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Funda Zeytinoğlu Builds a New 
Chapter Where Fashion, Wellness and 

Human Connection Come Together
She Built a Life in Retail. Now She 
Wants to Help People Feel Better 

Before They Buy.

Funda Zeytinoğlu reflects on 
two decades in fashion retail, 

changing consumer habits, 
entrepreneurship, customer 
relationships and her new 
mission to build a wellness 

community centred on connec-
tion and personal growth.

By Ember Wilson

Funda Zeytinoğlu has built a 
remarkable career around instinct, 
resilience and a genuine under-
standing of people. From arriving 
in Britain in 2000 to study 

English to establishing a successful career 
in fashion retail, her journey reflects the 
determination of an entrepreneur who has 
continually adapted without losing sight of 
the human relationships at the heart of her 
work.

For more than two decades, Funda has 
experienced the realities of independent 
retail first-hand, operating shops across 
Reading, Guildford, Notting Hill, Covent 
Garden and Ealing Broadway. Trends have 
changed, consumer habits have shifted, 
Brexit has reshaped sourcing and Covid 
transformed the high street, yet her ability to 
listen closely to her customers has remained 
constant. That personal approach has helped 
her build something increasingly rare in 

modern retail: trust, loyalty and a genuine 
sense of connection.

What makes Funda’s story particular-
ly compelling, however, is that she is not 
content simply to look back on what she has 
achieved. She is now turning her attention 
towards wellness, community and personal 
development, bringing the same warmth and 
people-focused philosophy that shaped her 
retail career into a new chapter.

Her vision goes beyond organising events. 
She wants to create spaces where people 
can meet, learn, form meaningful relations-
hips and leave feeling more positive about 
themselves and their lives. Her philosophy 
— Connect. Develop. Grow Together. — 
captures both the simplicity and ambition of 
that mission.

In our conversation with Funda, we explore 
the lessons of twenty years in business, the 
changing face of fashion retail, her experien-

BEAUTY PRIME  II 17 

DRAFT



ces working internationally, the importance 
of human connection and her evolving vision 
for wellness.

Funda Zeytinoğlu’s journey is ultimately 
one of reinvention with purpose — proof that 
success is not only about building businesses, 
but also about creating experiences, relati-
onships and communities that leave a lasting 
impact.

Could you tell us a little about yourself 
and your story of coming to the UK?

I was born in Eskişehir in 1978. I came to 
the UK in 2000 to study English. When I 
first arrived, I lived with a British family and 
worked as an au pair for around two years. 
At the same time, I was studying English and 
also working part-time.

During this period, I learned about the retail 
business. I had the opportunity to work both 
for Turkish businesses and alongside people 
from different nationalities. I later decided to 
go to university and studied Business Mana-
gement for three years.

• More than 20 years of 
experience in fashion retail

Building businesses, 
nurturing relationships 
and creating communities 
— Funda Zeytinoğlu’s 
entrepreneurial journey 
continues to evolve.

“PEOPLE DO NOT COME INTO OUR 
SHOP SIMPLY TO BUY SOMETHING.”

Funda Zeytinoğlu combines 
entrepreneurial resilience, 
genuine empathy and crea-
tive vision, building busines-
ses and experiences that 
place meaningful human 
connection first.
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After university, I wanted to establish my 
own business and make use of the experience 
I had gained through my part-time jobs. In 
fact, ever since I was a child, I had dreamed 
of having my own shop and selling clothes. 
Eventually, I made that dream a reality.

I have been in retail for around twenty ye-
ars. During that time, I have had four or five 
different shops, operating in areas including 
Reading, Guildford, Notting Hill, Covent 
Garden and Ealing Broadway.

Before Covid, I had to close some of my 
shops. Today, I continue with my main store 
in Reading, which I opened twenty years ago.

When you compare retail before and after 
Covid, what do you think have been the 
biggest changes?

Before Covid, online shopping was now-
here near as widespread as it is today. People 

would go out, visit shops and make their 
purchases in person. Covid changed those 
habits very quickly. People became accus-
tomed to staying at home, while technology 
also developed rapidly.

During this period, major stores, chains and 
many independent boutiques closed. Today, 
there are very few independent boutiques like 
mine left in Reading. One of the main reasons 
I have been able to remain in business is the 
loyal customer base we have built by being 
here for twenty years.

Under today’s conditions, opening a new 
shop and managing to survive is genuinely 
not easy.

Online sales increased significantly after 
Covid. However, there is an opportunity 
within every crisis. If you are different, if you 
are doing something original and if you can 
offer customers a personalised experience, 

• Operated boutiques across 
Reading, Guildford, Notting 

Hill, Covent Garden and 
Ealing Broadway

“SOMETIMES, THE SHOP ALMOST BECOMES 
A FORM OF THERAPY FOR THEM.”

Funda Zeytinoğlu brings 
together two decades of 

retail experience with a new 
vision centred on wellness, 

community and personal 
growth.
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“TODAY, I NO LONGER CHOOSE PRODUCTS  
ACCORDING TO TRENDS; I CHOOSE THEM ACCORD-
ING TO WHAT MY CUSTOMERS GENUINELY WANT.”

• Built a loyal customer base 
through highly personalised 

service

you can create an advantage for yourself.
One of our greatest strengths is customer 

service. People do not come into our shop 
simply to buy something. Sometimes, the 
shop almost becomes a form of therapy for 
them. They talk about their personal lives 
and feel that they are being listened to and 
understood.

We have had customers who have spoken 
to me or members of my team about prob-
lems in their lives and then said, “Thank you 
so much for listening to me.” Some have 
even become emotional and cried.

Over time, we realised that some people 
come shopping when they are unhappy. They 
may be having problems with their partner, 
or they may be unhappy with something in 
their own lives. They come into the shop, 

talk, feel better and then shop.
Now I want to take this to another level. 

One of the reasons I am moving into wellness 
is that I want to help people feel better about 
themselves first, and then I want them to shop 
because they are happy.

How closely do you follow fashion trends? 
How important are trends to you today?

I used to follow trends very closely. I would 
go out in the morning and visit all the major 
chain stores to see what was selling, which 
products were standing out, and which co-
lours and styles were fashionable.

But after a while, I stopped doing that and, 
interestingly, my business actually began to 
perform better.

Over time, I realised that we had developed 
our own style and our own customer profile. 
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Today, I no longer choose products according 
to trends; I choose them according to what 
my customers genuinely want.

We ask our customers, “What are you 
looking for?” and “What kind of thing would 
you like?” As a result, some of the products 
in our shop may not necessarily be the most 
fashionable pieces of the season, but they 
meet the needs of our customers.

There were times in the past when I brought 
very fashionable products into the shop, but 
they did not sell as well as I had expected. 
That is why today I place much greater im-
portance on what the customer actually wants 
when selecting products.

Can customers request a particular pro-
duct from you? For example, if they are 
looking for a specific dress, do you try to 
find it for them?

Of course. A customer can tell us what kind 
of product they are looking for, and we try to 
find something that suits the style, design or 
particular need they have described.

Looking back over your twenty years in 
retail, is there a customer or sales story 

Entrepreneur Funda 
Zeytinoğlu has built a 
career around resilience, 
customer connection 
and a strong instinct for 
independent retail.

• Successfully navigated major 
changes including Brexit, Covid 

and the growth of online shopping

• Believes understanding 
customers matters more than 

blindly following fashion trends

•Worked on a major supply 
project involving Debenhams 
and a Turkish manufacturer
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“I WANT MUCH MORE THAN PEOPLE SIMPLY 
COMING TO AN EVENT, SOCIALISING FOR A 

FEW HOURS AND THEN GOING HOME.”

that you have never forgotten?
There is actually one experience that 

happened to me twice in a similar way and 
taught me an important lesson in life.

One day, a woman came into the shop. 
Without trying anything on, she began 
taking five or ten items at a time from the 
rails, placing them beside the till, and then 
going back to collect more.

After a while, an incredible number of 
items had accumulated around the till. To be 
honest, I could not understand what she was 
doing. I asked her, rather firmly, “Are you 
really going to buy all of these?”

She said, “Yes, I am.”

But I still found it difficult to believe 
because she had practically collected half 
of the shop. In the end, she really did buy 
everything.

She told me she was going to take the 
products back to her country. I remember that 
she came from an Arab country. Perhaps she 
was going to sell them there; I do not know.

That experience showed me just how wrong 
prejudice can be. Once again, I learned that 
we should never judge people based on their 
appearance.

Later, I experienced a similar situation for 
a second time. Of course, from a business 

Funda’s wellness vision is 
built around three simple 

ideas: connect, develop 
and grow together.

• Sees customer service 
as much more than selling 

products
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• Says her boutique has 
sometimes become a 

place where customers feel 
listened to and understood

“I DO NOT BELIEVE WELLNESS  
ALWAYS HAS TO BE VERY SERIOUS 
OR ENTIRELY INWARD-LOOKING.”

owner’s point of view, suddenly selling a 
significant proportion of the stock in the shop 
was also an extremely happy moment.

Turkiye is a very strong country in textile 
manufacturing. Despite this, why do 
you think there are relatively few major 
Turkish fashion brands with a truly global 
presence?

I think there are several reasons, and people 
who do business with Turkiye can sometimes 
see them.

One of the most important issues is vision. 
Some businesses in Turkiye may prioritise 
short-term profit rather than building a brand 
for the long term. The mentality of, “How 
much can I make from this customer today?” 
can sometimes take priority over developing 
a long-term relationship.

• Is now expanding her focus 
from fashion into wellness 
and personal development

Of course, there are also excellent com-
panies with strong vision. When you meet 
the right people, you can achieve very good 
things together. As with many things in life, 
working with the right people in business 
leads to success.

However, in my personal experience, I 
have encountered some problems involving 
pricing, promises not being kept and delivery 
times.

Was there a particularly memorable bu-
siness experience you had while working 
with Turkiye?

After opening my shops in the UK, one of 
my biggest ambitions was to encourage UK 
wholesalers to manufacture their products in 
Turkiye and, in doing so, create a strong com-
mercial bridge between the two countries.
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With that goal in mind, I persuaded the ow-
ner of a major company that operated more 
than 170 concessions within Debenhams to 
travel to Turkiye with me. I helped establish 
all the necessary connections and coordinated 
the production process in detail, from selec-
ting fabrics, zips and threads to arranging the 
finer aspects of manufacturing.

It was a very significant project and a great 
opportunity to demonstrate the strength of 
Turkish textile manufacturing. Unfortunately, 
during production, the wrong size chart was 
used. Instead of following the measurements 
required for the UK market, the garments 
were produced according to Turkish sizing 
standards. This created a serious problem 
with the order.

What disappointed me most was not simply 
that a mistake had been made, because 
mistakes can happen in business, but the lack 
of responsibility afterwards. The response 
was quite casual, along the lines of, “Sorry, 
the person cutting the sizes mixed them up.” 
For a project of that scale, I felt the situation 
needed to be taken much more seriously.

I also experienced challenges with delivery 
times on some occasions. A delivery promi-
sed within two weeks, for example, could 
take considerably longer. Nevertheless, I re-
main very positive about Turkiye’s potential. 
I strongly believe that successful international 
business can be built with Turkiye when you 
work with the right people, share the same 
vision and establish relationships based on 
trust and professionalism.

Was establishing a business connected 
to Turkiye actually an important goal for 
you?

Yes. One of my dreams was to build a busi-
ness connected to Turkiye.

I particularly wanted to do this within the 
textile industry. I was having products manu-
factured in Turkiye, bringing them to the UK 
and selling them to wholesalers.

However, as I mentioned earlier, over time I 
experienced some issues regarding trust.

Having lived in the UK for many years, I 
became accustomed to the business culture 
here. Sometimes a person’s word can be as 
valuable as a written agreement. In Turkiye, 

however, I encountered several situations in 
which things that had been promised were not 
delivered.

After a while, this becomes exhausting. Be-
cause if you do not share the same vision, as 
in any relationship, it becomes difficult for a 
business relationship to continue successfully 
in the long term.

Where did you source your products from 
in the past?

Before Covid—or, more accurately, before 
Brexit—I used to travel to France very frequ-
ently. Almost every month, I would make a 
day trip or stay overnight in Paris.

I would do my buying, spend some time 
exploring Paris and then return to the UK the 
following day. It was a very enjoyable period.

Paris is one of Europe’s major centres 
for fashion wholesale. Many products are 
distributed from there to different countries 
across Europe. Buying directly from Paris 
was therefore also more advantageous in 
terms of price.

Which countries did you source products 
from apart from France?

I also brought products in from Italy, Thai-
land and Turkiye.

Before Brexit, sourcing products from 
Europe was much easier. After Covid, with 
the number of shops also declining, the whole 
system changed.

Today, I source most of my products from 
wholesalers in London. They import products 
from different countries around the world.

It can be slightly more expensive than bu-
ying directly from overseas, but operationally 
it is much easier and more convenient.

What role does your team play in the day-
to-day running of the shop?

I have a very good team. This business is 
entirely about teamwork. It is simply not pos-
sible to achieve genuine success completely 
on your own.

The people on my team are very strong 
when it comes to human relationships. 
They listen to customers, understand them, 
genuinely hear what they are saying and are 

“I SEE WELLNESS AS DISCOVERING, 
LEARNING, CONNECTING  

AND ENJOYING LIFE.”

Her new wellness project 
aims to create meaningful 
experiences where peop-
le can learn, socialise and 
build lasting connections.
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willing to help.
Because of that, I no longer need to be in 

the shop all the time. I trust my team.
I am now directing some of my energy 

towards the projects and events I want to 
develop in the wellness sector. I also want to 
achieve new successes in this area.

You mentioned that you have new proje-
cts outside the textile industry. How did 
your decision to move into wellness come 
about?

At some point in life, you begin asking 
yourself, “Why am I here? What is my purpo-
se in life?”

For many years, I believed that my purpose 
was to do business and succeed in the textile 
industry. At that stage of my life, that genui-
nely was my purpose.

But after reaching a certain age, I experien-

ced a number of realisations and changes. I 
wanted the transformations I had experienced 
in my own life to benefit other people as well.

I am beginning to organise events so that I 
can share the things I have learned and intro-
duce people to valuable experts whom I have 
had the opportunity to meet.

Our first event will take place on 24 Octo-
ber. İlker Çağlayan will be joining us. He is a 
nutritionist, author, entrepreneur and educa-
tor. We are planning to organise a wonderful 
event together.

What is your main objective with these 
events? Who would you like to reach?

We want to reach people who are looking to 
make changes in their lives.

I want to organise events for people who 
want to live a better-quality, happier and cal-
mer life; for those interested in healthy living; 
and for those who aspire to become the best 
version of themselves.

In short, anyone who wants to develop 
themselves can benefit from these events.

If you are saying, “I want to reach a better 
place in my life and become the best version 
of myself,” then these events are for you.

Does your interest in retail go all the way 
back to your childhood?

Yes. When I was at secondary school, 
Benetton had just arrived in Turkiye, and I 
desperately wanted to work in one of their 
shops.

I used to talk about it constantly with my 
family. Thankfully, my family was financi-
ally comfortable, and they did not want me 
to work at that age. They preferred me to 
focus on my education. Of course, from their 
perspective, they were right.

But looking back today, I believe it is 
extremely valuable for a young person to 
experience working life from an early age.

Working gives you life experience, builds 
confidence and provides valuable experience 
that can help you achieve your own dreams.

I think it can be very beneficial to encoura-
ge young people when they have this kind of 
desire.

Can we say that you fulfilled your childho-
od dream after coming to the UK?

Absolutely.
When I came to London, I already knew 

that this was what I wanted to do. I had 

“SUCCESS IS NOT MEASURED SIMPLY 
BY HOW MANY PEOPLE ATTEND.”

Funda wants wellness to 
feel welcoming, enjoyable 
and accessible rather than 

serious or intimidating.
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always had that desire inside me—to open 
my own shop.

 What is your main purpose in organising 
wellness events?

My main aim is to create a community 
where people can feel that they belong, build 
genuine connections and grow together. 
Particularly in the UK, where loneliness can 
sometimes be felt very intensely, I think it 
is incredibly meaningful to create a space 
where people with similar values can find one 
another.

The common ground does not mean that 
everyone has to think in exactly the same 
way. What matters to me is bringing together 
people who share values such as being 
open-minded, wanting to learn, developing 
themselves, sharing, contributing to others 
and having good intentions.

I can summarise the purpose of these events 
in three expressions: Connect. Develop. 
Grow Together.

 Are you aiming for something more than 
people simply attending your events and 
spending a few hours there?

Absolutely. I want much more than people 
simply coming to an event, socialising for a 
few hours and then going home. Over time, I 
want to create an environment where they can 
say, “There are people here who understand 
me.”

I want new friendships and genuine rela-
tionships to develop. One person may learn 
something new, another may find the courage 
to make a change in their life, while someone 
else may meet exactly the person they needed 
at that particular moment in their life.

As the events continue, I dream of creating 
a circle of people who genuinely get to know 
one another, support one another and grow 
together.

 How important is building a community 
to you?

It is extremely important. In fact, I do not 
see these events simply as one-day experien-
ces. For me, the event itself is not the ultima-
te purpose; it is a vehicle. The real objective 
is to build a community.

The events will become meeting points 
where that community comes together, where 
people discover one another and where new 
connections are formed.

I want to create a genuine community in 

which people who are curious about similar 
things and share similar values can find one 
another and want to meet again over time.

 What would you like people to take away 
from your events?

I want them to leave having experienced, le-
arned or discovered something. Perhaps they 
will recognise something about themselves 
that they had never noticed before. Perhaps 
they will discover an activity they have never 
tried, or perhaps they will meet new people.

Most importantly, I want them to feel that 
the time they have set aside for themselves 
has genuinely done them good.

It would mean a great deal to me if they left 
the event feeling slightly better, more moti-
vated and perhaps able to look at their lives 
from a different perspective.

 Why do you want to bring wellness and 
entertainment together?

Because I do not believe wellness always 
has to be very serious or entirely inward-lo-
oking.

Taking care of yourself also includes 
moving, laughing, trying new things, meeting 
new people and having fun. I want to create a 
balance between these two sides.

I do not see wellness simply as turning 
inward; I see it as discovering, learning, 
connecting and enjoying life.

 What kind of activities will feature at 
your events?

There could be movement, breathwork, 
mindfulness, creative workshops, talks and 
more social activities that people can partici-
pate in together.

I want to offer different experiences at each 
event. It is important to me that people are 
not simply passive listeners but active partici-
pants in the experience.

My aim is to create a programme where 
people can learn, discover new things and 
also enjoy themselves.

 What will distinguish your events from a 
traditional wellness event?

I do not want to focus on just one area. I 
am not imagining a traditional event format 
where people simply practise yoga or sit and 
listen to talks.

I want to create an environment where 
people are actively involved in the experien-
ce. At one moment, you might have time to 

“CONNECT, DEVELOP AND 
GROW TOGETHER.”

For Funda, a successful 
wellness event is 

measured not only by 
attendance, but by the 
positive impact people 
take home with them.
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“I WANT TO CREATE AN ATMOSPHERE 
AND AN EXPERIENCE THAT PEOPLE 

WILL CONTINUE TALKING ABOUT AND 
REMEMBERING.”

yourself, while at another you could meet 
someone new and laugh together.

I want to bring wellness, learning, socia-
lising and entertainment together within the 
same experience.

 What kind of atmosphere are you hoping 
to create?

I want to create a warm and welcoming 
atmosphere where people do not feel any 
pressure when they arrive.

You do not need to know a great deal about 
the wellness world. You may never have at-
tended an event like this before. You can also 
come on your own.

My aim is to create an environment where 
people feel comfortable—something warm, 
engaging and inviting that encourages parti-
cipation.

 What will distinguish you from other 
event organisers?

I do not simply want to organise an event. 
I want to create an atmosphere and an expe-
rience that people will continue talking about 
and remembering after the event has finished.

I pay great attention to detail and to how 
people feel. For me, it is not only about what 
is included in the programme, but also about 
the emotions people experience while taking 
part in it.

I want people to leave saying, “That was a 
genuinely wonderful experience.”

Does being new to this field frighten you?
I am aware that, because I am new to this 

area, there is a great deal for me to learn. 
However, I do not see that as a disadvantage.

On the contrary, I believe that being able to 

look at the sector with fresh eyes and intro-
duce different ideas that may not have been 
tried before can be an advantage.

Every new venture involves a learning 
process. I am very open to learning and deve-
loping myself throughout this journey.

How will you judge whether an event has 
been successful?

Attendance is, of course, important. Howe-
ver, for me, success is not measured simply 
by how many people attend.

The feedback people give afterwards, the 
energy created in the room, the connections 
that are formed and whether people want 
to return for the next event are much more 
important indicators of success.

If someone makes even a small positive 
change in their life after an event, makes a 
new friend or discovers something new about 
themselves, I would consider that an impor-
tant success.

 Where would you like to see this project 
in the long term?

Over time, I would like it to develop into 
a platform with different concepts and acti-
vities—something people follow regularly 
and where they look forward to the next 
gathering.

I want people to attend not simply for a 
particular activity, but because they want to 
be part of the experience and the community 
we are creating.

In the long term, I want to build a strong 
community of people who know one another, 
support one another, learn together and grow 
together.

For me, the essence of it is actually very 
simple: Connect, develop and grow toget-
her.

Community sits at the 
centre of Funda’s next 

chapter, bringing 
together people who 

want to learn, connect 
and grow.
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