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INTRODUCTION

Scope
Key findings
Key drivers affecting consumers in Türkiye in 2025
How developments today shape the consumer of tomorrow

POPULATION AND SOCIETY

Today 2025: Population grows despite negative net migration
Türkiye remains young, despite falling fertility, with increasing demographic diversity
High obesity levels and high blood pressure are significant health concerns
Tomorrow 2040: Population growth concentrated among older generations
A young country ages rapidly towards 2040
Urbanisation and working-age growth reshape Türkiye’s regional consumer landscape
Opportunities for growth
Case study: AgeSA aims to help Turkish society prepare for later life

HOUSEHOLDS AND HOMES

Today 2025: Average household size has fallen but still above regional average
Smaller households and delayed family formation reshape Türkiye’s consumer landscape
High housing costs and smaller households drive rental demand
Tomorrow 2040: Single person households to see rapid growth in number
Average age of household heads set to rise, with men dominating
Türkiye’s demographic shifts reshape consumers, households and future demand
Opportunities for growth
Case study: TOKI provides small, affordable homes

INCOME AND EXPENDITURE

Today 2025: Cost of living index continues to rise rapidly
Türkiye’s high inflation intensifies household budget pressures and value seeking
Millennials drive experience spending despite financial pressure and rising grocery costs
Tomorrow 2040: Gross income to grow fastest among the young
Rising incomes reshape Türkiye’s affluent consumer landscape over 2025-2040
Consumer spending growth will strengthen Türkiye’s digital and discretionary markets
Opportunities for growth
Case study: Kuveyt Türk helps consumers protect savings from currency depreciation

LIFESTYLES

Key findings of the consumer survey
Baby Boomers are most willing to pay more for healthy food
Rising costs drive frugality, while quality remains important for Turkish consumers
Turkish consumers are embracing sustainable choices and environmental responsibility
Turkish consumers show limited financial confidence despite efforts to save
Türkiye’s labour market faces gender gaps and changing skills requirements
Opportunities for growth

LIFESTYLES

Case study: Gekoo focuses on organic baby foods and healthy snacks

CONCLUSION

Key takeaways
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Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/turkiye-consumer-profile/report.


