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OUR MISSION

“To dress people in line with their life styles

and budgets and to make them feel good” based on our

««everyone deserves the right to dress well” poiicy.

OUR VISION
To become one of the three most successful clothing retailers
in Europe by 2023.

MAIN VALUES

To act fairly and honestly
To respect beliefs and differences
To be modest, broad-minded and charitable
To be flexible, situational and quick
To be customer-focused
Not to settle for what we already have, to aim for constant improvement and development
To assume a scientific approach and to use technology efficiently
To challenge difficulties, to believe anything is possible
To employ people in positions that suit their skills and personal traits
To carry out implementations in compliance with legal and ethical rules
To have the will and courage to take action instead of complaining

To provide freedom of expression and criticism which do not include any insults
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1985

LC Waikiki emerged as a brand name in France.

1989
LE Waikiki signed a supplier agreement with Taha Teksti\.

1991
Established by Taha Group,
Tema Tesktil acquired the license rights of LC Waikiki in Turkey.

1994
Faha Holding was established

1996
Tema MagazacSISk was established and started|its first retail inyestments.

1997
International franchising rights of LG Waikikijwere acquired.

2000
Faha Group was in charge of procuction while Tema Group focused onretail operations.

2004
L€ WAIKIKI attained a turnover of 179 Million USD;

2009
L€ Waikiki opened its first international store inRomania.
2010
The total sales area of LC Waikiki reached 290; 000/m?2
with 291 domestic and 10 international stores.
International business expanded

M I L E ST o N E s to Romania, Bulgaria, Iraq, Albania and Kazakhstan.

2011
lcwaikiki.com started online sales.
International business expanded, to Syria, Eqypt,
Russia, Germany and Bosnia.

2013

BECOMING AN INTERNATIONAL BRAND LCWaikiki employs 20.000 people from diverse culturesand
from a local manufacturer runs a business of 2,5 billion USD, covering a sales area of 680,000 m2

. with 407 domestic and 106 international stores.
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HUMAN RESOURCES

GROWING WORKPLACE WITH
20.000 people across the world

LC Waikiki Headquarters in Istanbul

employ 2400 Personnel

Total 20.000 international employees
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SALES

EVERY YEAR 40% GROWTH
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LC Waikiki Retail Sales and Growth Rates (Billion USD)
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Brand Shares for Ready-to-Wear Clothing Market*

(Local & International Brands)

Competitor 3 1.8%
Competitor 2
1.80/0 2.00
Competitor 1 1.4% &
LC WaAIKIKI
2.1% 2.1%
1.0%
0.9% 1.3% 3.0%
0,
1.6% 1.6% 2.3% 2.5%
2.9%
2.5%
3.0%
2.4%
20108 2010W 20118 2011W 20128 2012W
* IPSOS Kmg

FORTUNE 500 / 2013

e highest
2 4th corporate
equity The

th highest
number of
employees in
500 companies

The

highest
The increase in

26 th exports of
the company

st
The
4 garment
500 largest industry
companies
in Turkey

LC Waikiki is the number one Lovemark
of Turkey in ready-to-wear category, 2013

(Local & International Brands)
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Our vision is to become one of the three
most successful clothing retailers

in Europe by 2023

LC WAIKIKI STORE NUMBERS
IN THE WORLD*

COUNTRY STORE
Turkey 407

White Sea

Kazakhstan 16

Saudi Arabia 12
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Russia

Bulgaria

Iraq

Romania

Egypt

Azerbaijan

Georgia

Ukraine

Albania

Morocco

UAE

Bosnia

Kosovo

Algeria

Belarus

Iran

Kyrgyzstan

Lebanon

Libya

Macedonya

Poland

Serbia

Syria
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LC Waikiki Store Numbers
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LC Waikiki shopper gender portfolio is well balanced with a slight
skew towards women.

Average LC Waikiki consumer is @ middle aged consumer, with a

moderate household income, who is pHCe SeﬂSItIVG and is

either the decision maker or strongly supports the garment shopping for all family
members.

This consumer is in charge of the family bugdet and seeks to find the
best garment alternatives for his/her family and his/her self ensuring the product

quality/price balance.

LC Waikiki consumers are Smart ShOpperS whose efforts

are awarded with the smile of their spouse for their refined taste, the joy of their
kids for the brand new clothes, not to mention their own pleasure to select
garments that help them look attractive with an affordable cost in return.

LC Waikiki offers a value for money shopping experience
with trendy and basic garments for all members of the family.
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LC WalKIKI
kids
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GRAPHIC DESIGN & PHOTOGRAPHY

CONTACT/ Tel: +90 212 657 55 55 e Fax: +90 212 657 02 08 e info@lcwaikiki.com e http://corporate.lcwaikiki.com




