


WE HAVE WORKED WITH LOCAL AND GLOBAL 

FASHION AND BEAUTY BRANDS IN       CONTINENTS3

MILABRANDERS

ENGLISH | SPANISH | FRENCH | ITALIAN | GERMAN | DUTCH | ARABIC | POLISH



MILABRANDERS

ATL CAMPAIGNS 
PRINTS & OUTDOORS 
DIGITAL CAMPAIGNS 
MOVING CONTENTS 
BRANDED VIDEOS

NAMING 
LOGO DESIGN  
BRAND IDENTITY 
WEB DESIGN 
LABELLING & PACKAGING

BRANDINGADVERTISING MARKETING
CATALOGUES & MAGS  
PRINTS 
SOCIAL MEDIA 
STANDS & DISPLAYS 
STRATEGY
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MILABRANDERS

DIGITAL
SERVICES

WEB 
ARCHITECTURE, 
DESIGN & 
DEVELOPMENT

SEO, AD WORD 
CAMPAIGNS, 

BANNERS

SOCIAL MEDIA 
MANAGEMENT  
& CAMPAIGNS

DIGITAL 
STRATEGIES 
E-MAILING 
CAMPAIGNS 
B2B Y B2C
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SOCIAL
MEDIA
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WEB  
LOOKBOOKS 
E-COMMERCE 
DESIGN & 
PROGRAMMING
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STRATEGY
CREATIVITY
PRODUCTION

/ SCRIPT-WRITING 
/ CASTING 
/ STYLING 
/ ART DIRECTION 
/ FILMING 
/ EDITING

PHOTOSHOOTS
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ESTRATEGIA
CREATIVIDAD
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CORPORATE 
VIDEOS AND 
ATL CAMPAIGNS
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TRENDS

BENCHMARKS

CONSUMERS
IMPLEMENTATION

SUPPORT

CONCEPTS

MARKET & CONSUMER INTELLIGENCE

BRANDING & BRAND MAKE-OVERS 

CHANGE MANAGEMENT & INTERNATIONALISATION

PORTFOLIO & NEW PRODUCTS STRATEGY

POSITIONING, TARGETING & SEGMENTING

CONSULTING
SERVICES
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BRAND POSITIONING

TARGETING & SEGMENTING

CONSUMER STUDIES
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Internet use  by 
socio-economical 
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Internet 
use  by 
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} INTERNET 
USERS

61%
of the population

ARE

VS.
73%
of Italians

2013 2014 2015 2016

%61%58%56
%45

Evolution of 
internet 
usage in 
Turkey: 

IN 2
IS AN ACTIVE USER
1

TREND-HUNTING

66% DETAILED SIZE INFO 

64% FIBER CONTENT INFO 

62% CUSTOMER REVIEWS 

60% DETAILED FIT INFO 

60% LAUNDERING INFO

FACTORS THAT 
INFLUENCE THE 

BUYING DECISION

7 IN 10 say blogs are their top online source of clothing inspiration

Consumers in Turkey are more 
likely than European and US 
consumers to seek out 
sustainable clothing and more 
likely to blame the industry for 
non-sustainable apparel.  

Cotton Council International, Global 
Lifestyle Monitor Survey: Turkey

“
”

TOP 3 SOURCES OF 
CLOTHING IDEAS

1. Family

2. Acquaintances

3. Store displays

%0 %60

%28

%49

%541. Store display

2. Already owned

3. online

%0 %50

%30

%41

%50

I LOOK FOR 
SUSTAINABLE 
CLOTHING

Turkey Italy

%58%64 I PREFER 
COTTON-RICH 
FABRICS

Turkey Italy

%70

%93

Turkey

USA

Italy %44

%29

%61“I WOULD BE MORE LIKELY 
TO VISIT A RETAIL STORE 

THAT OFFERS VIRTUAL 
REALITY EXPERIENCES”

The Turkish upper middle class is the real growth 
generator for Turkey’s luxury market. They are the 
“new rich”, many often enjoying the fruits of their 
parents working hard and saving every penny. 

STATUS SEEKERS

50%  
of all luxury 
sales

BRAND DAYS
STUDIES
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ARCHETYPES STUDIES & PSYCHOGRAPHIC BENCHMARKS
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www.milabranders.com info@milabranders.com

http://www.milabranders.com

