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OZET: Bu arastirmanin amaci; tiiketicilerin tercih ettikleri hazir giyim markalarina yonelik algilamalarini ortaya
koymaktir. Bu amagla, veri toplama araci olarak anket uygulamasinin kullanildigi bir saha galismasi yiratilmustr.
Birincil verileri toplamak icin, kolayda érnekleme yoluyla, istanbul, Kocaeli ve Sakarya’daki tiiketicilere ulagiimis-
tir. Elde edilen veriler istatistiksel analizler kullanilarak yorumlanmistir. Glnlimiz pazar kosullarinda ¢ok sayida
hazir giyim markasinin rekabet ettigi goz onine alindiginda, tuketicilerin markaya dair algilamalarina gére marka
stratejileri belirlenmelidir. Hazir giyim isletmelerinin ulusal ve uluslararasi pazarlarda rekabet giiclinu artirarak basa-
rili olmalarinda bunun katkisi blyuktir. Bu baglamda arastirma sonuclari, hazir giyim sektoriindeki pazarlama ve
marka yoOneticilerine markalarini konumlandirmada ve marka stratejilerini belirlemelerinde katki saglayacaktir.
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A STUDY ON CONSUMER PERCEPTIONS TOWARDS
THE READY-TO-WEAR BRANDS

ABSTRACT: The purpose of this study is to reveal the consumers' perceptions towards the ready-to-wear brands pre-
ferred by consumers. In this regard; a field research, including a survey that was used as a data collection method, was
conducted. For the purpose of collecting the primary data for the study, the survey was carried out on people who were
sampled with convenience sampling method in Istanbul, Kocaeli and Sakarya. The obtained data were evaluated by
using statistical analysis. In view of the today's competitive market conditions among many ready-to-wear brands, the
branding strategies need to be determined by taking account of consumers' perceptions towards the brand. This con-
tributes to the success of ready-to-wear firms by increasing the competitive capacity in national and international mar-
kets. In this context, the findings of the current research will provide valuable contributions to marketing and brand
managers in the ready-to-wear industry for positioning their brands and determining their branding strategies.
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