trends, fashion and market developments. 
CONCORDIA provides services on trend, design and 
marketing to assist Turkish companies in presenting 
their local identities in international markets. 

CONCORDIA is representing CARLIN International, 
a French trend forecasting company providing a source 
of inspiration to designers all over the world, on each 
season’s shapes, colours, fabrics and patterns, and 
such.
CARLIN International participates in all major 
international fairs and has an important impact on 
diverse sectors. Founded in Paris in 1947 as a design 
consultancy company, it expanded its services towards 
communications and marketing. 

CARLIN today has agents in 23 countries. From 
automotive to glassware, from cosmetics to ready-to-
wear, Carlin has a wide range of customers in various 
sectors who benefit from this large scope of services, 
either through means of consultancy, design guidance, 
and/or specially formatted seasonal trend books which 
are issued in limited numbers.

On April 21st CARLIN International gave a conference 
at the University of Galatasaray in the Ayd›n Do¤an 
Conference Room on “Creation” and “Consumer 
Expectations”.

Catherine Champeyrol, manager for Communications 
and Marketing, and Luc Dominique-Demettre, the 
international representative, were here to share 
CARLIN’s know-how on issues directly affecting the 
production industries and especially the designers input. 
In addition to designers and producers, a wide group 
of university students and academicians from the fine 
arts and communications departments of various 
universities also participated in this activity. 

The exceptional and impressive hospitality and the 
successful organization of Galatasaray University could 
not go unrecognized. CARLIN offered a generous 
contribution to the GS Education Foundation, in support 
of the academic studies and activities of the Faculty of 
Communications.  

(From left to right) Nefle Erberk, Ayse Yarsuvat, Luc Dominique-Demettre and
Catherine Champeyrol
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NEW FOCUS ON DESIGN
CONFERENCE ON THE SOURCES OF CREATION
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On Sunday May 8th Concordia organized a boat trip on the Bosphorus for the students who have been in Istanbul for some 
time doing internships in different Turkish companies.  It was also a farewell to Remko who went back home a few days later.

It was a friendly and interesting get together : Remko, doing his internship at the foreign trade office of ZORLU, a textile 
producer;  Leny, doing research at FLORANCE NIGHTINGALE, a private hospital, Sjoerd and Henk-Jan, at RYNARD, a 
transportation company, working on a special project; and Yvonne, working as an intern at CONRAD HILTON a five-star hotel 
in Istanbul. (We cover the interviews of Sjoerd, Henk-Jan and Yvonne in our next issue of Gazete as they will continue to stay in Istanbul to finalize their 
internship.) 

BOAT TRIP FOR THE INTERNEES ON BOARD LEYLIM

NEW ACTIVITIES
WORKSHOPS AND OPEN HOUSE

Leny Bootsma

Sjoerd Doornbos
Yvonne Tegelaers

Henk-Jan Bassa and Britt

Ellen Dervis
(Concordia)

Remko
Schellingerhout

On April 22nd, the CARLIN conference was followed by two innovative and exclusive workshops on “communications”. The 
participants to these workshops were from the Textile world as well as CEO’s of different industrial sectors, such as furniture, 
cosmetics, ceramics, finance, design, fashion, advertising and kitchen appliances. These workshops were the first events 
planned in ULTIMO’s new office, and included a valuable information sharing over an informal luncheon and high tea. 

(From left to right) - Aynur Bektafl (Hey Tekstil), Mariam Jalabi, Emel Türkmen and Buket fieker (ATK), Ayhan Ayd›n (Ayd›n Örme), Hüseyin Özdilek (Özdilek), Y›lmaz Küçükçal›k 
(Küçükçal›k), Ayfle Yarsuvat, Catherine Champeyrol  and Luc Dominique-Demettre of Carlin International, Senem Erdinç (Cey Ltd.), Ahmet Aytemizler (Aytemizler), O¤uzhan Katranc› 
(Alper) and Muzaffer Tan (Simge).

It has become a routine event to host our business partners, colleagues, and counterparts for information sharing purposes 
in an organized effort, every Thursday at ULTIMO office in an “open house” concept. So far, we have enjoyed our visitors on 
several thursdays when the information sharing runs like a two way stream; market concerns, trend developments, business 
propects are all topics of interest we cover during these informal get togethers. 



At ULTIMO we call it "the wedding of the year“ !  All 
arrangements started about a year ago when Zeynep, 
Berrin’s elder daughter, announced that she and Thomas, 
her classmate from Harvard Business School, decided to 
get married.  Thomas is from Hamburg in Germany.  
Some of you may recall Zeynep as we included her success 
story in one of the previous issues of our Gazete.  This 
time, we have somewhat delayed publishing our Gazete’s 
2005/1 issue, actually due to be out in June, in order to 
include the news of this wedding as well.  Sorry for the 
delay, and we hope you would find it worthwhile.

Zeynep and Thomas were wedded through a beautiful 
ceremony held 
on July 1st, 2005. 
The wedding site 
w a s  t h e  
b r e a t h t a k i n g  
“Esma Sultan 
Palace“, where 
else but on the 
Bosphorus.  The 
palace was built 
i n  t he  18 th  
century for the 
Ottoman Princess 
Esma Sultan, as 
her  persona l  
residence and is 
l o c a t e d  i n  
Ortaköy.  It was 
damaged by fire, 
totally stripped to 
its four outside 
w a l l s ,  a n d  
c l e v e r l y  
renovated preserving its ancient appeal.

After the grand entrance of the couple, the procedural 
ceremony took place by the shore, followed by the 
continuation of friendly chatting of the guests over cocktail 
drinks, and soon after gathering around the dinner tables 
for the deliciously prepared open buffet dinner.  During 
the dinner Thomas’s father, Hans Schönwelder, addressed 
all 200 local and international guests, friends and families.

“Sometimes, fortune goes curious ways.  You might take 
it as “kismet” that almost 45 years ago a young geography 
student from Hamburg got a scholarship to study one 

year in Istanbul.  And that was me.  I have to confess, 
after only some days the city and its way of life attracted 
me so much that I never attended a class, instead I strolled 
around Istanbul and I travelled all over Turkey and the 
Middle East – with my very limited funds.  This experience 
has changed my life and influenced my further professional 
development.  My excitement for Turkey, its culture and 
its people went so far, that Beatrix and I had our 
honeymoon in Turkey – we travelled by VW beetle at that 
time.” 

“What I did not know at that time was the following.  Many 
decades later, in 1996 when Beatrix and I accompanied 

Thomas to start 
his undergraduate 
s t u d i e s  a t  
Harvard, the new 
students from 
abroad together 
with their families 
were invited by 
the university to 
an introductory 
r e c e p t i o n .   
D u r i n g  t h a t  
occasion,  we 
happened  to  
m e e t  s o m e  
Turkish students, 
and I tried to 
reactivate my 
little knowledge 
of Turkish and 
spoke to one 
charming young 
lady.  I could feel, 

that our son was a little bit jealous and followed the lady 
with his eyes.  And that young lady is now our daughter-
in-law, Zeynep.” 

You may call it destiny.

He ended his speech by claiming that in this family the 
bridge between the orient and the occident has already 
been built.  

Zeynep and Thomas will be living in New York, both 
working in a New York Management Consultancy Firm.  
We wish them happiness in their future together. 
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ZEYNEP and THOMAS WERE WEDDED...



The “internship project” initiated in 2003 had its successful 
take off in January 2004.  Since its start it has provided 
work opportunities for 7 Dutch students. Preparatory works 
are already being done for 4 new internship positions for 
September 2005, and for another group of 3 students  to 
start their internship in February 2006.

Diversification is targeted for the future growth of this 
special program by taking into consideration the application 
of a candidate from Montenegro and assisting a Turkish 
student to go to the Netherlands as a trainee student in 
a law office. 

Remko Schellingerhout is studying International 
Business at the University of Amsterdam. He began his 
traineeship in Istanbul, at the Zorlu Textile office  in 
Istanbul, assisting the representative of the Dutch market, 
from January 2005 on wards and returned home by mid 
May.  At Zorlu Holding there are 2200 employees. He 
explains that it is almost like the population of his 
hometown, Koudekerk aan de Rijn, where there are 
approximately 3000 inhabitants.

He is following Turkish language courses, on the 
weekends, intership. He is back in turkey studying Turkerli 
in a more extensive way after having finished his 
internship. He believes that “to learn Turkish is a necessity 
if you want to make business with Turks.” Remko’s 

enthusiasm in learning Turkish has a lot to do with his 

very good Turkish friend back in Holland. Another reason 

seems to be related to his plans for the future: “After I 

finish my studies I would like to come back to Turkey 

this summer both for holidays and to continue with my 

language courses. I consider my experience in Turkey 

and my knowledge of Turkish as an advantage when I 

will be looking for a job. It will be a plus point in the dutch 

market. I hope to find a job in a company that works or 

is ready to work with Turkey.”

When asked where he sees himself five years form today 
he easily comes up with an answer: “married with children, 

and hopefully with a job also! Who knows, maybe I could 

be working at a company in Turkey! I would really like 

that”

It is not Remko’s first time in Istanbul. A few years ago, 
he studied one semester at the Bo¤aziçi University. 
Although he tried persistently, he was not able to keep 
in touch with his friends from Bo¤aziçi. He says: “Dutch 

people say straight forward what they think and they do 

not promise what they cannot do. Turks, instead, promise 

a lot but they do not necessarily do what they have 

promised. They have good intentions though.” Getting 
over the first disappointment, he comes up with quite 
a logical explanation for the situation: “Life in Istanbul 

is different than what we have in the Netherlands. You 

leave your home at seven o’clock in the morning and 

you are hardly home by eight in the evening. There is 

all this time that you spent in traffic. Once you are home, 

you are exhausted and you don’t want to leave anymore. 

So, it is not easy to meet up with friends after work.”

Before concluding our little chat, we ask him if there are 
any changes between the Istanbul that he visited a few 
years ago and today. He says “there are less Tofafl cars 

on the streets and more shopping malls!”  This can be 
interpreted as the sign of a blooming economy. However 
we could also deduce from Remko’s observations that, 
we should learn not to promise more than we could 
cope with! 
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INTERVIEW WITH NEW INTERNS
Dutch higher education students of are invited via Concordia to do their internships in Turkish companies. In each issue 
of our GAZETE we include interviews with them.

Elif Yarsuvat interviewing Remko at his home in Istanbul.



Leny Bootsma is from Drachten, a town in the northern 
part of Holland with 700.000 inhabitants.  She says that 
it is quite a big city in Holland, but very small compared 
to Istanbul.  She actually grew up in Frieschepalen where 
her parents are still living.  When she was 19, she decided 
to live on her own, and after living in a terrible area for 
a while, she moved to a better place which she calls “my 
little paradise”.  Before she came to Istanbul, she had 
three jobs to pay for her apartment.

Leny is studying Facility Management at Hanze University 
of Groningen.  She first started with social work in 
vocational school, and after realizing that it was not an 
interesting area for herself, she 
decided to continue with facility 
management. 

Leny is doing her internship at 
Florence Nightingale Hospital in 
Istanbul. “I have a twin sister who 

is a nurse, she is working with 

mentally disabled people.  My mother 

is a nurse as well, and my other two 

sisters are also working in jobs related 

to health care” she says. 

Last year Leny took part in a 
development project building 
classrooms for little children in a small 
town in Egypt where she stayed for 
three weeks, and she wanted to go 
to Egypt again, however, one of her 
teachers told her about the Concordia 
internship program.  She liked the 
change and all was arranged in a 
few weeks.

“I am really glad I did it.  It is an amazing city and a 

wonderful experience for me. Florence Nightingale Hospital 

accepted my application as they wanted a measuring 

system for the quality of cleaning.  I also did an investigation 

for the procedures of cleaning that needed to be reshaped 

for ISO 9002.”  When compared to hospitals in Holland, 
she says that the private hospitals in Turkey are more 
like the government hospitals in her country. In her 
comparisons she finds some cultural differences as well: 
“here, I have never met the CEO, the big boss.  However, 

in Holland we go out to lunch with the CEO”  she says. 
When we ask her about Turkey, you can easily notice 

how impressed she is: “I have to say that I had some 

prejudices about Turkish people like all other Dutch people 

do.  After one month, I put all of it aside.  Turkish people 

are very social, even if they do not speak English, they 

are very interested and involve themselves with what you 

are doing, through their gestures and hand movements. 

In Holland, people are more individualistic, they have 

friends, but they also have their private life.  For example, 

a Turkish girl that I met invited me to her wedding 

immediately, this would never happen in Holland.”

Leny is staying at a house in Anadolu Hisar› on the Asian 
side of Istanbul, and takes the boat to Besiktafl every 

day to go to work.  “For the first two 

weeks I was feeling alone, but after 

a while I made Turkish friends on the 

boat.  There is a group of people who 

take the same scheduled boat daily 

and seeing them every day after a 

while you become friends” as she 
explains. 

“Turkish people are very open-

minded, they have a vision and get 

involved with foreigners easily.  My 

colleagues are very helpful as well, 

it is amazing.” 

As the conversation goes on, we 
wondered if there is anything that 
she did not like about the people and 
the life in Istanbul.  “I liked everything. 

 It is crowded yes, but it is a city going 

on 24 hours a day.  There are really 

nice places and you can find 

everything if you look for it.  I really 

enjoy the place I am staying at, everyday you can see 

something different.  You meet people with bad intentions 

sometimes, but it is normal in such a big city.  And, I did 

not like the weather.  It was rainy for the most time I was 

here, and unpredictable.” She may have expected constant 
sunshine in Turkey.

Within 5 years from today, Leny wants to have a nice job 
with promotions.  She wants to see herself in a job that 
gives her opportunity to explore herself as a facility 
manager.  She also has some thoughts of doing an 
international job, and if the opportunity arises, she will 
definitely take it. 
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A New Brand TURQUALITY
No Longer “MADE in TURKEY” Only

Turkey launches a new project to fortify the image of 
Turkish brands in international markets and make 
consumers more familiar with them:

TURQUALITY, coupling the 
concepts of  “Turkish” and 
“quality”, represents a guarantor 
super-identity documenting 
scrupulous and systematic 

quality management in all processes from product design 
to sales in stores.  TURQUALITY has begun its journey 
with 15 Turkish ready to wear brands, including leather 
companies, and 3 Turkish fashion designers listed below.

Companies: Alt›ny›ld›z Mensucat, Bilsar Tekstil, Çak Tekstil, 
DSD Deri Sanayicileri D›fl Ticaret, Ero¤lu Giyim, Esas 
Tekstil, Harmanl› Deri, ‹pekyol, Mercek Holding, Mithat 
Giyim, Orka Tekstil, Pasha Deri, Polo Giyim, Ramsey and 
Sarar. 
Designers: At›l Kuto¤lu, Ayfle-Ece Ege (Dice Kayek), 
Hüseyin Ça¤layan.

The reason why the project is referred to as TURQUALITY 
instead of “made in Turkey” is that TURQUALITY is a 
guarantor ensuring quality from design to sales. From 
now on the products accompanied with this certificate 
will be carrying a double label both for the market in 
Turkey and worldwide.  
In December 2004 the first international event Turquality 
was organized in Moscow.  Following the event in Moscow, 
TURQUALITY will be launched in Paris, London, and 
Milan.

“ For this purpose 17 million dollars will be spent in two 
years” said the Turkish Minister of State.

“Turkey is exporting 17 thousand products to 200 countries 
and we have to sell the image of Turkey very well. We 
will not create too many brands. The TURQUALITY 
project aims to develop 10 worldwide brands in 10 years. They 
will be mentioned more and more on billboards,  in newspapers 
and on television. 

®

_Finance_ Financial institutions have a close collaboration with 
the fashion industry.  The financier should pave the way to creativity 
and establish a collective understanding with the designer.  Both 
need each other in order to survive.  The designer needs resources; 
the financier needs a designer to survive !

_Fashion Correspondents_ They can be a nightmare or a dream 
for the designer.  They can make designers incredibly famous in 
one day or with one word in their columns cause a psychological 
breakdown. 

_Luxury _ It is the combination of glamour and exclusivity.  The 
best example of luxury is “Hermes”.  Recently a new luxury concept 
has appeared with the leadership of brands such as Gucci, Prada 
and Louis Vuitton.  The new concept can be defined as the 
combination of novelty and provocation with prestige.  Luxury 
today is not a concept for the privileged few, but a desire of all at 
different scales.

_Manager_ With globalization and global competition a new concept 
“house manager” emerged.  These people are as knowledgeable in 
commerce and finances as they are in creation and fashion.  They 
can evaluate the power of media and manage this power for the 
benefit of their company. 

_Show_ It takes time to create the collections. For the designer a 
runway show is very important to present his/her collections to the 
consumer.  Nowadays, especially in Paris, the fashion shows are 
very sophisticated with light effects and stage designs to attract the 
attention of the press.  The outfits are the kind which cannot be 
worn in real life but transmitting the message of the designer.  This 
emotional effect creates a kind of dynamic which is named “sex 
appeal”.  It results in the consumer’s visiting the boutique of the 
designer to buy the real life collections of the designer.  This is the 
ultimate goal of fashion.

_Style_ Style is a very important word.  A designer can be defined 
with that word and create a trend which is never outdated as we see 
with Chanel and Sonia Rykiel. 

_Talent_ It is not enough to have the talent.  One has to know how 
to protect, direct, and use it correctly.  Talent is the difference 
between an ordinary and extraordinary life.  Thanks to the talent of 
a designer we can see a different angle of any concept.  It is the 
talent that gives a new meaning to anything ordinary.  This is the 
magic.

_Zero_ Nothing is zero.  No designer is ultimately free.  He cannot 
overlook his previous collections, style, and the expectations of his 
clients and the press.  A good collection has to carry 35% brand 
identity and philosophy, 40% new ideas, 15% hidden signs about 
the next collection and 10% shocking, scandalous, tempting, extreme 
ideas. 

SPECIAL VOCABULARY for BRANDING...



11
June 2005

by ULTIMO

Lurex yarns are well introduced in Turkey and became 
a most preferred quality of metallic yarns.  After ten years 
of constant efforts and deliberations, Manifatura’s sales 
in Turkey succeeded to reach the 3rd highest sale volume 
of Lurex yarns.		

Lurex is a brand for yarns consisting of metalic, iridescent, 
transparent, holographic, fluorescent, matt metalic effect 
yarns and bring added value to the woven and knitted 
fabrics of various designs and several areas of consumption. 

We have made a visit to the production units of Lurex 
yarns in Leicester, and took some snapshots of the 
production of metallic yarns.  Having experienced this 
unique and interesting process we would like to share 
with you some of  these pictures.

A brief history of Lurex yarns

The history of metallic threads in textile goes way back 
to an undefined period long before the birth of Christ, to 
the time of the discovery and embellishment of silk as 
raw material for making woven and embroidered cloths. 
China was the country of origin of silk and gold along the 
caravan routes.

The heir to a legendery past, Lurex was created in the 
United States after World War II.  Its “discoverers” were 
inspired by that fine golden band – a metal-plastic thread 
– which is still today grasped between thumb and index 
finger to help open a pack of cigarettes.  Unlike the old, 
very precious but heavy gold thread, which was not only 
difficult to work but had a limited production,               
the new Lurex yarn opened up unthinkable horizons. 

In the late 1970s, however, the ownership of the original 
Lurex yarns passed from a large multi-national American 
company to a French company, Sildorex S.A. of Paris.  
Lurex became a basic fashion element and textile producers 
and stylists worldwide considered it essential for their 
collections.  Sildorex-Lurex made it a point of honour to 
improve the production of its yarns day by day until they 
reached a degree of softness, workability, fineness and 
technological innovation.

The name “Lurex” therefore embodies the most noble 
decorative yarn on the market today.  Extremely modern, 
but at the same time heir – the only one – to a legendary 
past. 

A GLITTER in FASHION...
LUREX

Metalic yarn is a “film” to start with

Films cut in desired thickness for different purpose of use

Rolling the cones & bobins
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The Turks marched into central Europe in 1529 and again 
in 1683, but their troops were stopped at the gates of 
Vienna.  Now, more politely, Turkey is looking to enter 
the European Union through diplomacy, but it still faces 
resistance.  By all accounts, it must demonstrate over 
the next decade that a large Muslim nation deserves a 
place in Europe.  To this end, it is mobilizing culture.

One step is "Turks: A Journey of a Thousand Years, 600-
1600," a large exhibition running through April 12 at the 
Royal Academy of Arts in London.  Most of the 350 objects 
on display come from two major Istanbul museums, while 
three Turkish business groups are the show's main 
sponsors.  Turkey's culture minister said that he hoped 
the exhibition would help Turkey's campaign to become 
part of Europe.

And why not?  Before Europeans hold referendums on 
whether to admit Turkey, they must better know a people 
whose popular image is still largely shaped by the clichés 
of warriors, harems and immigrants.

Certainly, few Europeans today recognize Turkey as a 
modern secular state with a rich and sophisticated past. 
 So, yes, if "Turks" travels around Europe, as proposed, 
it should prove something of a revelation.

At first glance its scope seems a tad ambitious: imagine 
choosing art to represent 1000 years of European history. 
 Here, however, the show's full title provides the key.  
The Turks became Turks only as a result of a long journey, 
one that transformed nomadic tribes living near Mongolia 

around 600 into the Ottoman Empire a millennium later. 
 The art works in "Turks" then, track this complex voyage 
through time and space.

What this art in turn reveals is that moving west along 
the Silk Road, these Turkic peoples absorbed the cultures 
and beliefs of the lands they crossed, settled, conquered 
or traded with.  Thus, there is art influenced by China 
and the Venetian Renaissance as well as art that reflects 
their early practice of Buddhism, Nestorian Christianity 
and Manichaeism, and their later conversion to Islam.

Today's Turks may be considered as a nation of the 
republic founded in 1923, but their roots stretch back 
centuries, from Central Asia to the Balkans.

This exhibition focuses on four crucial stages in the Turkic 
story, starting with the Uighurs, a nomadic people living 
in western China from the early 7th century.  Surviving 
fragments of manuscripts, frescoes and textiles show 
Buddhist images and depict various deit ies.

Perhaps most striking though is the strong Chinese 
appearance and garments of many of the Uighur figures 
who appear in wall paintings discovered a century ago 
in the Chinese region of Xinjiang.

The critical move west occurred in the 11th century with 
another nomadic Turkic people called the Seljuks, who 
occupied Baghdad and controlled much of today's Iraq 
and Syria and part of Iran. Now Sunni Muslims, their 
artists illustrated the Koran and other manuscripts with

A JOURNEY OF 1000 YEARS



by ULTIMO

13
June 2005

delicate hand-painted scenes, while their ceramics, bronze 
sculptures and brass incense-holders showed clear Iranian 
influence.

When the so-called Great Seljuks were defeated by the 
Mongols, who destroyed Baghdad in 1258, a breakaway 
group called the Rum Seljuks moved into Anatolia and 
for the first time settled in what is today's Turkey.  Among 
highlights from this period are hand-painted ceramic tiles 
depicting birds and animals, engraved copper coins, 
woolen carpets and a double door of wood, bronze and 
brass dating to the 13th century.

The Rum Seljuks were themselves crushed by the Mongols, 
but the Turkic epic resumes with the emergence of Timur, 
a ruler almost as feared as the mighty Genghis Khan 
himself.  Known in the west as Tamerlane (and also as 
"Tamburlaine the Great" of Christopher Marlowe's play), 
Timur left a trail of blood as he expanded his empire 
south and east, but he was also a devout Muslim and a 
patron of art, architecture and scholarship.

After his death in 1405, the Ottomans who had been 
brought together in Anatolia by Osman moved to fill the 
vacuum of power.  And with Sultan Mehmed I, the five-
century-long Ottoman saga began, leading to Mehmed 
II's conquest of Constantinople (now Istanbul) in 1453 
and followed by further imperial expansion under Süleyman 
the Magnificent, north through the Balkans toward Vienna 
and south and west into the Middle East and North Africa.

For all their image as a permanent military threat to 
Europe, the Ottomans were also ardent lovers of art and 
literature.  Indeed, perhaps the most surprising works in 
this show come from the late 15th century.  These are 
paintings attributed to Muhammad Siyah Qalam, known 
as Muhammad of the Black Pen, which offer extraordinary 
- and often humorous - insight into the lives, beliefs and 
imagination of the nomads of Central Asia.

There are demons aplenty depicted in combat, carrying 
a horse, trying to drive a "stubborn donkey," binding a 
"captured dragon," in conversation, dancing, even sawing 
a tree. There are also remarkable paintings depicting 
ordinary life: two men making rope, three men in 
conversation, a musician with an instrument resembling 
a lute, two men dancing wildly and a nomad grazing his 
horse.

While Siyah Qalam was looking east for inspiration, 
however, the Ottoman rulers were looking for recognition 
in the west.  Thus, as early as 1480, the Venetian artist 

Gentile Bellini painted a portrait of Mehmed II wearing 
a large turban and a fur collar, while another Italian-style 
portrait attributed to Shiblizade Ahmed, also in this show, 
portrays Mehmed daintily smelling a rose.  A sketchbook 
belonging to the sultan confirms his interest in art.

But it was under Süleyman the Magnificent, who ruled 
from 1520 to 1566, that the Ottoman Empire reached its 
height, not only in military ambition but also in art, 
architecture, literature and law.  A fine Venetian portrait 
attributed to the circle of Titian shows the Sultan in profile, 
but it was the Ottoman style that dominated illuminated 
manuscripts, porcelain, weapons, carpets and furniture. 
 Several silk and satin kaftans give a sense of the splendour 
of the court.

The idea of ending this show in 1600 flows from the belief 
that, after Mehmed III's death in 1603, the empire's 
centralized power began to ebb.  Yet it still had three 
centuries to run, and in Europe its mystique lived on, 
inspiring Rembrandt portraits, Mozart and Rossini operas 
and the 19th century fashion for Orientalism.  In fact, 
how things Turkish long captured the European imagination 
would make for another fine exhibition.  Perhaps this 
should be Turkey's next cultural step to win acceptance 
in Europe. 

“Turkey Knocks on Europe's Door with a Thousand Years of Culture”
by ALAN RIDING

February 1, 2005 / The New York Times

Note: Please refer to www.turks.org.uk for more information on this exhibition.
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Felt is the new favourite of the design world.  A natural, 
warm material, it is the plainest form of wool, and for 
the past few years it has been presented in the trendy 
salons of European design fairs in a multitude of forms 
extending from decoration to jewellery.  In all of these 
the feeling is familiar, but the colours are now much 
bolder and more energetic.

Felt originated in Central Asia and came to Anatolia in 
the 3rd century AD when some Turks migrated westward. 
As the years went by it became part of the Anatolian way 
of life, in the nomadic floor cloths and yurts and in the 
distinctive cloaks worn by shepherds.

Although it was widely seen in 
Anatolia, because of its ‘rough 
texture’ felt did not find its way into 
the palace during the Ottoman era.  
But “one way or another” as the saying 
goes (the Turkish expression translates 
literally “if not through the door then via the 
chimney”), during the past year a striking exhibition 
of the material was held at Topkapi Palace by Selcuk 
Gurisik, a designer in love with felt.  Thanks to this 
apprenticeship with the feltmasters of Afyon 17 years 
ago, this designer’s visual memory – shaped by a Western 
education – made acquaintance with the primitive motifs 
found in the nomadic culture.  Like a psycho-analytic 
process as he researched and delved into his visual 
memory, Mesopotamian motifs and flavours began to 
appear in his work.

In any case, felt itself determines what the design will 
be like.  The powerful impact of felt in every form it takes, 
and the fact that when used in different thicknesses it 
can easily take the desired shape, give the designer a 
limitless range of alternatives.  As for the inspiration, that 
may come from a photograph, from architecture, or from 
daily life itself…

Felt is an insulation material.  If you wrap it around a 
block of ice and seal it off really well, one month later 
you will see that the ice has not melted.  It insulates the 
cold and the heat.  When Ottomans went to war, they 
built their baths with felt.  They used to warp felt around 
horses’ hooves to prevent noise.  For instance, they say 
that no wolf steals the sheep of any shepherd who sleeps 
on felt.  It is very comfortable to sleep on.  The felt is 
the same as the wool on sheep’s back. 

In the modern world, felt is produced by industrial 
methods, but what designers favour is the traditional 
technique for making it, and they work with dedicated 
feltmasters in centres of craft such as Konya, fianliurfa 
and Tire, men who have devoted years to the calling.  
Felt-making requires skill and patience, and at heart is 
based on first soaking beaten wool in water, then pounding 

it repeatedly until it acquires the felt texture.  
They prefer felt made using these methods, 

and their production is entirely by hand. 
 It is like the ebru art of writing on 

water… First you shape it, and then 
you squeeze it with heat and rhythm. 
 A material as soft as cotton becomes 
as hard as the thickness of a carpet. 
 Making felt is labour intensive and 
time consuming.  

The ‘creativity provoking’ texture of 
felt is taking on new forms in the 

hands of today’s designers, and by 
breaking down boundaries is carving 

out a place for itself in the modern 
world. 

THE NEW FACE of  FELT
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ISTANBUL is mainly known for the narrow strait which divides 
the city: namely the Bosphorus, most frequently visited, 
admired, and talked about.  However, Istanbul holds another 
jewel right in the Marmara Sea.  Less known by tourists 
visiting Istanbul and mostly inhabited by the locals, all year 
round, or as a summer resort.  These exceptional locations 
are the islands of the Marmara Sea.

Let’s go back 8000 years.  While our planet was warming 
up, water released from the icebergs covering more than 
half of Europe filtered through the Dardanelles and filled up 
the large water basin beyond to form the Marmara Sea. The 
mountain peaks, what we today call the islands of Istanbul, 
remained above water level. 

We have to name all nine of the islands: Büyükada, Heybeli, 
Burgazada, K›nal›ada, Yass›ada, Sedef Adas›, Kafl›k Adas›, 
Tavflan Adas›, and Sivriada.  When you take the boat from 
the islands quay in Sirkeci, you will be at K›nal›ada within 
an hour.  The Sirkassian houses will draw your attention 
among the concrete buildings.  The only Armenian church 
on the islands, Surp Krikor Lusavoriç, is on K›nal›ada where 
there is a large Armenian population. The mosque of the 
island has a futuristic appearance.  Your boat will now be 
heading towards Burgazada… You can swim at Kalpazankaya, 
have a meal underneath the plum trees or climb up to the 
Hristos Church. 

Now it is time to go to Heybeliada.  The red pines reign on 
this island. During the summer the De¤irmen area of the 
island awaits picknickers.  One should enjoy the sea in the 
bays of the island.  Let your imagination run wild while the 
aroma from the pine trees accompanies your pleasant walk. 
One of the “must visit” house in Heybeliada is the “‹smet 
Inönü House”.  One of the unforgettable heroes of the 

Republic of Turkey and the War of Independence, former 
President ‹smet ‹nonu has spent many summers here.
The boat will finally come to rest at the appealing neo-
classical style Büyükada quay dating from 1914.  If you are 
hungry, let your nostrils follow the smell of fried mussels 
and sit at any sidewalk restaurant.  More than 200 horse-
drawn carriages lined up in the Carriage Square await their 
customers for a tour around the island.  
You will be riding along art nouveau style mansions the likes 
of which you would be hard pressed to find in countries such 
as Belgium, Germany, or France; this signifies the Western 
orientation of both the Ottomans and the Republic.  

May we ask you to descend from your carriage at Lunapark? 
If you are wondering why, we would ask you whether you 
have any “matter of life and death” wishes in this life.  If 
you would like your lover to come back to you soon, your 
husband to get well, your son the get a good job, then you 
have to climb Aya Yorgi “on foot”!  (The tradition calls for 
a bare foot climb in that occasion, but it is totally up to you, 
of course.)  If your wish happens to come true, this may well be 
the biggest return on your unforgettable island tour. 
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