FASHION AND LIFESTYLE

Ready to Show Milan: The European Gateway Asian And Turkish

Manufacturers Cannot Ignore

READY

TO SHOW 2026

INTERNATIONAL FASHION SHOWROOM

12-14

SEPTEMBER

DATES |
12-14 September 2026

VENUE

Fiera Milano-Rho
Milan, Italy

A APPAREL

Why manufacturers from Asia and Tiirkiye
should put Milan at the centre of their
European sourcing strategy

Milan, Italy — In global fashion, being a strong
manufacturer is no longer enough. The real
competitive advantage lies in being visible,
accessible and connected to the right buyers.

This is precisely why READY TO SHOW in
Milan deserves serious attention from apparel,
textile, footwear, leather and fashion-accessory
manufacturers across Asia and Tiirkiye.

For companies seeking to expand their European
business, Milan offers something uniquely
powerful: proximity to one of the world's most
influential fashion ecosystems and access to
buyers who understand the value of quality,
design, flexibility and manufacturing expertise.

Milan: More Than a Fashion Capital

Milan is not simply a city associated with fashion.
It is a global business centre where fashion
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brands, designers, sourcing professionals,
importers, distributors, wholesalers and
retailers converge.

For an Asian or Turkish manufacturer,
participating in READY TO SHOW means
entering this ecosystem directly.

Instead of waiting for European buyers to
discover a company thousands of kilometres
away, manufacturers can bring their collections,
capabilities and production stories directly to the
European market.

That physical connection matters.

Abuyer can see the fabric, examine workmanship,
discuss production capabilities, understand lead
times and negotiate requirements — all within the
same meeting.

Why Asian Manufacturers Should Participate

Asia remains the backbone of global apparel
manufacturing, with enormous capabilities across
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textiles, garments, knitwear, denim, home
textiles, technical textiles, footwear and
accessories.

Countries such as India, Bangladesh, Pakistan,
Vietnam, China, Sri Lanka and Indonesia have
developed highly sophisticated manufacturing
ecosystems.

Yet competition is intense.

The next stage of growth will require Asian
manufacturers to move beyond the traditional
proposition of “competitive pricing.”

European buyers increasingly want:

* Consistent quality

* Faster response times

* Flexible production

* Smaller and more specialised orders
* Sustainable manufacturing

* Traceability and compliance

* Innovative fabrics and finishes

* Reliabledelivery

* Product development support

* Long-term strategic partnerships

READY TO SHOW gives Asian manufacturers
an opportunity to communicate this broader value
proposition directly to European customers.

From “Low Cost” to “High Value”
This is perhaps the biggest opportunity.

Asian manufacturers have invested heavily in
technology, automation, product development,
sustainability and quality management. Many are
no longer simply contract manufacturers; they are
full-service sourcing partners.

Milan provides the stage to demonstrate that
transformation.

A manufacturer that can tell the buyer, “We don't
just make your product — we can help develop it,
source the fabric, manage production, meet
compliance requirements and deliver

consistently,” becomes far more valuable.
Why Tiirkiye Should Be There

Tirkiye occupies a particularly strategic position
between Europe and Asia.

Its geographic proximity to European markets,
established textile and apparel infrastructure,
vertically integrated supply chains and strong
product-development capabilities make Turkish
manufacturers natural partners for European
fashion companies.

For Turkish companies, READY TO SHOW
offers an opportunity to reinforce this proposition.

The Turkish industry can demonstrate its
strengths in fashion apparel, knitwear, denim,
fabrics, home textiles, leather products and
accessories, while highlighting the advantages of
being geographically close to European
customers.

Speed is becoming increasingly important in
fashion.

When trends change rapidly, buyers cannot
always depend on long-distance supply chains
with extended lead times. Turkish manufacturers
can position themselves as responsive partners
capable of supporting European companies with
shorter development and delivery cycles.

The European Buyer Is Changing

The European sourcing landscape is undergoing a
fundamental transformation.

Buyers are looking for supply chains that are not
only cost-efficient but also resilient,
transparent, diversified and responsive.

This creates opportunities for manufacturers that
can demonstrate reliability and adaptability.

For Asian suppliers, this means establishing

stronger direct relationships with European
buyers.
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For Turkish suppliers, it means capitalising on
their geographical and manufacturing
advantages.

For both, Milan provides an important meeting
point.

Face-to-Face Business Still Matters

Technology has transformed international
sourcing, but fashion remains a highly visual and
tactile business.

Adigital catalogue can show a garment.

A trade show allows a buyer to touch the fabric,
inspect construction, compare quality, discuss
development and meet the people behind the
factory.

That human connection can accelerate trust.

And trust remains one of the most valuable
currencies in international sourcing.

An Opportunity for SMEs and Emerging
Manufacturers

READY TO SHOW is particularly relevant for
small and medium-sized manufacturers seeking
to move beyond their domestic or traditional
export markets.

Many excellent factories remain relatively
unknown to European buyers simply because they
lack international visibility.

Participation can change that.

A well-prepared manufacturer can use the show to
introduce its capabilities, identify potential
customers, understand European market
requirements and establish relationships that
continue long after the exhibition closes.

What Manufacturers Should Showcase
Companies should not arrive at the exhibition

with only racks of products.
They should arrive with a business story.

Market and Business Analysis

The strongest exhibitors should communicate:

Who are we?
What is our manufacturing speciality?

What can we make?
What categories, materials and product
technologies do we offer?

Why should a European buyer choose us?
Quality? Speed? Flexibility? Innovation?
Sustainability? Price? All of these?

Whatis our competitive advantage?
What makes the company different from hundreds
of other suppliers?

Can we develop products together?
European buyers increasingly value suppliers that
contribute to product development rather than
simply manufacture finished designs.

The Sustainability Question

Sustainability will also be central to future
sourcing decisions.

European companies increasingly need suppliers
that can demonstrate responsible production
practices, environmental management, material
traceability and social compliance.

Asian and Turkish manufacturers that have
invested in these areas should use READY TO
SHOW as a platform to make those investments
visible.

Sustainability should not be treated simply as a
certificate displayed on a stand.

It should become part of the manufacturer's
commercial story.

Turning an Exhibition into Export Business
Participation alone does not guarantee success.

Manufacturers should approach READY TO
SHOW with a clear European-market strategy.
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Before the exhibition, companies should identify
their target buyer profiles.

During the show, they should focus on meaningful
conversations rather than simply collecting
business cards.

After the show, every promising contact should
receive a structured follow-up.

The objective should be simple:
Exhibition meeting — sample request —
product development — trial order — repeat

order — long-term European customer.

That is how an exhibition becomes an export-
growth engine.

THE BIGGER OPPORTUNITY
For Asian and Turkish manufacturers, READY
TO SHOW Milan should not be viewed merely as

another exhibition on the international calendar.

It should be viewed as a European market-entry
and relationship-building platform.

Asiabrings enormous manufacturing depth.

Tirkiye brings proximity, speed and a powerful
textile and apparel heritage.

Europe brings sophisticated consumers, global
fashion brands and demanding buyers.

Milan brings them together.

THE MESSAGE TO MANUFACTURERS IS
CLEAR

If you want European buyers to know your
capabilities, come to where European fashion
does business.

READY TO SHOW provides Asian and Turkish
manufacturers with an opportunity to put their
products, capabilities and ambitions directly in
front of the European market.

The next major customer may not be found
through another email campaign or digital
catalogue.

They may be waiting on the other side of the
exhibition stand in Milan.

READY TO SHOW — where manufacturing
capability meets European opportunity.
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The Perfect Seasan.

The Perfect Platform,

The Perfect Opportunity.

BE SEEN. BE REMEMBERED.
BE AHEAD.
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