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TurkeyMacro EconomicOverview

RetailSalesVolume Index

IndustrialProduction

Consumer ConfidenceIndex

Á Retail sales volume index(Adj.) improved by3.0% in 2017
over 2016 year-end

Á Industrialproductionindex averaged 126.4 in 2016, and
132.1 in 2017

Á Industrial production increased by 5% compared with same 
month of previous year

Á Consumer confidence index in Turkey realized as 68,7 in 
Septemberwith a contraction of 3.6% compared toAugust. 

Á Consumer price index (CPI) increased by 0.65% in 
September2017 and11.2% YoY

Á Food price inflation was 12.5% in September  2017 YoY
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Market Growth % (Volume & Value in 9M 2017) in Turkey

Chocolate

Total Confectionary

Market Growth

Biscuit

Cake

____________________

Source: ACNielsen, LTM 
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- Total confectionery market grew by 6.2 % in volume and 14.2%in 

value terms,

- Biscuit market grew by 7,7% in volume and 14.2% in value terms, 

- Chocolate market grew by 4.3 % in volume and  15.6 % in value 

terms, 

- Cake marketgrew by 7.8% in volume and 14.8% in value terms,
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CONSOLIDATED OPERATIONAL PERFORMANCE



ConsolidatedPerformanceHighlights

TL ('000) Q3 2016 Q3 2017 % 9M 2016 9M 2017 %

ConfectionaryVolume (Ton) 108.388 120.956 11,6% 371.474 389.237 4,8%

Revenue 842.027 1.012.542 20,3% 2.879.910 3.358.199 16,6%

Confectionary 814.177 1.009.679 24,0% 2.767.228 3.280.599 18,6%

Non-Confectionary 27.849 2.863 -89,7% 112.682 77.600 -31,1%

ConfectionaryPriceIncrease 11,1% 13,1 %

Gross Profit 179.088   233.681 30,5% 677.495 803.938 18,7%

Gross Profit Margin 21,3% 23,1% 23,5% 23,9%

EBITDA 109.660 136.965 24,9% 393.951 468.552 18,9%

EBITDA Margin 13,0% 13,5% 13,7% 14,0%

Excellent growth in confectionary business by 24%in Q3 2017

Ç In line with our strategy, non-confectionary business has been divested
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11.6 % growth in volume& 24% growth in valuein Q3 YoY

Sales Volume (Tons) Net Sales (TL m)

Consolidated confectionary sales volume was up by 11.6%and 4.8 % in the 
third quarter and in the first nine monthsof 2017, respectively;

Â Consolidated biscuits sales jumped by 18,5% in Q317 and expanded by 
9.4% in 9M17

Â Consolidated chocolate sales was up by 7,3% in Q317 and 0.7% in 9M17

Â Consolidated cake operation wasdownby 5,9% in Q317 and 4% in9M17
mainlydueto focusingon brandedandprofitableproducts

Consolidated confectionary revenue grew by 24% and 18,6% in the 
third quarter and first nine monthsof 2017 ,respectively ;

Â The higher growth at the top line was mainly due to;

ïPrice adjustments

ïFx impact

ïNew launches

Â Consolidated biscuits revenue expanded by 35%  in Q317 and 
26.6% in 9M17

Â Consolidated chocolate revenue increasedby 20,3% in Q317 and 
15,1 % in 9M17

Â Consolidated cake sales revenue elevatedby 3,8% in Q317 and6% 
in 9M17
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ConsolidatedPerformanceHighlights
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DOMESTIC OPERATIONS



Turkey ς#1 in Total Confectionery with 36% Market Share

____________________
(1) Source: AC Nielsen&IpsosςLTM

Biscuits ς36% Market Share(1) Chocolate ς38% Market Share(1) Cake ς28% Market Share(1)

# 1 in Petit Beurre

# 1 in Sandwich Biscuits

# 1 in Creamy Biscuits

# 1 in Special Biscuits # 1 in Cracker

# 2 in Chocolate Biscuit

#1 in FamilyCake

#2 in Wet Cake

#1 in Solid Chocolate

#2 in Spread Chocolate

4 out of Top 5in ChocolateCovered

35,0%

36,6%

ULKER

36,6% 36,6%

ULKER

28,2% 27,4%

ULKER

vоΩмтvнΩ17

QuarterlyMarket Share Development, Value BasedςvнΩмт vsvоΩмт

Turkey

Domestic Operations

#2 #1 #2

Biscuits Chocolate Cake
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#2 in PortionMuffin CoatedCake

____________________
(1) Source: AC Nielsen



2017 Synergy Products 

Domestic Operations
Branded Sales Contribution of Synergy Productsandnewlaunches

2017New Product Launches

Biscuits

Cakes

Chocolates

2016 Synergy Products 

9



96,3

111,1

Q3 2016 Q3 2017Q 3  2 0 1 6 Q 3  2 0 1 7

136,3 163,2

Sales Volume 
(thousandtons)

Branded volumecontinue with a 
good performance and up by 
12,3%thanks to

- New product launches

- Marketing investments

Overall volume  increased by 
9,4%

Net Sales (TL m)

Brandedrevenueup by 20%

- Effective pricing strategy

- Mix impact

- New launch

Total price per tonnes improved
by 7,9%

Overallrevenueup by 18%

Gross Profit (TL m)

GrossProfit up by 19,8%

GrossProfit marginwasparkedat
21,9% thanks to effective cost
managementdespite rising input
costs

EBITDA (TL m)

EBITDAwas reported as TL111m
representing15,5% growth with
the supportof ATL/BTLexpenses

Strong Growth in financialandoperationalmetricsin Q32017
Domestic Operations

21,6% 21,9% 15,2% 14,9%
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745,6
631,9
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Sales Volume 
(thousandtons)

Branded sales continue with a 
good performance and up by 

8,5 %thanks to

- New product launches

- Marketing investments

Overall volume  increased by 
5.2%

Net Sales (TL m)

Brandedrevenueup by 16,1%

- Effective pricing strategy

- Mix impact

- New launch

Total price per tonnes improved
by 8,2%

Overallrevenueup by 13,8%

Gross Profit (TL m)

GrossProfit up by 7,7%

GrossProfit marginimpacteddue
to

- Risinginput costs

EBITDA (TL m)

EBITDA was reported as TL
336.9m, representing 14,3% of
sales

- Savingin operatingexpenses

StrongGrowthin 9M 2017
Domestic Operations

23,2% 21,9% 14,8% 14,3%

2 0 1 6 2 0 1 7

272,6
286,6
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2.065,5

2.350,4 478,6 515,3
336,9
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Continueto increasethe shareof Branded DomesticProducts
Domestic Operations

Branded

Non 
Branded

95%

5%

Branded& Non-Branded RevenueBreakdownBranded& Non-Branded VolumeBreakdown 

Branded

Non 
Branded

89%

11%

Branded

Non 
Branded

92%

8%

+3 pp

9M 2016 9M 2017

+2 pp

9M 2016 9M 2017

Branded

Non 
Branded

93%

7%

In line with our strategy, we focused on branded productsalesand continue to enjoy significant contribution improvement at the 

operational front.
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INTERNATIONAL OPERATIONS


