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In the Capital Markets Board (CMB) Bulletin dated December 28, 2023 (No. 2023/81), it was publicly announced that issuers and capital market institutions 

subject to CMB financial reporting regulations are required to implement inflation accounting. This implementation, applying the provisions of IAS 29, 

begins with the annual financial reports for accounting periods ending on or after December 31, 2023. Unless otherwise stated , this presentation regarding 

the interim financial results for the period January 1, 2025, to December 31, 2025, is based on the financial data of our Company prepared in accordance 

with IAS 29 (inflation accounting). The Company applies Turkish Accounting/Financial Reporting Standards in accordance with the Cap ital Markets Board's 

Decision dated December 28, 2023. 

This presentation has been prepared for informational purposes only and is not intended to constitute a basis for any investm ent decision. This 

presentation contains "forward -looking statements". "Forward -looking statements" are subject to the effects of risks, uncertaint ies and other important 

factors over which the Company has limited or no control. These factors could cause the Company's future results, performance or achievements to differ 

materially from the results, performance or achievements described in the "forward -looking statements". "Forward -looking stateme nts" in this presentation 

include the Company's views as of the date of this presentation. The Company, the Company's Management or employees or other related persons shall 

not be held liable for any direct or indirect loss or damage arising from the use of such expressions. 

Disclaimer

Public

Public
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Koton ς Leading Fashion Brand
Trendy  & Affordable  Premium & Local  Global

# 1
Awarded  
²ƻƳŜƴΩǎ Brand (1)

~ 70
Countries  Reached  
including  E-commerce

513K m2

Total Store Area(3)

(1): Koton was selected as "Türkiye's Most Admired Women's Brand" for the 12th time in 2025 by the Association of Shopping Centers and I nvestors .
(2): Brand Finance 2025 report.
(3): As of December  31, 2025. 
(4): Free cash flow is calculated by subtracting cash flows used in investing activities from cash flows from operating activities , as presented in the consolidated cash flow statements,

464 stores

in 35 Countries (3)

One-Stop 
Shop

Among  
Top 3 Market Players 
in Every Category

36
¢ǸǊƪƛȅŜΩǎ Most  
Valuable Brand (2)

Brand  Finance

32.9 Billion TRY

17.8

7.8

Billion TRY

Billion TRY

%54.1

%23.7

3.5 Billion TRY

Consolidated
Sales

Consolidated
EBITDA
And  Margin

(2025)

(2025)

(2025)

Free  Cash 
Flow (4)

(2025)

Consolidated
Gross  Profit
And  Margin
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Investment  Highlights

{ǘǊƻƴƎ [ƻŎŀƭ ŀƴŘ LƴǘΩƭ tǊŜǎŜƴŎŜ ǿƛǘƘ CǳǘǳǊŜ DǊƻǿǘƘ tƻǘŜƴǘƛŀƭ 1 -

Profitability Focused Growth Potential via Multichannel Platform2 -

Leading Fashion Brand with a Broad Customer Reach3 -

Competitive, Flexible and Resilient Business Model4 -

Promising Financial Results with a Focus on Profitable Growth5 -
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Strong Local and LƴǘΩƭ Presence with Future Growth Potential

Sales Breakdown 

¸ǳǊǘ ŘƤǒƤ
{ŀǘƤǒƭŀǊ

%24

Number of Stores and E-Commerce

Türkiye Sales

LƴǘΩƭ Sales

72%

28%

Entry to 
USA

8

Other (1)

17

Middle  East/
 Africa

Growing  
Footprint  in 

the  GCC 

43

Countries

Europe& 
CIS

E-Commerce

56 Countries

38 Marketplaces

Koton.com

Note : : Map as of December  31, 2025 both stores and e -commerce. Sales figures for 2025.  Store count  and e-commerce  data are as of December  31, 2025. 

(1): Brunei, India, Indonesia , Malaysia, Filipins, Singapore , Tajikistan, Uzbekistan  and Taiwan

Countries

Countries

2025

Türkiye
Corporate

International
Corporate

Türkiye
Franchise

International
Franchise

211

72

149

32

100% of Türkiye is covered  through  
stores  and wholesale  channels
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Profitability Focused Growth Potential Via Multichannel Platform

Retail  Stores

Corporate

Türkiye: 211 Stores

LƴǘΩƭ: 149 Stores

Franchise

Türkiye: 32 Stores

LƴǘΩƭ: 72 Stores

Share  in 
Consolidated  

Sales (1)

360 Stores 104 Stores

E-Commerce Wholesale

56 Countries

38 Marketplaces

Koton.com/Mobile app  / 
marketplaces

600+ Point of Sale

Wholesale

62%Türkiye Stores : 

21%LƴǘΩƭ Stores : 

6%Türkiye E-Commerce: 

6%LƴǘΩƭ E-Commerce: 

4%Türkiye Wholesale : 

1%LƴǘΩƭ Wholesale : 

Note : Store and e-commerce  footprint  as of December  31, 2025.. 

(1): Based on 2025 annual financials .. 

35 Countries
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Profitability Focused Growth Potential Via Retail Stores

Türkiye Stores

New store concepts improving customer experience

Through omnichannel focus, further integration with 
e-commerce

Growth driven by dynamic pricing and operational ramp -up

Sales area optimization

Traffic  driving  window displays

International Stores

LƳǇǊƻǾƛƴƎ ƛƴǘΩƭ ŎƻƳǇŜǘƛǘƛǾŜƴŜǎǎ ƻƴ ǘƘŜ ōŀŎƪ ƻŦ 
normalization of TRY and local inflation

Further growth in the GCC region with Apparel Group

Franchise store openings in Africa 

Launching Koton Club in the CIS and CEE regions, and 
driving feedback -based operational improvements through 
brand awareness, exit surveys, and rating applications

Franchise

Corporate

Optimal
resource  &
risk 
management

Disciplined  
store  

openings  

Җ  нΦр ȅŜŀǊǎ 
payback 
target

Optimization  through  store  renovations  and transition  
projects

Faster operations enabled by AI -driven regional 
assortment planning and global supply and logistics 
optimization
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Profitability Focused Growth Potential Via E-Commerce

Türkiye: 
Focus  on margins  and  koton.com

Expanding ƪƻǘƻƴΦŎƻƳΩǎshare in e-commerce

Integrating  store  inventories  to e-commerce  

Shrinking lower margin B2B segment 

Higher conversion rates and basket size with Koton Club

Increasing sales through omnichannel customers

International E -Commerce: 
Growing existing markets and adding new ones

Expanding Koton.com and Koton Club internationally

Further growth momentum in Russia and EU

Entering into the US market 

Expanding into new markets in GCC Region and 
India with selected partners

Marketplaces with Ongoing Integration Process
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Leading Fashion Brand With a Broad Customer Reach

Kotonis a LeadingApparelBrand 

¸ǳǊǘ ŘƤǒƤ
{ŀǘƤǒƭŀǊ

%24

Diverse Customer Base 

Ages  25-35

34%

62%

City Fashion

Y
o

u
n

g

Partyware

S
p

o
rt

w
e

a
r

Denim

22%

16%

Accessories

202 5 Sales Breadown

"One -stop shop "
for all ages and genders

Women Men

Kids

Most Admired 
Women's 

Brand for the 12th Time (1)

Ages 18-24

24%

Ages 35-44

26%

Ages  45 -54

12%

Ages  55+

4%

Customer  age distribution

Brand Finance
Türkiye's 

36th Most Valuable Brand (2)

Turquality
Champion with the Highest
Number of Stores Abroad (3)

T.R. Ministry of Commerce 
Turquality Award

(1) Koton was selected as "Türkiye's Most Admired Women's Brand" for the 12th time in 2025 by the Association of Shopping Centers and I nvestors

(2) Brand Finance 2025 report

(3) Koton received the "Company with the Highest Number of Stores Abroad" award at the T,R, Ministry of Commerce - Turquality 20th Anniversary Awards Ceremony 
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Strong Brand Positioning Vision 

Trendy Affordable Premium Local Global

A collection that reflects fast fashion and 
current trends, appealing to every taste

AI-supported design processes deliver 
innovative solutions through trend and 
customer demand analysis, along with 
special collections tailored to different 
lifestyles

A fashion approach that respects nature 
through sustainable production standards 

Offering fashion at accessible prices while 
emphasizing high quality

A store concept developed around a 
premium perception, with new stores 
designed in line with this concept

Building a supply ecosystem with over 
300 suppliers, creating speed and quality 
advantages in global competition 

Becoming a global fashion brand that can 
localize global trends the fastest and offer 
special collections through regional focus

Establishing an organizational structure 
and corporate culture centered on local 
relevance

Enhancing global sourcing capabilities 
with qualified suppliers and global 
logistics planning

Q
4
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Consistently strong performance across 
ǘƻǇ р Yt/ǎΧ

Χ

How do our customers define us?

Leading Fashion Brand With a Broad Customer Reach

Koton performance  against  KPCs (1,2)

High 
Quality

Value for  
Money

Breadth  of 
Choice

Good  Fit
New 

Products / 
Innovation

#1

#2

#3

Local  

Brand 2

Local  

Brand 1

Local  

Brand 1

Local  

Brand 1

Local  

Brand 1

Local  

Brand 1

Local  

Brand 2

Local  

Brand 2

Local  

Brand 2

Local  

Brand 2

CƛǊǎǘ ǘƘǊŜŜ ǿƻǊŘǎ ǘƘŀǘ ŎƻƳŜ ǘƻ ǿƻƳŜƴ ǊŜǎǇƻƴŘŜƴǘǎΩ ƳƛƴŘǎ

Variety

Family 
Brand

New 
Products

Quality  for  
Price

Quality for 
Price

Casual

Prestigious

Modern and  
Trendy

Family Brand

Quality for 
Price

Modern 
Woman

Variety

Yerli Marka 1

Yerli Marka 2

¦ƭǳǎƭŀǊŀǊŀǎƤ 
Marka 1

Active social  media  presence via influencer  collaborations .

wŜŎƻƎƴƛȊŜŘ ŀƴŘ ŀǿŀǊŘŜŘ ōȅ ǎŜŎǘƻǊΩǎ ƭŜŀŘƛƴƎ ƻǊƎŀƴƛȊŀǘƛƻƴǎΦ 

Koton enjoys the highest recognition in womenware (3) among 
modern apparel category  (4).

Source: OC&C Analysis, OC&C Market Survey 2023 

bƻǘŜǎΥ όмύ vΥ Iƻǿ ǿƻǳƭŘ ȅƻǳ ǊŀǘŜ ώōǊŀƴŘϐ ƻƴ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ŎǊƛǘŜǊƛŀΚ ²ƘŜǊŜ м ƛǎ ΨǾŜǊȅ ǇƻƻǊΩ ŀƴŘ р ƛǎ ΨǾŜǊȅ ƎƻƻŘΩΤ όнύ vΥ Lƴ ƎŜneral, when purchasing clothes for yourself, how important are the following criteria when deciding which brands to shop? (3) wo men

ǘƘŀǘ ŘŜŦƛƴŜ ǘƘŜƛǊ ŦŀǎƘƛƻƴ ǎǘȅƭŜ ŀǎ ΨΨǘǊŜƴŘȅΩΩΦ  όпύΥ vΥ ǿƘƛŎƘ ōǊŀƴŘǎ ŎƻƳŜǎ ǘƻ ƳƛƴŘ ǿƘŜƴ ȅƻǳ ǎƘƻǇ ŦƻǊ ȅƻǳǊǎŜƭŦΚ
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Differentiating Market Positioning

Domestic  Market Brand  Positining

82%

Low Price
(1x)

Mid Price
(2-5x)

High Price
(10-20x)

8%

9%

High Trend - led

Basics

Local  
Brand

1

Local  
Brand

2
Denim

Local  
Brand

3

Luxury

Local  
Brand

4
Local  
Brand

5

Global 
Fashion

Global Brand 2

Global Brand 3
Global Brand 1

Trendy & Affordable  Premium 
& Local  Global

Everyday  basics

Market Size

Source: OC&C analysis  2023 (based on but not limited to Euromonitor), OC&C Consumer Survey, Company Information. 
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Efficient Operations and Flexible Supply Management

~15% of all orders

P
re

-s
e

a
so

n
 

O
rd

e
rs

In
-s

e
a

so
n

 
O

rd
e

rs

Anticipated new trends

Å Catwalk presentations
Å Bestsellers analysis
Å Customer product rating

~ 30% of all orders

tǊŜǾƛƻǳǎ ǎŜŀǎƻƴΩǎ ōŜǎǘǎŜƭƭŜǊǎ

ÅHistorical data analysis
ÅTrend reports

35% of all orders

Trends emerging within the season

ÅOnline competition & trend analysis
ÅSupplier visits/shop reports
ÅCustomer product rating

~20% of all orders

Repeat products

ÅBestsellers analysis

Data-led pre -and-in-season 
order planning is the core 
differentiator, supported by 
proprietary tools developed by 
Koton

S
ta

rt
 o

f 
S

e
a

so
n

Business model 
advantages

High Sell - through Efficient inventory & 
working capital

Continuous in -
stock availability

~ 83 % of total 
procurement is done 

from Türkiye (1)

Supp ly  Chain
~360  

Suppliers (2)

Long term  supplier  

relationships

4-8 weeks

Lead time

(1) Share in total procurement, excluding imports.
(2) As of 31.12.2025 .
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Kur ve Enflasyon 
aŀƪŀǎƤƴƤƴ 5ŀǊŀƭƳŀǎƤ

Increase  
in Profitability

5.7

14.9

21.9%

27.5%

5.2 %

11.6%

60.7

Focus on Profitable Growth with  Stronger Financials

Sustainable  
Sales  Growth

Operational  
Efficiency

Healthy  
Balance  Sheet

Note : All data represent   annual 2025 figures , unless otherwise  stated . Growth  rates  are on a yearly basis.
(1): Store LFL Sales in Türkiye in norminal  terms , excluding  IAS 29 (inflation  accounting ).
(2): EBITDA calculation method used in financial reports: Profit (loss) before tax + financial income (expense) + credit finance i ncome (expense) on purchase of trade goods (net) + income (expense) from investing activities + depreciation and amortization ex pense 
- net monetary position gain (loss),  
(3): Based on cash flow table of financial report as cash flow from operating activities ςcash flow used in investing activities .

Store Sales 
in Türkiye

International  Sales 
(in USD)

International 
E-Commerce Sales

Türkiye Stores  LFL
Sales Volume

Türkiye Sales 
Area Efficiency
(in USD)

GCC Region (*)

LFL Sales
(in USD)

%

%

%

39 %

Store LFL Sales 
Tƴ ¢ǸǊƪƛȅŜ(1)   
(JanΩнсύ

International Sales 
Area Efficiency
(in USD)

11.1%

0.5x
Net Financial Debt / 
EBITDA
(exc. IFRS 16)

3.5
Free  
Cash Flow (3)

Billion  TRY

Decrease  in 
Inventory
(yƤƭƭƤƪ bazda)

1.7
Operating 
Profit 

Consolidated  
Gross  Profit 
Margin

54.1

23.7
Consolidated  
EBITDA 
Margin (2)

Decrease  in 
Net Working  Capital/ 
Sales

4.2 pp

%

%

Billion  TRY



Strategic Foundations  
of the Future 
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Strategic Foundations of the Future Product Development and Communication

Brand & Product Development

Koton differentiates itself positively in the sector by offering 
trendy, high -quality products through the right pricing 
strategy .

With its fast  time to market , Koton keeps pace with global 
competitors in trend speed while differentiating itself in the 
Türkiye market with a premium, more  up-to-date and dynamic 
product structure .

Market dynamics, customer expectations, and purchasing 
habits are analyzed in detail for each region to create 
collections tailored to regional needs and special occasions .

Brand awareness studies, in -store exit surveys, and 
competitive analyses are regularly monitored, and both the 
product offering and communication language are 
continuously updated .

(1) Source: Ipsos Exit Survey ςDecember 2025 - The survey was conducted among 1,309 customers leaving 40 Koton stores in 10 provinces in Winter 2025 .

Customer Priority and Communication

Survey 
Results (1)

The Most 
Trendy Brand

The Most 
Frequently 

Shopped Brand

The First 

Brand Visited

#1

#2

#3
Global 

Brand 1

Türkiye 

Brand 1

Türkiye 

Brand 1

Türkiye 

Brand 2

Global 

Brand 1

Türkiye 

Brand 1

Customer engagement is strengthened through various 
collaborations with celebrities and influencers .

By combining original designs with trend -focused solutions, it 
develops collections that appeal to different customer 
segments .

Public

Public
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Strategic Foundations of the Future Customer Experience and CRM

Loyalty Program:

Koton Club surpassed 9 .2 million members in Türkiye and reached 
approximately 270 thousand members abroad, continuing to grow .

Exclusive collaborations with various brands offer members 
discounts and point -based rewards .

Members who redeem points shop 4 times more frequently than 
non-members .

Data -Driven Personalization : 

Members are managed across 10 main segments based on shopping 
behavior using AI -based analytics applications .

Through a WhatsApp communication line designed specifically for 
Koton Club members, personalized communications are delivered 
across hundreds of micro -segments, positively impacting conversion 
to purchases .

Customer expectations and product/brand experience are measured 
through surveys integrated with CRM .

AI Assisted and Omnichannel Customer Communication :

Customer requests are received through 10 different channels, and 93% 
of call center inquiries were resolved at first contact .

Service is provided via an AI -supported, 24/7, bilingual WhatsApp 
communication line, With CRM integration, members are informed about 
their Koton Club points .

On marketplaces, customer questions are answered by AI, and customer 
reviews are analyzed with AI Support .

AI initiatives implemented  enhance data -driven decision -making 
across sales forecasting, inventory optimization, product planning, 
and customer behavior analytics .

3 Awards 
in the CX 

field (1)

(1) Business Honors Awards / "Customer Satisfaction and Loyalty Award" for "Koton Club Loyalty Program and Data Analytics"

Business Honors Awards / "Customer Satisfaction and Loyalty Award" for the "Comment Analysis of Koton Products on Marketplaces with Artificial Intelligence" project

CX Awards Turkey Customer Experience Awards / "Best Digital Customer Experience" category, Good Idea Award in the Retail Segm ent for the "AI Voiceover for Call Center Scores, Exclusive to Koton Club Members" project

In -Store Customer Experience: A new store concept 
and Koton Club privileges designed to strengthen the 
customer experience and premium perception

Online Customer Experience: Ongoing UI/UX 
projects; personalization; data analytics and AI -based 
enhancements; and a refreshed Koton .com homepage 
and mobile app interface

Public

Public
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Strategic Foundations of the Future Omni-Channel and International Focus

Growt h Through Omni -Channel

Koton Club aims to increase cart size and conversion rates .

Increasing Contribution of Int Ωl Operations

As part of the single stock management project, the integration 
of e-commerce inventory with store inventory is ongoing .

While the activity rate of Koton Club members is 60%, 
members who redeem points shop 4 times more frequently 
than non-members .

In-store return/exchange options are offered for products 
purchased online .

In the GCC Region, there was a net increase of 8 stores in 2025 
and a 28% YoY sales growth in USD terms, In January 2026, 
sales increased by 121% in USD terms.

While the international  e-commerce  grew by 61% yoy in 2025, in 
the stores  channel , projects are under going to transform a limited 
number of underperforming stores and transition  of suitable ones 
to the franchise model .

International sales, which entered a real growth trend in Q3 2025, 
accelerated in Q4 2025 and grew by 53% . The diminishing 
impact of the strong TRY policy in the coming periods signals that 
the contribution of international operations will increase .

Public

Public
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Women make up 74% of the workforce and 56% of the 
management team, The commitment to gender diversity and 
inclusion is being strengthened .

By embedding the values into every stage of operations, a 
simpler, more agile, and future -ready organizational structure
has been established .

Social projects supporting the empowerment of women and 
youth are continued  to be supported .
- "A Woman Can Change the World" Impact and Solidarity 

Fund
- Housewives Project
- Handicraft Project 

Strategic Foundations of the Future Sustainability and People-Centered Culture

Sustainability Initiatives

As a member of the UN Global Compact, the " Respect for Life " 
principle is embraced .

People -Centered Culture

Efforts continue under the Science -Based Targets initiative 
(SBTi) and the Carbon Disclosure Project (CDP).

As part of circular economy initiatives , hangers were 
produced from fabric waste for use in stores .

It is targeted that the share of sustainable products in total 
sales will increase by 10% each year .
(In 2025, 37% of total revenue came from sustainable products)

Responsible farming practices in cotton products are 
supported within the scope of Better Cotton membership .

At the 2025 Social Benefit Awards , our "Respect for Water" 
project received an award in the "Projects Supporting the UN 
Sustainable Development Goals" category .

Membership in the UN Target Gender Equality Program and the 
UN Women's Empowerment Principles (WEPs) continues .

Koton EDGE, which offers all training and development 
activities, has been launched, The career process has been 
renewed, Through the Koton Look Campus Program , the 
brand engaged with young talents .

Public

Public
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Financial Results

Q4/2025 PERIOD ANALYST PRESENTATION


