
Dionne – Feasibility Study & Investor Presentation (Casual Womenswear Brand 18-
30) 

Dionne is a new casual fashion brand for women aged 18-30, offering trendy yet 
affordable everyday styles. We plan to launch online in Turkey, targeting the digitally 
savvy young female demographic with chic, versatile pieces. 

Market Opportunity 

• Large & Growing Apparel Market: Turkey’s clothing retail market was about $32 
billion in 2023, projected to reach $34 billion in 2024  
cognitivemarketresearch.com. Womenswear makes up the largest share – $14.5 
billion (≈45%) in 2022 researchandmarkets.com – indicating a substantial 
existing demand for women’s apparel. 

• E-Commerce Boom in Fashion: Turkish consumers are rapidly shifting to online 
shopping. In 2023, ₺127 billion (~$5.4 billion) of apparel/footwear sales came 
from e-commerce trt.global. Online retail’s share of total trade doubled from 10% 
in 2019 to 20.3% in 2023 trt.global. Fashion e-commerce alone is forecasted to 
reach ~$8 billion by 2025 ecommercedb.com, with high double-digit growth. This 
trend illustrates a prime opportunity to capture online fashion shoppers. 

• Young, Social Media-Driven Demographic: Turkey has 58+ million Instagram 
users (≈68% of the population) as of 2024 napoleoncat.com – one of the highest 
social media penetration rates globally. The 18-34 age group comprises over 
half of these users napoleoncat.com. Our target customers practically live 
online: 76% of 18–29-year-olds use Instagram backlinko.com and are 
influenced by digital trends. This gives us a cost-effective channel to reach and 
engage our core audience where they spend their time. 

• Comparison – Success of Online Fashion: The dominance of e-commerce in 
fashion is proven globally. Notably, SHEIN (a China-based online-only fast 
fashion brand) achieved $38 billion in sales in 2024 reuters.com by leveraging 
agile supply chains and social media marketing. This exemplifies the high growth 
potential of a digitally-driven apparel brand model (and underscores that a 
China-Turkey supply chain can work very successfully in fashion). Our goal is to 
emulate this agility on an appropriate scale in the Turkish market. 

Competitive Landscape & Differentiation 

Competitive Landscape: The casual womenswear space in Turkey is competitive but 
still has gaps we can exploit. Key players include: 

• Global Fast-Fashion Chains: Brands like Zara, H&M, Bershka etc. have a strong 
presence, offering trendy items but often at higher price points. They have 
physical stores and online sales, but their global focus means they may not tailor 
specifically to Turkish youth trends. 
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• Local Retail Giants: LC Waikiki, Koton, DeFacto, and others dominate value 
fashion with wide distribution. They are well-known, but their sheer breadth 
means niche style segments (like ultra-trendy co-ord sets or certain streetwear 
looks) may be underserved. 

• Marketplaces & Indie Brands: Trendyol, Hepsiburada and N11 marketplaces 
host countless independent fashion sellers (including Trendyol’s own house 
labels). Competition here is high on price and variety, but quality and brand 
loyalty vary. There is an opportunity for a new brand to stand out with a focused 
identity and consistent quality – rather than being lost among marketplace 
listings. 

• International E-tailers: Emerging online platforms (e.g. SHEIN, AliExpress sellers) 
offer cheap fashion shipped from abroad, appealing to price-sensitive shoppers. 
However, shipping times, lack of local presence, and uncertainty in quality create 
an opening for a local brand that can offer the same affordability with faster 
delivery and local customer service. 

Our Differentiation: Dionne will position itself to capitalize on these market dynamics: 

• Unique Style Curation: We will fill a niche between mass-market basics and 
expensive global brands by curating stylish casual collections that reflect the 
latest trends quickly. Our designs are trend-informed (similar agility to fast-
fashion) but with a cohesive brand aesthetic that builds loyalty. We focus on mix-
and-match capsule wardrobe pieces, giving young women on-trend outfits that 
fit the local lifestyle. 

• Affordable Quality: Thanks to low-cost, high-quality production in China 
(through our investor’s manufacturing network), we can price competitively 
against both local and international rivals. We intend to offer quality on par with 
global brands, but at more accessible prices – converting budget-conscious 
shoppers into Dionne customers. 

• Digital-First Branding: Unlike legacy retailers, Dionne will be a pure online-
native brand with a modern marketing approach (social media, influencers, 
content marketing – detailed in Strategy). This means we can engage directly with 
our audience, react to feedback quickly, and grow through viral marketing rather 
than costly retail stores. Our lean e-commerce model is an advantage in a post-
pandemic era where more people prefer to shop online. 

• Agile Supply Chain: With production in China (the world’s largest apparel 
exporter, $316 billion in textile/garment exports in 2022 en.wikipedia.org), we 
have the ability to rapidly scale or tweak styles. We can respond to trend data in 
real-time – if a certain style or color is selling out, we can re-order or introduce 
variations within weeks. This agility beats traditional retailers with long product 
development cycles. It also mitigates inventory risk by producing in smaller 
batches and restocking fast-movers rather than overstocking uncertain styles. 
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• Local Insight + Global Efficiency: Our team combines local market insight 
(understanding Turkish consumers’ tastes and cultural trends) with a global 
supply advantage (Chinese manufacturing). This East-West partnership is a 
competitive strength: for example, a Chinese investor partner who knows 
efficient production, paired with a Turkish brand management on the ground, 
means we get the best of both worlds in cost and market fit. 

Product Line & Brand Concept 

Dionne’s brand ethos is “Casual Chic for Everyday Adventures.” Our products enable 
young women to effortlessly style themselves for anything from campus and coffee 
dates to weekend outings – bridging comfort and trendiness. 

Initial Collection: Based on our feasibility study, we plan an inaugural line of 
approximately 30-35 designs (styles) across multiple categories. The lineup (as per our 
model plan) includes: 

• Pants: ~5 styles (e.g. “basic palazzo” wide-leg pants in neutral colors like black 
and coffee, a “cigarette” slim pant, a “jacquard” pattern pant, and even a faux-
“leather” pant for an edgy option). 

• Tops & Blouses: ~8 styles of tops (trendy blouses and shirts) – including 
lightweight poplin shirts (classic white, playful stripes), romantic chiffon and 
satin blouses, and other on-trend “romantic” style tops with details like bows 
(fiyonk) or asymmetrical cuts. Additionally, ~6 styles of casual t-shirts (basic 
premium cotton tees in black/white, graphic tees, and a couple with unique 
accessory details or prints for variety). 

• Skirts & Shorts: ~6 bottoms in this category – from a flirty satin mini skirt, a 
crinkle-texture skirt (“crincle”), a knit (triko) pencil skirt, a pleated skirt (pliseli), a 
floral printed skirt, to even a kısa şort (shorts) style. These pieces complement 
our tops for complete outfits. 

• Vests & Outerwear: 4 stylish sleeveless vests/jackets (yelek) that serve as light 
outerwear or statement pieces – e.g. a long wool vest (kaşe) for layering, a trendy 
“boyfriend” cut vest blazer, a masculine-cut vest, and one with unique bow 
details. These vests pair with our pants/skirts to create smart co-ord sets. 

• (Our lookbook also considered adding a denim jacket set, which could be 
introduced later. In this first phase, the focus is on the above core categories to 
keep the collection tight.) 

Our collection features versatile co-ord sets like tailored vest-and-trouser ensembles 
that offer a polished yet youthful look. Many pieces are designed to mix and match – for 
example, a black vest can be paired with matching pants for a chic set, or worn over a t-
shirt and jeans for a casual vibe. We emphasize neutral colors (black, white, beige, soft 
earth tones) for maximum versatility, punctuated by a few seasonal accent colors (such 
as a stylish burgundy pant or a soft pastel top) to keep things fresh. 



Dionne also embraces playful prints and feminine touches in its lineup, as seen in this 
coordinated set. Our casual chic aesthetic means even comfortable daywear has a 
fashion-forward twist – a striped two-piece set or a floral accent skirt can be easily 
styled up or down. The overall brand vibe is modern, clean, and aspirational: we want 
our customers to feel they are wearing an Instagram-worthy outfit, but at an accessible 
price and comfort level. 

Quality & Sizing: All items will be manufactured with quality in mind – using fabrics like 
breathable cotton, modal, and tensile blends for comfort (as indicated by our material 
plans), and with attention to fit for the 18-30 age body profile. We plan to offer a range of 
sizes (likely XS to XL to start) to be inclusive of most body types in our demographic. 
Consistent quality will be key to earning trust and driving repeat purchases. 

Brand Identity: The name “Dionne” evokes elegance with a touch of French chic, 
aligning with our goal to be perceived as a stylish, aspirational label. Our branding (logo, 
website design, packaging) will be minimalist and trendy – appealing to young women 
who value aesthetics. Think clean lines, neutral color palettes with a pop of color, and 
an Instagram-ready unboxing experience (branded tissue, thank-you cards, etc.). We 
want the customer experience to feel premium, even though the pricing is affordable. 

Marketing & Sales Strategy 

Our go-to-market strategy is digital-first and experience-focused, leveraging social 
media and e-commerce to build brand awareness and drive sales: 

• E-Commerce Platform: We will launch via our own online store (using a reliable 
SaaS platform like Shopify or local equivalent Ikas). This allows a quick setup 
with secure payments, mobile-optimized shopping, and integrations for shipping 
and inventory. Using such a platform keeps our IT costs low (e.g. ~$50/month) 
lonca.co and provides a seamless user experience from day one. The site will be 
our primary sales channel, showcasing the full catalog with high-quality images, 
size guides, and styling suggestions for each product. 

• Social Media Marketing: Instagram will be our key marketing channel, given its 
popularity in Turkey’s youth. We will create an appealing Instagram profile for 
Dionne, posting professional photos of our outfits, user-generated content, and 
style inspiration. A consistent posting schedule, trendy Reels (e.g. outfit 
transition videos), and engaging Stories (polls, Q&As) will help build a following. 
We aim to convert our social media followers into customers by linking posts to 
our product pages (thanks to Instagram Shop integration). Additionally, we’ll 
leverage TikTok for viral video content, as fashion hauls and styling videos 
perform well there among Gen-Z. 

• Influencer Collaborations: We plan to partner with a few micro-influencers in 
fashion/lifestyle who resonate with 18-30 women in Turkey. By gifting them our 
outfits or sponsoring content, we gain authentic exposure to their followers. For 
example, an Instagram influencer could post a “day in my life” outfit series 
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featuring Dionne pieces, providing social proof for the brand. This strategy is 
cost-effective relative to traditional ads and builds credibility through word-of-
mouth. 

• Content Marketing: Beyond product posts, we will share fashion tips, 
lookbooks, and trend guides to engage our audience. This positions Dionne as 
more than a store – it’s a style community. For instance, blog posts or IG 
carousels on “5 Ways to Style a White Shirt” (using our shirt in each look) can 
drive interest. We’ll also encourage customers to share their own outfit photos 
with a branded hashtag, fueling a user community and free content for us. 

We will produce engaging style inspiration content (similar to this outfit layout) on social 
platforms to connect with our audience. By providing mix-and-match ideas and 
seasonal wardrobe guides, we keep users returning to our pages and considering 
Dionne for their next purchase. Such content underscores our brand’s fashion expertise 
and helps customers see the versatility of our pieces. 

• Online Marketplaces: In addition to our own site, we may list select products on 
popular marketplaces like Trendyol or Hepsiburada to tap into their massive user 
base. This can be a customer acquisition funnel – users discover Dionne on those 
platforms (where fashion accounts for ~20% of e-commerce volüme 
linkedin.com), and we can include package inserts or branding that directs them 
to our direct site for full collection and better deals. Marketplace presence also 
provides credibility for new brands in Turkey. 

• Promotions & Loyalty: To jumpstart sales, we’ll use targeted promotions such as 
launch discounts, referral bonuses (e.g. give your friend a discount and get 
credit), and perhaps a VIP program for repeat buyers. Given the price-sensitive 
nature of young consumers, periodic sales aligned with peak shopping times 
(back-to-school, Black Friday, etc.) will drive volume. But we’ll balance this to 
avoid eroding the brand’s perceived value. 

• Customer Experience: We will offer free returns/exchanges and responsive 
customer support (via WhatsApp or Instagram DMs) to alleviate online purchase 
hesitation. Positive reviews and word-of-mouth from a great service will be 
crucial in the early stage. Our aim is to turn first-time buyers into brand 
ambassadors by exceeding their expectations (fast delivery, cute packaging, 
helpful styling advice if they need). 

Overall, our marketing will be agile and data-driven – tracking which products get the 
most likes or sell fastest and reinforcing those in promotions. The beauty of being online 
is we can get instant feedback and adjust our tactics or even designs quickly. 

Operations & Supply Chain 

A robust yet flexible operational plan underpins this venture, ensuring we can deliver on 
our promises efficiently: 

https://www.linkedin.com/posts/dominiquelocher_e-commerce-volume-in-t%C3%BCrkiye-more-than-doubled-activity-7201472329191751680-L8do#:~:text=Turkish%20e,Furniture


• Manufacturing in China: We will produce our clothing through our investor’s 
contacts in China’s garment industry. This offers multiple advantages: 

o Cost Efficiency: China’s economies of scale keep production costs low. 
(As context, China is the top apparel exporter globally – its textile and 
clothing exports were ~$316 billion in 2022 en.wikipedia.org, showing the 
sheer scale and competitive pricing available). We can achieve strong 
margins even at affordable retail prices, thanks to lower unit costs. 

o Production Quality & Variety: Chinese manufacturers are experienced in 
producing a wide range of styles and fabrics quickly. Our initial collection 
spans from denim to chiffon; we can source all these materials and skilled 
labor in one ecosystem. We will work with factories experienced in fast-
fashion production to ensure quick turnaround times. 

o Scalability: As demand grows, we can scale up orders easily. Conversely, 
we can start with relatively small batch sizes per style (reducing risk of 
overstock) because production MOQs (minimum order quantities) in 
China can be negotiated lower with the right partner or by paying a slight 
premium. Our investor’s involvement will help secure favorable terms. 

• Quality Control: We will implement QC checks both at the factory (having 
samples approved and periodic inspections during production runs) and upon 
arrival in Turkey. The investor’s on-ground knowledge in China can assist in 
monitoring production to ensure the finished goods meet our standards (correct 
sizing, stitching quality, fabric as specified, etc.). Building a trustworthy supplier 
relationship is critical for long-term stability. 

• Import & Logistics: Finished products will be shipped to Turkey, likely by sea 
freight for cost effectiveness (air freight for any rush items if needed). We will 
navigate import regulations by properly classifying goods to optimize duties. 
Turkey’s customs on textile imports will be factored into our pricing/cost – our 
feasibility analysis includes these import taxes. Given the investor is Chinese 
aiming to do business in Turkey, they may facilitate smooth export processes. 
Upon reaching Turkey, goods will clear customs and be stored in our distribution 
hub. 

• Warehousing & Fulfillment: We plan to rent a small warehouse or fulfillment 
center in Istanbul for inventory storage and order dispatch. Initially, the volume 
is manageable – e.g., a few thousand units – which can be stored in a few 
hundred square meters. We will set up an inventory management system (likely 
integrated with our e-commerce platform) to track stock levels of each SKU in 
real-time. As orders come in, warehouse staff will pick, pack (in our branded 
packaging), and ship within 1-2 business days. 

For delivery, we will partner with local courier services (e.g., Yurtiçi Kargo, Aras Kargo 
etc.) to offer fast and affordable shipping nationwide. Given Turkey’s developed parcel 
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network, customers can expect their orders in 1-3 days locally. We’ll negotiate volume 
discounts with couriers as we grow. 

• Technology & Infrastructure: Aside from the e-commerce platform front-end, 
we will use ready solutions for operations to stay lean. This includes using 
payment gateways widely trusted in Turkey (like iyzico or PayU) on our site, an 
accounting software for finances, and likely a local 3PL (third-party logistics) 
software or service for managing deliveries and returns efficiently. Adopting 
established tech solutions means we don’t have to reinvent the wheel, keeping 
our focus on product and marketing. 

• Team & Management: In the beginning, the team will be small. The founder 
(brand manager) will oversee design selection, marketing, and Turkish 
operations, while the investor partner liaises with production in China and overall 
business strategy. We will likely hire: 

o 1-2 staff for warehouse/fulfillment (to handle stocking and shipping), 

o a customer service/marketing assistant who can manage social media 
queries, assist with content, and handle returns coordination, 

o and outsource any specialized tasks (e.g. freelance graphic designer for 
creatives, a web developer for any site customizations beyond Shopify’s 
templates, etc.). Keeping fixed payroll minimal is part of our feasibility to 
conserve capital. 

As the business scales, we can add roles (for example, a dedicated fashion designer or 
merchandiser, more customer support, etc.), but initially we are adopting a lean startup 
approach. This not only saves cost but allows flexibility – the core team can wear 
multiple hats and adapt processes as we learn what works best. 

• Regulatory & Legal: We will establish a Turkish legal entity for the brand (likely an 
LLC). All necessary business registrations, tax IDs, and import licenses will be 
obtained. E-commerce in Turkey requires compliance with regulations (like 
distance selling laws, data protection for customers, etc.), which we will adhere 
to. Our feasibility study includes consulting with an accountant and legal advisor 
to ensure smooth compliance (for example, properly issuing e-invoices for online 
sales, handling returns within the 14-day no-questions-asked period mandated 
by law, etc.). Having a Chinese investor means we’ll also ensure any foreign 
direct investment paperwork is handled (which is straightforward in Turkey’s 
business environment). 

In summary, our operations are designed to be cost-efficient, fast, and scalable – 
leveraging the investor’s production advantage and existing tech/logistics infrastructure 
in Turkey. This ensures that as our marketing brings in sales, our backend can deliver 
satisfaction, creating a virtuous cycle for growth. 

 



Financial Projections 

We have constructed a conservative financial model to assess feasibility. All figures are 
in U.S. Dollars (USD) for consistency (with TL equivalents noted where relevant). The key 
points are: 

• Pricing & Margins: Our average selling price (ASP) is estimated around $20 per 
item (roughly ₺500 at current rates), balancing lower-priced basics (tees ~$15) 
and higher-priced items (jackets/vests ~$30). At this price point, we remain 
affordable for young consumers. With efficient Chinese manufacturing, our cost 
of goods (COGS) per item is expected to be about $8 on average (including 
production, freight, and import duties). This yields a gross margin around 60% 
on average – healthy for fashion retail (industry standard gross margins range 50-
60%). Such margins give us room to cover marketing and overhead while still 
achieving profitability as volume grows. 

• Initial Investment Need: To launch and sustain the business until it becomes 
self-funding, we estimate needing roughly $75,000 – $80,000 (approximately ₺2 
million TL). This is the amount we seek from the investor. Below is the breakdown 
of how this capital will be allocated (all numbers approximate): 

o Inventory Production: ~$35,000 – This covers manufacturing the initial 
collection (~34 styles, with an average of e.g. 100 units per style = ~3,400 
units total). It includes raw material and labor costs paid to the factory, 
plus shipping to Turkey and import taxes. This stock is expected to serve 
for the first season/collection launch. 

o Marketing & Brand Launch: ~$15,000 – For the first year of marketing 
spend. This includes content creation (photography, possibly hiring 
models for product shoots), social media ads, influencer partnerships 
(e.g. paying micro-influencers or providing free product), and promotional 
discounts. A chunk of this is front-loaded for the launch campaign to build 
brand awareness quickly. 

o E-Commerce Platform & Tech: ~$3,000 – While our Shopify/Ikas 
subscription is cheap monthly, we budget for website theme 
design/customization, app plugins, and technical consulting if needed to 
fine-tune the online store. This also covers software tools (like social 
media scheduling or analytics tools) and minor IT hardware. 

o Operations & Overheads: ~$12,000 – This covers warehousing rent and 
utilities for a year, salaries for a small team for a few months, and general 
admin (office supplies, accounting services). We assume initially 2-3 staff 
as discussed; as sales grow, their compensation can be increasingly 
covered by revenue. 

o Contingency Buffer: ~$10,000 – Unforeseen costs or additional working 
capital. This provides a cushion for currency fluctuations (e.g. TL/USD 



changes affecting import costs), potential need to produce extra of a 
bestseller, or any hiccups (such as needing to expedite a shipment). 

This $75-80k injection would be used over the span of the first 12 months to establish 
the brand and reach a steady revenue stream. 

• Sales Projections: We project a gradual ramp-up in sales as brand recognition 
grows: 

o Year 1 (Launch Year): Assume we launch mid-year; sales for the first 12 
months are projected at ~$50,000 (selling perhaps 2,500 units out of our 
initial inventory at an average $20). The focus in Year1 is on gathering 
customer feedback and building our online presence, so we are 
conservative on sales. We anticipate a net loss in Year1 ($20k) as we 
invest heavily in marketing and not all inventory turns over immediately. 
This is normal for a startup brand. 

o Year 2: With momentum and repeat customers, Year2 sales could reach 
$150,000+ (tripling as we broaden our collection and optimize marketing). 
This equates to roughly 7,500+ units sold in Year2 – feasible with an 
expanded catalog and increased conversion rate. Economies of scale and 
more organic sales (less ad spend per customer) mean we expect to 
break even by end of Year2. Gross profit from sales (~$90k at 60% margin) 
would cover our operating costs as marketing spend per revenue dollar 
drops. 

o Year 3: We aim for $300,000 – $500,000 in revenue by Year 3, as Dionne 
becomes more established. This assumes capturing only a tiny fraction 
of the total market (for perspective, $500k is under 0.01% of Turkey’s 
online fashion markettrt.global). Achieving this level is plausible with 
successful brand positioning. At this stage, we would be comfortably 
profitable. For instance, at $400k sales with 60% gross margin, we have 
$240k gross profit; even after reinvesting in growth (more staff, bigger 
marketing campaigns), a healthy net profit margin could be attained. 

• Long-Term Potential: If growth continues (we expand to new markets or retail 
channels), we could envision capturing say 0.1% of the online fashion market in 
5 years, which equates to ~$5 million in annual salestrt.global. This would 
solidify Dionne as a notable player in Turkey’s fashion scene. While our 
immediate focus is Turkey, scaling beyond (Middle East or Europe) could multiply 
the addressable market and revenues further. An upside scenario (with additional 
investment in future) might put us on track to approach the scale of mid-sized 
local brands or even attract acquisition/partnership offers from larger retailers. 

• Investor Return: The investor’s $80k would position the brand to reach self-
sufficiency by Year 2. We anticipate by Year 3, the business valuation (at a typical 
~1x–2x revenue multiple for fashion startups or higher if growth is strong) could 
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be in the range of a few hundred thousand dollars. If the investor holds equity, 
this implies a significant uptick from the initial investment. Alternatively, if 
structured as a loan, the profits by Year 3 could allow generous repayments or 
dividends. Essentially, once we hit our stride, the investor can expect a high 
return on investment either through equity growth or profit share, in addition to 
the qualitative satisfaction of building a successful brand. 

These projections are cautious but optimistic – they rely on the assumption that our 
marketing will effectively generate sales and that we manage inventory well (avoiding 
stock-outs of popular items and minimal leftover of slow-movers). We will closely 
monitor our KPIs (website traffic, conversion rate, customer acquisition cost, average 
order value, etc.) and adjust strategies to ensure we stay on track financially. 

SWOT Analysis (Turkey Market Focus) 

Strengths: 

• Strong Cost Advantage: Production in China gives us low manufacturing costs 
and access to a huge variety of materials/styles, enabling high margins and 
competitive pricing. Our Chinese investor’s involvement secures reliable supply 
and potentially favorable credit terms with factories. 

• Digital-First & Agile: As an online-only brand, we have agility in operations and 
marketing. We can quickly test which styles or campaigns work (with real-time e-
commerce data) and pivot without the burden of physical stores. This lean setup 
also means lower overhead and the ability to scale nationally without needing 
retail infrastructure. 

• Focused Brand Identity: Dionne will launch with a clear target niche (18–30 
casual chic). Unlike broad department stores, our focused range makes 
marketing messages cohesive and resonates strongly with our specific audience. 
This builds a loyal community around the brand. 

• Market Timing: We are entering at a time when Turkish consumers are 
embracing online fashion shopping more than ever. We can ride this wave as a 
fresh brand unencumbered by legacy systems. Additionally, being new allows us 
to implement modern trends (sustainability practices, inclusive marketing, etc.) 
from the start, which appeal to young consumers. 

Weaknesses: 

• Newcomer Trust Deficit: As a new, unknown brand, we must overcome 
consumer skepticism. We lack the brand recognition that competitors enjoy. 
Initially, we may need to invest more in marketing and possibly lower introductory 
pricing to entice first-time buyers. It will take time to build a reputation for quality 
and service. 

• Limited Financial Buffer: With a single investor and a finite budget, our 
resources are limited. Any major unforeseen expense or a marketing campaign 



that fails to generate ROI could strain cash flow. We don’t have the deep pockets 
of big players to absorb mistakes easily, so execution must be very prudent. 

• Dependence on External Suppliers: Relying on overseas production means 
lead times and logistical complexity. Delays at customs, shipping disruptions, or 
quality issues at the factory can directly impact our inventory levels. Our 
flexibility is somewhat tied to the reliability of our supplier. Additionally, currency 
fluctuations (USD-TL) could affect costs – if TL devalues further, importing goods 
becomes more expensive (we may have to adjust prices or absorb costs). 

• No Physical Presence: While being online is an advantage, not having physical 
stores means some customers who prefer tactile shopping or instant purchase 
might be hard to capture. We also miss out on walk-in traffic or brand visibility 
that a store in a mall provides. We will need to compensate with strong online 
presence and maybe temporary physical events to build that offline connection. 

Opportunities: 

• E-Commerce Growth: The overall trend is in our favor – each year, a larger 
percentage of apparel sales are moving online in Turkeytrt.global. There is still 
room for new brands to establish themselves in this growing pie, especially as 
smaller brick-and-mortar boutiques struggle or close, pushing more consumers 
to find new options online. 

• Social Commerce & Influencer Trends: Young consumers are heavily 
influenced by social media trends (Instagram boutiques, TikTok viral fashion 
items). This presents an opportunity to create viral hits – a single popular item 
(e.g., a dress that an influencer made famous) can drive huge sales spikes. Our 
marketing strategy is built to capitalize on this. If we luck into a trend (say one of 
our items becomes a TikTok sensation), it could accelerate our brand awareness 
massively. 

• Untapped Niches and Expansion: Within our demographic, there are micro-
niches (petite sizing, modest-yet-trendy clothing, etc.) that we can tap into in the 
future, differentiating us further. Also, success in Turkey can be a springboard to 
nearby markets – e.g., selling to Middle East countries who often follow Turkish 
fashion, or Eastern Europe. Turkey’s advantageous position (customs union with 
EU for certain goods, etc.) can facilitate international growth down the line. 

• Partnerships and Omnichannel: We can explore partnerships with fashion 
influencers for capsule collections, or pop-up shops in collaboration with trendy 
cafes or university events. Such opportunities can boost our profile at relatively 
low cost. Additionally, if the brand grows, the opportunity to open a flagship store 
or a showroom (omnichannel approach) in Istanbul could significantly enhance 
brand prestige and customer experience. 

 

https://trt.global/world/article/18166989#:~:text=The%20ratio%20of%20e,3%20percent%20in%202023


Threats: 

• High Competition & Price Wars: The fast-fashion market is saturated. If 
established brands decide to target our segment aggressively (e.g., H&M 
Conscious line for casual wear or Trendyol pushing its private labels with heavy 
discounts), we might face price undercutting or increased marketing noise. 
Larger competitors can afford thin margins or big promos to retain market share, 
which could hurt our sales. 

• Economic Volatility: Turkey’s economy has seen high inflation and currency 
fluctuations. Consumers’ purchasing power can be unpredictable; in times of 
economic stress, our target customers might cut discretionary spending like 
fashion. Inflation also drives up local operating costs and can affect consumer 
perception of pricing (frequent repricing might be needed). We also face 
regulatory changes like import tariffs or taxes which could be introduced to 
protect local textile producers – that would directly impact our cost structure if, 
say, higher import duties on apparel are enacted. 

• Changing Consumer Preferences: The fashion tastes of young consumers can 
change rapidly. What’s “in” this season might be “out” the next. If we misjudge a 
trend or our collection doesn’t resonate, we could end up with unsold inventory. 
Also, an increasing awareness of sustainability could threaten ultra fast-fashion 
models; if the youth segment shifts to thrifting or more eco-friendly choices, we’d 
need to adapt (for example, by emphasizing quality over disposability, or offering 
recycling programs). 

• Operational Risks: Any issues in our supply chain or website pose threats – for 
instance, technical issues with the e-commerce site (downtime during a big sale) 
could lead to lost revenue and credibility. Similarly, a batch of products with 
defects slipping through QC could harm our brand via negative reviews. 
Cybersecurity is another modern threat: we will handle customers’ data and 
payments, so we must be vigilant against data breaches or fraud which could 
severely damage customer trust in our online platform. 

Investment Proposal & Next Steps 

We are seeking a strategic investment of approximately $80,000 (₺2M) from our 
partner (the Chinese investor) to fund the launch and initial growth of Dionne. In 
exchange, the investor gains a significant equity stake (to be mutually agreed) in a high-
potential venture at ground level. Given the outlined plan, this investment will be utilized 
efficiently to create a self-sustaining, profitable brand within ~2 years, with a clear path 
to scale beyond. 

Use of Funds Recap: The capital will primarily fund initial inventory production, 
marketing launch campaigns, and operating expenses as detailed earlier. The budget 
is carefully allocated to maximize ROI – for example, every marketing dollar is aimed at 
customer acquisition and brand building in a measurable way. 



Why Invest in Dionne: 

• Strong Market Fundamentals: The Turkish youth fashion market is large and 
growing, especially online. You will be investing into a sector with robust demand 
trendstrt.globaltrt.global, rather than an untested niche. 

• Clear Differentiation: Dionne is not “just another clothing startup.” We have a 
clear competitive edge via our low-cost, agile production and a defined brand 
identity for a specific audience. Our East-West team synergy is unique – few local 
brands have direct China supply access combined with local market know-how. 

• High Growth Potential: The scalability of an e-commerce model means your 
investment isn’t tied to linear growth. One viral moment or one successful 
season can significantly bump revenues. If we capture even a tiny slice of the 
market (as shown in projections), the returns multiply quickly. There is also 
potential for geographic expansion, which could exponentially increase the 
business size with relatively modest additional investment. 

• Experienced Leadership & Execution Plan: The founder is deeply familiar with the 
target market’s fashion preferences and digital habits, while the investor brings 
manufacturing and international business experience. We have done our 
homework (as this feasibility study shows) – from market research and financial 
planning to understanding the logistical challenges. This preparation de-risks the 
venture. We are ready to execute and adapt as needed. 

• Exit Opportunities: While our aim is to grow a sustainable business, it’s worth 
noting the exit possibilities. Successful online fashion brands have multiple 
suitors – larger retail companies looking to expand their portfolio or even 
international investors eyeing emerging market consumer brands. As an early 
investor, you could eventually realize a substantial return either via a buyout or 
continued dividends if we choose to stay private and profitable. 

Next Steps & Timeline: Upon securing the investment, we will immediately proceed 
with the following milestones: 

1. Finalize Designs & Samples (Month 1): Confirm the inaugural collection styles 
and place sample orders with the Chinese manufacturers. Simultaneously, set 
up the legal entity and online storefront backend. 

2. Testing & Bulk Production (Month 2-3): Once samples are approved, initiate 
bulk production for each design. During this time, we’ll build up our content 
(product photoshoots, lookbook images) and start teasing the brand on social 
media to create pre-launch buzz. 

3. Soft Launch E-commerce Site (Month 4): Receive inventory in Turkey and stock 
the warehouse. Launch the website in a “soft launch” mode – limited advertising, 
perhaps a private friends & family sale – to test the order system, logistics, and fix 
any glitches. 
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4. Full Launch & Marketing Push (Month 5): Officially launch Dionne to the public 
with a marketing campaign (influencer posts go live, Instagram ads, press release 
to fashion blogs). This would ideally be timed at a fashion season start (e.g. early 
spring or autumn, when shoppers refresh wardrobes). 

5. First 6 Months Post-Launch: Focus on customer acquisition and feedback. 
Monitor sales of each item – reorder fast-sellers from the factory to avoid 
stockouts, and consider small new additions if demand calls for it. Engage 
heavily with customers on social media to build community. The goal is to have 
1,000+ orders in the first 6 months and a solid base of happy customers. 

6. Year 1 Review & Expansion (Month 12): Evaluate performance against our 
projections. Plan the next collection for Year 2 (using insights on what styles 
worked best). If things go well, consider raising a second round of funding or 
reinvesting profits to accelerate growth (e.g., invest more in marketing or 
introduce a new category like dresses or accessories which we held back 
initially). 

Throughout this timeline, we will maintain transparency with the investor, providing 
regular updates on key metrics (sales, website traffic, inventory turnover, etc.). Your 
guidance and input will be valued, especially in areas of production efficiency and cost 
optimization. 

 

Conclusion: We believe Dionne can become a rising star in Turkey’s fashion e-
commerce arena. With a sound strategy, a passionate understanding of our target 
consumers, and the operational support enabled by your investment, we are poised to 
launch a brand that not only generates healthy profits but also resonates emotionally 
with young women. 

This feasibility study demonstrates the thorough planning and real data behind our 
concept – from market size and growth rates to concrete financial needs and risk 
mitigation via SWOT analysis. We have identified where the opportunities are and how to 
tackle the challenges. 

Now, all that remains is to execute. With your investment and partnership, we can 
turn this plan into a reality – capturing the hearts (and wardrobes) of the 18-30 female 
demographic in Turkey and beyond. We invite you to join us on this exciting journey to 
launch Dionne and share in the success of what we build together. 


