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IHBIR Qyesi firmalar, 2025 yilinda Tayland'da dUzenlenen Thaifex Anuga
Asia Fuari ve ABD'de gerceklesen Summer Fancy Food Fuari'nda Turk gida

KianSEI. HE”“. sektoérdnl basariyla temsil etti. ik kez uluslararasi fuar deneyimi yasayan
firmalardan, yillardir ihracat yapan markalara kadar genis bir katilim

ﬁ“m PﬂZﬂHI saglandi. Kahveden helvaya, drajeden beyaz dut Urunlerine kadar pek cok

Prot. Dr. Nevzat Konar yenilikci Uran dunya pazarlarinin begenisine sunuldu. ABD ve Uzak Dogu
basta olmak Uzere farkli cografyalardan yogun ilgi goren Turk firmalari, yeni

is birlikleri icin guclu temaslar kurarken, gelecek donemde ihracat aglarini

daha da genisletme hedefiyle dnemli kazanimlar elde etti. Sayfa 20-21
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Finansman musluklarinin
acilmasini bekliyoruz

Degerli IHBIR Ailesi,

Yilin ilk yarisini geride birakiyoruz.
Enflasyonla micadele kapsaminda
doviz fiyatlarinin igerdeki maliyet
artislarinin gerisinde kaldigi bir alti
ayl daha c¢ok slUkUr ihracat artisi
ile tamamlamay basardik. Makro
Olgekte ihracati deder bazinda
artirma basarisi géstersek de mikro
dlizeyde sikintilarin da arttigi bir
alti ay yasadigimizi séylemeden
gecemeyecegim.

Yasanan i¢ ve dis politik
gelismeler yuzinden yilin
ilk geyreginde finansman
musluklarinin bir miktar agiimasi
ve faiz seviyelerinin enflasyona
paralel asadi ¢ekilmesine ydnelik
beklentilerimiz gerceklesmedi.
Elbette bu durum enflasyonla
micadele kapsaminda agir bir
maliyet ve rekabet kaybi ylkunu
sirtlanmak zorunda kalan Uretici
ihracatg¢ilarimizin moralini bir miktar
asagdi gekmis olabilir.

Yilin ikinci yarisina girerken
hem gergeklesen enflasyon
gostergelerinde dizelme hem de
enflasyonist beklentilerdeki iyilesme
sayesinde artik faiz seviyelerinin de
bir miktar asagi gelmesini umuyoruz.
Herhangi bir yol kazasi olmamasi
durumunda uygulanmakta olan
ekonomi programi ¢ergevesinde
yaz aylarinda mevcut faizler asagi
inerken bir yandan da 6zellikle
KOBI'lerimiz igin ilave finansman
desteklerinin devreye alinmasini
elzem gormekteyiz.

Uretici ihracatg¢ilarimiz bir
yandan maliyet baskisi altinda
ihracat pazarlarinda tutunmaya
diger yandan finansman baskisi
altinda nakit akislarini ydnetmeye
calisiyorlar. Sadece kendi
sektorumuzde degdil hemen her
sektorde vadelerin artik tasinmasi
gl¢ boyutlara uzadigina sahit
oluyoruz. Bu noktada mevcut
destek mekanizmalarinin bir miktar
daha genigletilmesi, yuzip yuzup
adeta kuyruguna geldigimiz surecin
atlatilmasi agisindan faydali olacaktir
diye dugtnuyorum.

Istanbul Sanayi Odasi tarafindan
aciklanan 2024 yilinin en blyuk
500 sanayi kurulusu igerisinde
24 [HBIR Uyesi firmamiz yer ald..
Firmalarimizi tebrik ediyoruz. Bu
basarilarindan dolayi kutluyoruz. ISO
500 verileri de gosterdi ki sanayici
kazancinin buyuk kismini finansman
maliyetlerine ayirmak zorunda kaldi.
Bununla birlikte gerek Imalat PMI,
gerekse TUIK sanayi uretim verileri
son dénemde imalat sanayisindeki
zafiyeti gézler dniine seriyor.
Uretimdeki zayiflik dikkatle takip
edilmeli. Bu gidisat geri donlsu
olmayan noktaya ilerlemeden
ilave destek mekanizmalarinin
devreye konmasi elzem. Ozellikle
ihracatcl Ureticilere pozitif ayrimcilik
yapilmasi gerekiyor.

Elbette sizlerin Ustlin gayretleri
ve tecrlbeleri her tarlt zorlugu
asmaya muktedirdir. Ancak sunu da
unutmamamiz gerekiyor; Turkiye
artik iscilik maliyetleri bakimindan
rakiplerine gore ucuz bir ulke
degildir. Mevcut surecin kalici olarak
sanayimizde biraktigi izlerden biri
olan bu gergegi bilerek hareket
etmemiz Uretim slreglerimize
yonelik yatirimlari otomasyona
yonlendirmemiz gerekmektedir.
Bugunki faiz seviyeleri ile bu tlr
yatirimlari yapmamin mimkan
olmadigini da bilahare not etmekte
fayda goriiyorum. Bu kapsamda
otoritenin saglayacadi her turlu
kolaylik ve imkani en iyi sekilde
degerlendirmek noktasinda siz
Uyelerimizden gelen her turlu talebi
karsilamak i¢in diin oldugu gibi
buglin de ¢alisacagimizin sézlnd
vermek isterim.

Ote yandan sart ne olursa olsun;
artik oturdugumuz yerden mal
satma sansimiz yok. Olabildigince
mobilize olacagdiz, olabildigince
sahada olacagiz ve sahada kararlar
alip elimizden geleni yapacagiz.

Haziran ayi basinda eda ettigimiz
Kurban Bayraminizi tebrik ederken,
bltun bir yaz doneminin Ulkemiz,
sektorimiz ve birligimiz igin
bereketli gegmesini dilerim.
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Hollanda'daki = \
fuarda iyelere ' ' 2 A8
heyet ziyareti

IHBIR Yonetim Kurulu
Baskani Kazim Tayci,
20-21 Mayis 2025
tarihlerinde Amsterdam/
Hollanda’'da diizenlenen
PLMA's World of Private
Label 2025 Fuari’'nda

yer alan uiyeleri ziyaret
etti. Ziyarette Ticaret
Bakan Yardimcisi Ozgiir
Volkan Agar, Amsterdam
Baskonsolosu Mahmut
Burak Ersoy, Ihracat Genel
Midiirliigii Kimya, Toprak
ve Saghik Endustrileri
Ihracat Daire Baskani
Alper Eriten ve IKMIB
Yonetim Kurulu Baskani
Adil Pelister, ETUDER
Baskani Melih Sahinoz

ile ASHIB Yonetim Kurulu
Baskan Yardimcisi Ali Can
Yamanyilmaz da yer adi.

iHBIR Yonetim Kurulu Baskani Kazim Taycl,
20-21 Mayis 2025 tarihlerinde Amsterdam/
{ _ i O ¥ Hollanda’da diizenlenen PLMA's World of
Xy L Private Label 2025 Fuari'nda yer alan tiyeleri
- - ° ° - ) PR ke, Vit : ziyaret etti. Ziyarette Ticaret Bakan Yardimcisi
- il (V75 T b - L \ . Ozgiir Volkan Agar, Amsterdam Baskonsolosu
IHBIR, UR GE allm heyetlnl aglrladl Vil __ St i .. Mahmut Burak Ersoy, ihracat Genel Miidiirliigii

Kimya, Toprak ve Saglik Endiistrileri ihracat

IHBIR, Sekerli Mamuller ve gerceklestirildi. Mayis ayi Etkinlikle, hem ihracatcilara REE o0 : - o W T by | . Daire Baskani Alper Eriten ve IKMIB Yonetim
Pastacilik Sektorleri UR-GE basinda yapilan ve 2 giin yeni pazar kapilari aciimasi Ak gt e i < SN A ! l' A ah'( N Kurulu Bagkani Adil Pelister, ETUDER Baskani
Projesi kapsaminda Rusya ve siiren programda, 7 lilkeden hem de sektorde siirdiiriilebilir X e A = T A, | Melih Sahinoz ile ASHIB Yonetim Kurulu Baskan
cevre iilkeleri kapsayan alim gelen 15 firma ve 18 temsilci, is birlikleri olusturulmasi ' A byt T VR W '/ Yardimcisi Ali Can Yamanyilmaz da yer adi.

heyeti programi basariyla ihracatcilarla bulustu. hedefleniyor.
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Tarim
ve
ihracat
istisare
edildi

iHBIR Yonetim
Kurulu Baskani
Kazim Taycil,
Y6netim Kurulu
Uyesi Ismail Giil
ve liye firmalarin
temsilcileri,
Cumhurbaskanhg
Tarim ve Gida
Politikalar Kurulu
Uyesi Ramazan
Bingol ve MUSIAD
Tarim Gida ve
Hayvancilik Sektor
Kurulu Bagkani
Emrullah Gokhan
ile bir araya geldi.
Tarim ve ihracata
yonelik glincel
konular istisare
edildi.

Lf’zi’_f
Discover
the potential
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TIM 32. Genel Kurulu yapilda

iHBIR TiM Delegesi Firat Oktay ile Cumbhurbaskani Recep Tayyip Askin Bak ve TIM Baskani Mustafa
Yonetim Kurulu Uyeleri Sabahattin Erdogan, Ticaret Bakani Sayin Glltepe’nin tegrifleri ile gergeklesti.
Fidan ve Mehmet Tas, Tlrkiye Omer Bolat, Sanayi ve Teknoloji Genel Kurul'un ardindan Ihracatin
ihracatgilar Meclisi 32. Olagan Bakani Mehmet Fatih Kacir, Genglik Sampiyonlar Odiil Térenine

Genel Kurulu’na katildi. Genel Kurul, ve Spor Bakani Sayin Dr. Osman duzenlendi.
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Tiirk gida firmalan

Rusya ve cevre lilkelerde

yeni firsatlar yakaladi

Kiresel ticaretin giderek
arttigi, uluslararasi ticaretin
gelismesiyle bdlge ve pazarlarda
etkin rol alan aktorlerin sayisinin
¢ogaldigi ginumuzde, 6zellikle
gida sektorlinde rekabet sartlari
zorlagmaktadir. Bu noktada
Ureticilerimiz klresel dlizeyde
rekabet ederken mevcut kosullardan
olumsuz etkilenebilmektedir. Bu
nedenle, olumsuz kosullarin etkisini
azaltmak ve firmalara destek
olmak amaciyla Ticaret Bakanlgi
blinyesinde ¢esitli tesvikler,
destekler ve ihracati artirmaya
yonelik projeler gelistiriimektedir. Bu
projelerden biri olan UR-GE Projesi
kapsaminda firmalara uluslararasi
alanda rekabet guglerini artirmaya
yonelik egitimler, etkinlikler ve
destekler sunulmaktadir.

PROJE HAKKINDA

Uluslararasi Rekabetgiligin
Gelistiriimesi (UR-GE) Projesi, 5973
sayili “lhracat Destekleri Hakkinda
Cumhurbaskanhgi Karar” ile Ticaret
Bakanhgi blinyesinde 03.12.2024
tarihinde ydrarlige giren “Uluslararasi
Rekabetgiligin Gelistirilmesi (UR-
GE) Proje Destegine lliskin Genelge”
dogrultusunda, sirketlerin uluslararasi
rekabet guglerinin gelistiriimesine
yonelik yerel dinamiklerin harekete
gegirilmesi ve firmalarin is birligi
kuruluglarinin dnderliginde ihracat
aliskanlidi edinmelerini saglamayi
amagclamaktadir.

Kime Uyesi firma kavrami, proje
kapsaminda basvurulari olumlu
degerlendirilip projeye dahil edilen
firmalar ifade etmektedir. UR-GE
Projesi'nin kurulusumuz web sitesi
ve sosyal mecralarda duyurulmasi
akabinde, birligimize Uye olan
ve Destek Yonetim Sistemi’'ne
(DYS) kaydi bulunan firmalar ilgili
formu doldurarak basvuruda
bulunabilmektedir.

Proje gergevesinde kiime
Uyesi firmalara ihtiyag analizi,
egitim/danismanlik, tanitim, yurt
digl pazarlama, sanal yurt disi
pazarlama ve alim heyeti faaliyetleri
gergevesinde destek verilmektedir.
Proje basvurusunun onaylanmasi

akabinde kiime Uyesi olan firmalara
yonelik ihtiyag analizi yapiimakta
olup, bu analiz sonucu belirlenen
Giktilara yonelik egitim verilmektedir.
Bu egitimler, analiz sonug raporu
dogrultusunda firmalarin uluslararasi
alanda var olan glglu rekabet
ortamina uyumlu hale gelmelerini
saglamak amaciyla glgli ve zayif
yonlerinin farkina vararak dogru
ve uygun stratejiler gelistirmelerini
saglamayi hedeflemektedir.

Egitim sonrasinda ise sireg,
alim heyeti faaliyetleri ile yurt disi
fuar katilimi gibi organizasyonlar
dizenlenerek devam etmektedir.

ALIM HEYETi FRALIVETI

istanbul Hububat Bakliyat
Yagli Tohumlar ve Mamulleri
Ihracatgilar Birligi (IHBIR) tarafindan
gergeklestirilen “Sekerli Mamuller ve
Pastacilik Sektorleri lhracat Atiimi
Projesi” surecinde, ihtiyag analizi
ve egitim asamalari tamamlanmis
olup Ocak ayinda Ortadogu
ulkelerine yonelik alim heyeti faaliyeti
gergeklestirilmistir. Proje kapsaminda
ikinci faaliyetimiz, Mayis ayinda

Rusya ve gevre Ulkelere yonelik
dizenlenen alim heyeti faaliyetidir.
Gergeklestirilen bu faaliyet ile
sekerli mamuller ile pastacilik

alt sektorlinde faaliyet gosteren
firmalarimiz, diizenlenen etkinlik
ile ticari faaliyetlerini gelistirerek
is hacimlerini blyutme ve Avrupa
ile Asya bolgelerindeki pazarlarda
ticari is birliklerini gelistirme firsati
yakalamistir.

RUSYA VE GEVRE ULKELERINE

YONELIK ALIM HEYET] FAALIVET]
(7-8 MAYIS 2025)

IHBIR biinyesinde uygulanan UR-
GE Projesi kapsaminda 7-8 Mayis
2025 tarihlerinde Rusya ve gevre
Ulkelere yonelik alm heyeti faaliyeti
gergeklestirilmistir.

Allm heyeti i¢in Ulkeler segilirken
lojistik ve jeostratejik konum g6z
onune alinmis olup; ilgili Glkelerin
s6z konusu sektodrlerdeki dis ticaret
rakamlari, Ulkemiz ile yapilan ticari
antlasmalar, gimrik vergisi oranlari
ve saglanan vergi avantajlari
hususlari gdzetilmistir. Ulkelerden
davet edilen firmalar segilirken,
Uyelerimizin faaliyet alanlar ve
Urdin gamlari ile uygun olmalari
hedeflenerek saglanacak faaliyetin
ticari agidan en verimli sekilde fayda
saglamasi amacglanmistir.

Rusya, gerek cografi konumu
sayesinde her iki bélgede de yer
alarak kara, deniz ve hava ticaret
yollarina erisimi olmasi, gerekse
ticari faaliyet hacmi ile sadece ilgili
bdlgelerde degil diinya genelinde

iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

basat bir ticari aktér olmasi nedeniyle
onem arz etmektedir. Moldova ve
Belarus, Avrupa pazarlarina agiimak
igin 6nem arz eden Ulkelerdir.
Kazakistan, Ozbekistan, Tacikistan

ve Kirgizistan Ulkeleri, Orta Asya
pazarlarina erisim igin dnemli birer
képri konumundadir. Bu dogrultuda,
Avrupa ve Asya bdlgelerinde ticari
iliskilerimizi gelistirmek amaciyla

MAYIS/HAZIRAN 2025

Rusya ve cevre ulkelere yonelik alm
heyeti faaliyeti diizenlenmistir.

13 YERLI FIRMA ILE KATILIM

Etkinlige, kendi Ulkelerinde
sektdrun 6nemli temsilcilerinden
olusan 15 yabanci firma ile kime
Uyemiz olan 13 yerli firmamiz
katilim saglamistir. Faaliyet
kapsaminda Uye firmalarimiz Rusya,
Belarus, Kazakistan, Kirgizistan,
Moldova, Tacikistan ve Ozbekistan
Ulkelerinden gelen konuklarimiz
ile B2B formatinda diizenlenen
organizasyonda 7 Mayis tarihinde bir
araya gelmistir. Faaliyet siresince
yabanci katilimcilarimiz, kendilerine
tahsis edilmis masalarinda
Uyelerimiz tarafindan ziyaret
edilmistir. Uyelerimiz, glin boyunca
belirlenen Ulkelerden gelen firma
temsilcileri ile birebir gériigsme imkani
bulmustur. Kurulan kiguk stantlar
sayesinde Uyelerimiz GrUnlerini firma
temsilcilerine sergilemistir. Program
surecince proje Uyelerimiz ile
yabanci katihmcilar B2B formatinda
gorusmeler gergeklestirmistir. Etkinlik
sliresince toplamda 195 ikili gérigme
gerceklestirilmistir.

Etkinligin ikinci gunu
gergeklestirilen tesis ziyaretleri
ile yabanci misafirlerimiz, ilk guin
go6risme yaptiklar firmalarin
merkezleri ve Uretim sireglerini
yerinde gérme imkani bulmustur. Bu
sayede hem firmalarimiz hakkinda
hem de ilk glin gérdukleri Urlnlerin
Uretim siregleri hakkinda daha
detayl bilgi sahibi olmuslardir. Tesis
ziyaretleri ile klime Uyesi firmalarimiz,
yabanci ziyaretgilerimize firmalarini
ve Uretim sireglerini yerinde
gosterme firsati yakalamistir.

IHBIR binyesinde ihracati
gelistirmek ve ulkemizin kiresel
pazarda daha etkin bir aktdr haline
gelmesini saglamak hedefine
ulagmak igin UR-GE Projesi
kapsaminda yeni alim heyetleri ve
yurt digl pazarlama faaliyetleri igin
¢alismalarimiz devam etmektedir.
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Tuark gida sektérintn,
koklli lezzet mirasini
modern Uretim
tekniklerini ve esnek
Uretim kapasitesini
bulusturarak kiiresel
pazarlarda fark yarattigini
kaydeden Istanbul
Hububat, Bakliyat, Yagh
Tohumlar ve Mamulleri

~ Thracatgilan Birligi
(IHBIR) Bagkan1 Kazim
Tayci, geng Uretim hatlar
ve hizli standart uyumu
sayesinde Turkiye'nin
Avrupa, Japonya ve
Amerika gibi siki
regulasyonlu pazarlarda
avantaj elde ettigini

belitti. Helal ve koser
sertifikali Girtinlerle farkl
inang gruplarina da hitap
eden Turk ureticilerinin,
inovatif Grinlerle de

ABD pazarinda hizla
yukseldigini belirten Tayci,
“Ulkelerin belirledigi
Uretim standartlarinda
Uretim yapabilme yetenegi
ve esnek yapimiz sayesinde
tlkemiz kiiresel
pazarlarda daha fazla
tercih ediliyor.” dedi.

.

Tark gida sektoranun, kokli
tath kdltdrind modern Urdnlerle
harmanlayarak dinya pazarlarinda
adindan so6z ettirdigini ifade eden
Istanbul Hububat, Bakliyat, Yagh
Tohumlar ve Mamulleri [hracatgilari
Birligi (IHBIR) Yonetim Kurulu Bagkani
Kazim Tayci, Turk sanayicisinin
esnek ve hizl Uretim kabiliyetinin,
Amerika ve Avrupa pazarlarindaki kati
regilasyonlar karsisinda Turkiye'yi
bir adim dne ¢ikardigini vurguladi.
Taycl, “ABD’nin gida kodeksi ve
ambalaj standartlari oldukga detayl.
Avrupali Ureticiler kendi standartlarini
dayatiyor, TuUrk sanayicisi ise ‘Siz
nasil istiyorsunuz?’ diye sorup kisa
strede bu standartlara uygun tretim
yapliyor. Bu esneklik Turkiye'yi kiresel
pazarlarda tercih edilir kiliyor,” dedi.

GRETIM HATTIMIZ AVRUPR'YA
GORE GENG

Turk Ureticisinin diinya genelinde
belgelendirme sureglerini basariyla

&
L4

Tiirk Greticilerin esnekligi kiiresel pazarlarda avantaj sagliyor

Esnek liretim
Kiuiresel glic

#
.

tamamladigini, bunun da Turkiye'yi
kiresel gida pazarinda glglu
konuma tasidigini vurgulayan

Kazim Taycl, 6zellikle diinyanin en
siki gida kriterlerine sahip ulkesi
olan Japonya'ya ihracat yapabilen
Turk firmalarinin, bu basariyi

baska pazarlara da tagimakta
zorlanmadigini belirtti. Taycil,
“TUrkiye, hem koser hem de helal
gida pazarlarinda kendini ispat etti.
Uretim hatlarimiz Avrupa’ya kiyasla
¢ok geng. Avrupa’da Uretim hatlarinin
ortalama yasi 30 iken, Turkiye'de bu
8 yIl. Bu dinamizm buylk avantaj.”
ifadelerini kullandi.

HELAL VE KOSER PAZARLARDA

GUVEN

TUrk gida Urlnlerinin helal ve
koser sertifikalari sayesinde de
farkl inang gruplari tarafindan da
tercih edildigini ifade eden Taycl,

“Buglin bir Turk biskuvisi, gikolatasi,
nohutu, mercimedi veya ketgabi farkli

inang gruplari tarafindan rahatlikla
tlketiliyor. Bu da ‘Made in Turkiye’
markasini gida sektdriinde ¢ok guglu
kilhyor.” dedi.

Tlrkiye’'nin Rusya ile yurattugu
ticaretin de gida sektoriine blylk
katki sagladigini dile getiren Taycl,
Karadeniz HavzasrI'nin diinyanin
en verimli tarim alanlarindan biri
olduguna dikkat gekti. Taycl, “Rusya
ve Ukrayna'dan ithal ettigimiz
hububat ve yagli tohumlar Tirkiye'de
isleyip yeniden ihrag ediyoruz.
Turkiye, dinyanin en blylk un
ihracatgisi. Kendi i¢ tiketimimizi
karsiladiktan sonra ihracatimiz igin
bugday, misir gibi hammaddeleri ithal
ediyoruz. Dinyada 255 bin tonluk
biskuvi Uretiminde besinci siradayiz.
Bulgurda ise ihracatta dunya
birincisiyiz.” diye konustu.

ABD PAZARI GARPAN ETKSI
YARATIYOR

Amerika Birlesik Devletleri

hakkinda da degerlendirmelerde
bulunan Kazim Tayci ABD'nin tek bir
Ulke olarak gorulmemesi gerektigine
isaret etti. Tayci, 330 milyonu

askin nufusu ve yuksek tiketim
potansiyeliyle ABD'nin Turk gida
ihracati agisindan buyuk firsatlar
barindirdigini séyledi. Tayci, “ABD'de
tlketimi diinya standartlarinin doért
kati gibi disinmek lazim. Tath

ve sekerli Grlnlere inaniimaz bir
duskunlukleri var. Arabalarinda,
ofislerinde, evlerinde her an
ulasabilecekleri mesafede bu tarz
urnleri bulunduruyorlar. Turk
ureticileri olarak bu talebe uygun yeni
drdnler gelistirdik.” dedi. Ozellikle
deniz tuzu-karamel, Antep fistig

ve kadayif kombinasyonlariyla
hazirlanan ve Dubai gikolatasi tarzi
olarak anilan inovatif Grunlerin ABD
pazarinda ilgi gérdigunu belirten
Tayc, findik, karamel ve gesitli
kuruyemisler iceren barlarin da

Turk tath sektorinin yaraticihigini
yansittigini kaydetti.

EN YUKSEK URETIM BIZDE

Son dénemde 6zellikle Antep
fisti§ kremasi, kadayif ve tahin gibi
geleneksel lezzetlerin ig ice gegtigi
inovatif Urlnlerin kiiresel trend haline
geldigini vurgulayan Kazim Taycl,
“Bu Urlin grubunda su anda dlinyanin
en yuksek Uretimi bizde” dedi.
Turkiye'nin 6zellikle sekerli, kakaolu
ve unlu mamuller ihracatindaki
artisin ardinda yuksek teknolojiye
yatirim, geng girisimcilerin dinamizmi
ve kiresel trendlerin yakindan
takibinin yattigini ifade eden Kazim
Taycl, “Tlrk sanayicisi Rusya ve
Tlrk Cumhuriyetleri gibi pazarlarda
tecrlibe kazanirken, hatalardan ders
glkararak diger diinya pazarlarinda
daha dikkatli hareket ediyor. Urlin
gelistirmede de ¢ok hizliyiz.” dedi.

MAYIS/HAZIRAN 2025
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PLANLI TARIM
POLITIKASI

Pandemi sonrasi tarim
politikalarinda da
== " Onemli adimlar
atildigini belirten Kazim Taycil,
2024 yilinda aglklanan tarim
tesvik politikalarinin akilci bir
yapiya sahip oldugunu sdyledi.
Taycl, “Ozellikle kilogram
basina verilen tegvikler ¢iftciyi
verim odakl tretime
yonlendiriyor. Ciftgiler artik ne
kadar Urtin alabileceklerini
dekara kadar hesapliyor ve
ziraat mihendisleriyle daha
bilingli galisiyor. Bu, tarimda
onemli bir dondsim.” dedi.
Tlrkiye'nin dlinya ticaretinden
hala yaklasik %1 pay aldigini
belirten Kazim Tayci, “Ben bu
rakamlarin dnimuzdeki
donemde daha da artacagina
inanlyorum. Her seye ragmen
umitliyiz.” ifadelerini kulland.
IHBIR'in yaklasik 3 bin
dyesi bulundugunu ve Turkiye
genelinde hububat, bakliyat,
yagl tohumlar ve mamulleri
sektoérunde yaklasik 600 bin
Kisinin istihdam edildigini
ifade eden Kazim Tayci, 2024
yili itibariyla sektorin toplam
ihracatinin 12 milyar dolara
ulastigini belirtti. Tayci, yilin ilk
6 ayinda ise 6 milyar dolarlik
ihracat gergeklestirildigini
acikladi. Hububat ve bakliyat
dendiginde sadece tahilin
akla gelmemesi gerektigine
dikkat geken Kazim Tayci, “Biz
kendimizi soyle tanimliyoruz:
BlyUk bir markete girdiginizde
yas meyve, sebze ve et gibi
drdnleri bir kenara koyarsak
raflarda kalan hemen her
druin bizim sektérimuize
giriyor. Caydan kahveye,
konservelerden makarnaya,
baharattan gikolata, bisklvi,
kek ve gofrete kadar ¢gok genis
bir Grin yelpazesine sahibiz.
Ihracatimizda ciddi katkimiz
var.” dedi.




iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi MAYIS/HAZIRAN 2025 iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi MAYIS/HAZIRAN 2025
14

el [RASS INSAAT SAN. TIC. LTD. 5Ti

SWEETS & SNACKS EXPO (13-15 Mayis 2025)

SIRA NO FiRMA ADI

EViZA BiSKUVI CIKOLATA GIDA SAN. VE TiC. A. S.

ZIRVE CIKOLATA GIDA SAN. VE TiC.A. S.

GHIRASS INSAAT SAN. TiC. LTD. STi.

BESLER KURUYEMIS VE GIDA MADDELERI IMALAT VE PAZ.TIiC.A.S.
BONART GIDA SAN. TiC. VE A. S

abhwbdN-

Indianapolis’te Turk lezzetleri tanitildi

Sweets & Snacks Expo 2025 blyuk ilgi gorirken, dinyanin hemen gercgeklestirilen Turkiye Milli Katiim
Fuari 13 Mayis tarihinde 28. kez hemen her Ulkesinden ¢ok sayida Organizasyonu'nu ziyaret ederek
kapilarini ziyaretgilerine agti. 13-15 ziyaretgi Turk lezzetleri, birlik ve birlik IHBIR Yoénetim Kurulu Bagkani Kazim
Mayis 2025 tarihleri arasinda ABD faaliyetleri hakkinda bilgilendirildi. Tayci ve Yonetim Kurulu Uyesi
Indianapolis’'te diizenlenen fuarda IHBIR'in Turkiye Milli Katilim Ismail Gl ile bir araya geldi. Birlik
Turkiye Milli Katilim Organizasyonu Organizasyonunu gergeklestirdigi faaliyetleri ve iki Ulke arasindaki

ile Trk Kahvesi, lokum ve ¢gikolata Sweets & Snacks Expo 2025 Fuari, muhtemel isbirlikleri hakkinda

gibi Turk sekerlemesinin en ¢ok 15 Mayis guinline kadar acik kaldi. istisarelerde bulunulan gériismenin
tercih edilen Grlnlerinin tadim Fuarin ilk giind T. C. Sikago Ticaret ardindan Sweets & Snacks Expo
etkinlikleri gergeklestirildi. IHBIR Atasesi Ahmet Samet Tekoglu, 2025 Fuari katihmcilarina sertifikalari

info Standi fuarda ziyaretgilerden Genel Sekreterlik organizasyonunda takdim edildi.
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THAIFEX FUARI (27-31 Mayis 2025)

MAYIS/HAZIRAN 2025

iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi MAYIS/HAZIRAN 2025

SIRA NO FIRMA ADI
1 AK NISASTA SAN. VE TiC. A.S.
2 AKSU GIDA MAD. IML. SAN. TiC. LTD. STi.
3 BONART GIDA SANAYI VE TICARET A.S.
4 CELENLI GIDA VE iHTiYAGC MAD. iTH. iHR. SAN. VE TiC. LTD. STi.
5 GURU SAGLIKLI GIDA SAN. A.S.
6 HALIC ULUSLARARASI TAS. TURIZM VE DIS TiC. LTD. STI.
7 HELIS DRAJE GIDA SAN. VE TiC. LTD. STi.
8 MERTSAN GIDA VE iHTIYAGC MAD. SAN. VE TiC. A.S.
9 SEKMANLAR GIDA SAN. iNS. VE TiC. LTD. STi.
10 SEYIDOGLU GIDA SAN. VE TIC.A.S.
1 SOYYIGIT GIDA SAN. TiC. A.S.
12 TYC INSAAT SAN. VE TIiC. A.S.
13 UNO GROUP GIDA iNS. SAN. VE TiC. LTD. STi.
[ ]
Firmalar Asya’'nin dev

fuarinda boy gosterdi

THAIFEX ANUGA ASIA 2025 Fuari 27 Mayis Sali guni
kapilarini ziyaretgilerine agti. IHBIR tarafindan ylrdtilen
‘IHBIR Sekerli Mamuller ve Pastacilik Sektorleri Ihracat Atilimi
UR-GE Projesi’ kapsaminda 13 lye firma stant acti. Fuarda
IHBIR Yonetim Kurulu Baskani Kazim Tayci ve Yonetim Kurulu
Uyesi Hiiseyin Eviz, UR-GE projesi kapsaminda katilim
gerceklestiren firmalara sertifikalarini takdim etti. Tayci ve
Eviz, fuara katim gdsteren (lyeleri ziyaret ederek, fuar ve

Asya Pazari hakkinda istigarelerde bulundu.
:: BTN -nll'.
i U'Ilu]l !-:
|

IATURAL TOLL
m‘lﬂ
N
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MAYIS/HAZIRAN 2025

SUMMER FANCY FOOD FUARI (29 Haziran — 1 Temmuz 2025)

SIRA NO FIRMA ADI

1 AK NISASTA SAN. VE TiC. A.S.

2 AKSU GIDA MAD.iML. SAN. TiC.LTD. STi

3 BONART GIDA SANAYI VE TICARET A.S.

4 CHR DOGAL YASAM VE SAGLIK URUNLERI TUR. SAN. TiC.LTD. STi.
5 CELENLI GIDA VE IHTIYAG MAD. iTH. IHR. SAN. VE TiC. LTD. STi.
6 GURU SAGLIKLI GIDA SAN. A.S.

7 IPEK TEKSTIL INSAAT GIDA SAN. VE DIS TiC. LTD. STi.

8 SOYYIGIT GIDA SAN. TIiC. A.S.

9 TYC INSAAT SAN. VE TIiC. A.S.

10 UNO GROUP GIDA iNS. SAN. VE TiC.LTD. STi.

1 SEYIDOGLU GIDA SAN. VE TiC. A.S.

Turk firmalarindan New York'ta guclu cikis

istanbul Hububat,
Bakliyat, Yagli Tohumlar
ve Mamulleri Ihracatgilari
Birligi (IHBIR), ABD'nin
en 6nemli gida fuarlari
arasinda yer alan ve
New York’ta dizenlenen
Summer’25 Fancy Food
Show Gida Fuarrna
“Sekerli Mamuller ve
Pastacilik Sektorleri
Ihracat Atihmi UR-GE
Projesi” kapsaminda 11
uyesiyle birlikte stantl
katim gergeklestirdi.

. Fuarnnilk glndande
IHBIR Y6netim Kurulu
Baskani Sn. Kazim Tayci
ile Baskan Yardimcilari
Sn. Semsettin Memis
ve Sn. Kursad Glulbahar,
uye firmalarin stantlarini

ziyaret ederek urlnlerini
dlnya vitrinine taslyan
katihmcilara destek verdi.
Ikinci giinde ise IHBIR
Yonetim Kurulu Baskani
Sn. Kazim Tayci, T.C.
New York Baskonsolosu
Sn. Muhittin Ahmet Yazal,
T.C. New York Ticaret
Atesesi Sn. Bilgehan
Ramazan Caner, Ege Su
Urlnleri ve Hayvansal
Mamuller Ihracatgilar
Birligi Baskani Sn. Bedri
Girit ve Ege Hububat,
Bakliyat, Yagl Tohumlar
ve Mamulleri Ihracatgilar
Birligi Bagkani Sn.
Muhammet Oztlrk ile
birlikte UR-GE projesine
katilan firmalara
sertifikalarini takdim etti.

Toren sirasinda

konusan Baskan Tayci,

Turk gida sektorinin
klresel pazardaki

Turkish

)

AKSA TEVTINGILIK

Turkish

9) Tastes

ﬁ-'— WENT DORMGER
W

Tastes

rekabet gucline dikkat
cekerek katilimcli
firmalara basari
dileklerini iletti.

SEVIDORGLL GIDA

ﬁ CHR DOGAL YARAM
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Turkish
\9/ Tastes

PACHA MATURAL COULLAGEN F KENT BORINGER
.

™ . Turkish

] ‘Ij

- —— -

ﬁ:‘ UNO GROUP - UNO FOOD -—!"'-_-—-l ASSU CHOCGLATE § Cancy

I

MAYIS/HAZIRAN 2025

]



iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

20

IHBIR Uyesi firmalar, 2025
yilinda Tayland’da diizenlenen
Thaifex Anuga Asia Fuari ve
ABD’de gergeklesen Summer
Fancy Food Fuarr’'nda Turk
gida sektortinl basariyla temsil
etti. ilk kez uluslararasi fuar
deneyimi yasayan firmalardan,
yillardir ihracat yapan markalara
kadar genis bir katilim saglandi.
Kahveden helvaya, drajeden beyaz
dut Urlnlerine kadar pek ¢ok
yenilik¢i Urtin diinya pazarlarinin
begenisine sunuldu. ABD ve Uzak
Dogu basta olmak lizere farkh
cografyalardan yogun ilgi géren
Turk firmalar, yeni is birlikleri igin
gugli temaslar kurarken, gelecek
dénemde ihracat aglarini daha
da genisletme hedefiyle dnemli
kazanimlar elde etti.

GURU SAGLIKLI GIDA / SAHIN ZULUG

/- Thaifex 2025 Fuarr'ndan
C beklentileriniz ne oldu?
Yurt disina heniz

aciimamistik. Bu fuar ilk yurt disi
deneyimimiz oldu. Thaifex 2025
Anuga Fuari, bekledigimizden,
ongordugimuizden ¢ok daha
blylk, kapsamli bir fuar olarak
karsimiza ¢ikti. Uluslararasi
arenaya ilk ¢ctkma platformu oldu.
Ve agikgasl dogru yerde, yerimizi
de bulmusuz.

~——_Yenifirmalarla

@ / temas kurmak icin mi bu

fuara katildiniz?
Fuara en ¢ok hangi iilkelerden
katilimcei oldu?

Bir grup Turk ihracatcl ile
beraber, onlarla ayni havayi
soludugumuz bir fuardi. Tayland,
Singapur, Kore, Japonya,
Avustralya’dan yodun katilim
vardi. Bununla beraber MENAdan,
Rusya'dan, Bati Avrupa'dan, hatta
Ingiltere’den ve okyanus Gtesinden

TURK FIRMALARI
GLOBAL PAZARDA

GUCLENIYOR

Amerika'dan, Kanada'dan da
potansiyel alicilar vardi.
7w Siparig aldimiz mi?
@ 15 glin oldu fuardan
doneli. Cok hizli yol kat
ettigimizi sdyleyebilirim. Kuvvetle
muhtemel ticari yolculugumuz

orada tanistigimiz partnerlerle
devam edecek.

SEVIDOGLU
YENER ELMACIOGLU

7 Thaifex 2025 genel

@ olarak nasil bir fuardi?

=" Seyidoglu Gida olarak
ilk kez katildigimiz Thaifex
blyulk bir etkinlikti. Hareketli ve
yogundu.

/= Thaifex Fuari'nda

? ) Girlinlerinize gelen ilgi
=X nasildi?

Standimiza Ulke olarak
Tayland’dan daha az ziyaretgci
aldik. Civar ulkelerden daha
fazla ziyaret¢imizi agirladigimizi
sdyleyebilirim. Dlinya genelinde
farkl regetelerle olsa da regel
bilinen ve tuketilen bir Grun.

/= Yeni pazarlara ulasmak
7 | size nasil avantaj
(d -
saglayacak?

A —

Agirlikli Uzak Dogu
Ulkelerinden ziyaretgilerimiz tath
drtnlerine gok alisik degiller.

Ayni zamanda geleneksel tahin,
helva, pekmez onlar igin ¢ok yeni
drtnler. Ancak 6zellikle helvamizi
begendiler. Tahin ilging geldi ama
yine de begenildi.

HELIS DRAJE
MAHMUT DEMIRYOL

//? Fuar nasil gecti?
=

2025 yiinda Tayland'da
katilim sagladik. Fuarimiz gok

yapilan Thaifex Fuar’na

MAYIS/HAZIRAN 2025

guzel gegti.
/= Fuarda farkmdallgl
C / ylikselten sizce ne
oldu?
Organizasyonunuz ile ilgili neler
soylemek istersiniz?

Urlnlerimiz orada iyi bir
farkindalik yaratti. Bence
organizasyon guzeldi.

7 Yine Thaifex 2025
7/ Fuarr'na katilim

X" saglamak ister misiniz?

A —
Neden?

Bir dahaki yil yine bu
organizasyona katiimayi
dusundyoruz. Uzak Dogu'da var
olmak hem ulkemiz igin hem
firmamiz i¢in guzel bir sey.

SUMMER FANCY FOOD FURRI
CHR / IMMUNFLEX - TIJEN ZIYAL

7 Summer Fancy
?/ Food Fuari nasil gecti?
X=\" Fuar yogun muydu? ilgi

nasildi?

Summer Fancy Food Fuarr’na
katildigimiz igin ¢gok mutluyuz.
Bagska Ulkelerde gida ile ilgili
Uretim yapanlarin neler yaptigini,
ne yenilikler sundugunu
gozlemlemek amaciyla ve ayrica
Uzerinde durdugumuz beyaz
dut meyvesi ve yapradi ile ilgili
¢alismalari, Uriine dénusmis
hallerini burada alicilarla
bulusturmak lGzere geldik. Son
derece gizel gegirdik.

- Yeni firmalarla

C / temas kurmak i¢in mi

katildimz?

Biz bu fuara yeni firmalari
gozlemlemek, yenilikleri gérmek
ve yaptigimiz yenilikleri anlatmak
Uzere katildik. Beklentilerimizin
blyUk bir bolimunu kar$|lad|k
Insanlarin beyaz dut meyvesi
hakkindaki fikirleri ve bu

iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

meyvenin bilinirligi Amerika ve
Avrupa’da bizim dlkemizdeki
kadar yuksek degil. Bilmedikleri
icin onlara anlattik.

7%z UR-GE projesi

C / kapsaminda

yer almaniz firmaniza
ne gibi firsatlar sundu?

Gida sektorinde olarak ben bu
projede olmaktan blytk mutluluk
ve onur duyuyorum. Bu proje
kapsaminda katildigimiz fuarlarda
hem Ulkemizi hem yaptiklarimizi
temsil etmek ¢ok degerli.

Basta Kazim Bagkanimiz

olmak tzere tim IHBIR ekibine
tesekklr ederim. Bundan
sonraki dénemlerde de UR-GE
projelerinde olmak bizim igin ¢ok
blyUk keyif ve basari olacaktir.

SOYYIGIT / KENT BORINGER -
ALISEFA SOYYiGiT

- Summer Fancy Food

C / Fuari nasil gecti ve
fuarile ilgili

izlenimlerinizi alabilir miyiz?

Fuarimiz guzel gecti. Kalabalik
bir fuardi. Cesitli lGlkelerden
ziyaretgiler geldi. Amerika’nin
yerel marketlerine tedarik yapan
dagiticilar gogunluktaydi.

// - Ozellikle hangi

C/ uriinlerinize ilgi

duyuldu?

Sivi pastacilik drtinlerimiz, tuzlu
gruplarimiz, bulyonlar, gorbalarimiz
ve ¢esniler... Amerika market
zincirlerinde hedef Urinlerimiz
bunlar. Gelen ziyaretgiler de bu
drdnlerimize ilgi gosterdi.

7~ ABD gibi
?/ biiyiik ve rekabetgci
=" pazarin sundugu

avantajlari nasil
degerlendiriyorsunuz?

Amerika Birlesik Devletleri,
300-400 milyon nifusa sahip ve
gesitli etnik gruplardan olusuyor.
Ayni zamanda Ticaret Bakanhgrnin
2025 yil hedef Ulkeler listesinde
de yer aliyor. Tuketim toplumu,
tiketim aliskanliklari olan bir
Ulke. Hedef potansiyeli ¢cok
ylksek bir pazar. Ayrica gimrik
vergileri konusunda Turkiye,
diger rekabetgi Ulkelere karsi
avantajli konumda. Bu ylzden
Amerika pazarini dnemsiyoruz.
Fuar katilimlarimizi da bu nedenle
sagliyoruz ve olumlu sonuglar
almayi umuyoruz.

AKSU GIDA / MUSTAFA AGAR

7= Summer Fancy Food
C Fuari’'na daha once
katihm saglamis
miydiniz?

Aksu Gida olarak dinya ¢apinda
bircok Ulkede fuarlara katilim
sagliyoruz. Summer Fancy Food
Show Fuarrna ise ilk kez katildik.
Fuar ¢ok biyUlk olmasina ragmen
oldukc¢a hareketli ve yogun gegti.

»~—_ Fuarakatilim

@ amaciniz nedir?

’ Uriinlerimizi test
eden alicilarin begenileri bizi gok
mutlu etti. Bu vesileyle Amerika
kitasinda kalitemizi bir kez daha
test etmis olduk. Uluslararasi
arenada rekabet gucumdizi
artirdik. Gelecek yil bu fuarda
drdanlerimizi kuglk glincellemelerle
daha verimli sekilde sunmayi
planhyoruz.

// - UR-GE
C / prolesmde yer almak

firmanizigin
nasil bir fark yaratt1?

Su anda dinyada ¢ok buyuk bir
kriz yasaniyor. Bu krize ragmen
UR-GE programini hayata
gecirmek ¢ok zor bir is. Ulkemizi
temsil etmek adina UR-GE'nin
ihracat¢imizin yaninda olmasi
cok kiymetli. Uzun bir hazirlik
sUrecinden sonra projeyi hayata
geciren Sayin Bagkanimiz Kazim
TayC| ya, IHBIR'e ve
emegdi gegen herkese ¢ok
tesekkdir ederim.

GELENLI / BURAK TAS

»~— Fuardan memnun
‘ / kaldiniz mi? Hangi
lilkelerden agirhkta
katilim oldu?

Genel olarak memnun kaldigimiz
bir fuardi. Yogun olarak Amerikan
pazarindan ve etnik pazardan
Urdnlerimize ilgi gosteren
firmalarla gorustuk.

7 Hangi iirtinleri

Q / iiretiyorsunuz ve

<" ABD pazarinda
diriinlerinize ilgi nasildi?

Sekerleme agirlikli Grinler
yapiyoruz. Ayrica Turkiye’'nin
klasik tathlarina hitap eden
Urtnlerimiz var: lokum,
pismaniye, cevizli sucuk ve
sekerleme ¢esitleri. Buyuk bir
pazar ve Ozellikle etnik pazara
hizmet eden firmalar drinlerimize
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ilgi gosterdi.
~— Yenipazarlara
/? ' ulagsmak size nasil bir

=\" avantaj saglayacak?
Amerika blyUk bir pazar.
Baslangigta firma ayrimi
yapmadan adim atiyoruz.
Markamizin raflarda yayilmasiyla
bu Ulkede ve diger pazarlarda da
blylyecegdimizi duslinlyoruz.
Genellikle Amerikan firmalariyla
gorustuk. Ayrica farkli

Ulkelerden gelip

Amerika'da ticaret

yapan firmalarla da temas kurduk.
Avrupa ve Orta Dogu

Ulkelerinden de talepler oldu.

IPEK GIDA / OMER ONER

//? Fuar beklentilerinizi
\-*

| karsiladim1?
Fuar ¢ok basaril gegti.

UR-GE programi igerisinde yer
almaktan ¢ok mutluyuz. Yénetim
kuruluna bizi bu programa dahil
ettikleri icin tesekkir ediyoruz.
Verimli bir fuar gegirdik.

7/ Yenipazarlara

Q/ ulagsmak firmaniza nasil

~" bir avantaj

saglayacak?

Yeni pazarlara
ulagsmak markamizi global
anlamda guglendirmek igin dnemli.
Amerika bu global pazarin lgte
ikisini olusturuyor. Biz de bu
pazarin iginde yer
almak istiyoruz.

~—  Fuardaanlasma

@/ saglayabildiniz mi?

X" Yeniis birlikleri
olusturabildiniz mi?

Urlnlerimiz pazara uygun. Fuar
doénusleri de iyi oldu. Fuardan
sonra isimizi takip ederek
pazara girmeye galisacagiz.
Goruastugumuz kisilerin depolarini
ziyaret etmeyi, dagitim aglarini
kontrol etmeyi planliyoruz.
Sonrasinda karar verecegiz.

7 Yine Summer
@/ Fancy Food Fuari’'na
N katilm saglamak

ister misiniz?

Kesinlikle
katilmak isteriz. Fuarlara katilmayi
seven bir firmayiz. Fuarin ilk
guinunden hazirlik
asamasina kadar ilgileriniz igin
tesekkdr ederiz.
Cok memnun kaldik. insallah
emeklerimizin
karsihgini alinz.
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iHBiR TEKNIK EGiTiM PROGRAMI'NDA

BESINCI EGITIM TAMAMLANDI

Istanbul Hububat Bakliyat Yagli Tohumlar ve Mamulleri Ihracatcilar1 Birligi (IHBIR)
tarafindan hayata gecirilen “IHBIR Teknik Egitim Programi1”, gida sektériinde faaliyet
gosteren profesyonellerin bilgi birikimini artirmaya devam ediyor. 2024-2025 déneminin
besinci egitimi, yogun bir katilimla basariyla tamamland.

Bu kapsamda duzenlenen “Gida
Sanayi, Bilim ve Teknolojisinde
Arastirma Projeleri, Makale ve
Bildiri Hazirlama” baglkli ders,
Ankara Universitesi’'nden Prof.

Dr. Nevzat Konar ve Yildiz Teknik
Universitesi’nden Dog. Dr. Omer
Said Toker tarafindan verildi.
Alaninda uzman akademisyenlerin
tecrubelerini paylastigi egitim,
katilimcilarin baydk ilgisini gekti.

IHBIR, gida isletmelerinde goérev
yapan profesyonellerin yani sira,
Universitelerin farkli mihendislik ve
temel bilimler bélumlerinden mezun

olmus kisilerin mesleki gelisimine
katki sunmayi hedefliyor. Bu
amagcla Egitimler, alaninda uzman
akademisyenler ve ig insanlarinin
katkisiyla sekilleniyor.

Dersler fiziksel olarak ylz ylze
gercgeklestirilirken, egitimlere
katilan profesyoneller program
sonunda sertifika almaya hak
kazaniyor. Boylece hem sektor
calisanlarinin farkindaliklari artiyor
hem de nitelikli insan kaynagina
katki saglaniyor.

Besinci egitimde, 6zellikle
akademik yazim siregleri,

arastirma projelerinin hazirlanmasi,
bilimsel makale ve bildirilerin
olusturulmasi konularina
odaklanildi. Katiimcilar, hem teorik
bilgileri hem de pratik érnekleri
iceren bu oturumda, ulusal ve
uluslararasi diizeyde bilimsel
Uretim sureclerine dair degerli
bilgiler edinme firsati buldu.

Katihmcilardan gelen geri
bildirimler, bu tUr egitimlerin
mesleki gelisim agisindan blyuk
fayda sagladigini ve sektorde
onemli bir boslugu doldurdugunu
ortaya koyuyor.
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Ar-Ge'de yenilik,

egitimle giic

IFF Aroma Esans Creation &
Design, Food Designer Naike
Neslihan Unlitirk, IHBIR'in
dizenledigi eg|t|mler|n sektordeki
profesyonellerle akademik bilgiyi
bulusturmasi agisindan buyuk
deder tasidigini belirterek, “Ar-Ge
gibi slrekli yenilik ve glincel bilgi
gerektiren bir alanda, bu egitimler
vizyon gelistirici ve yol gdsterici
nitelikte. Ozellikle proje dongusu
ydnetimi, literatlir tarama ve
bilimsel yazim teknikleri Gzerine
edindigim bilgiler, hem ulusal hem
de uluslararasi projelerde 6nemli
katkilar sagladl” dedi. UnlGtdrk,
gelecekte yapay zekanin Ar-Ge
slreglerine entegrasyonu ve gida
inovasyonunda trend analizleri gibi
konularin da egitim basliklari arasinda
yer almasinin sektdre gl katacagini
vurguladi., |

#a= IHBIR tarafindan

? diizenlenen egitimler

=\ hakkinda genel diisiince
ve degerlendlrmelermlz nelerdi?

IHBIR’in bu alanda gergeklestirdigi
egitimleri, sektdrdeki profesyonellerle
akademik bilgiyi bulusturmasi
acisindan ¢ok kiymetli buluyorum.
Konular, gida sanayisinin bilimsel
derinligini ve uygulama alanlarini gok
iyi yansitiyordu. Ar-Ge gibi surekli
yenilik ve glincel bilgi gerektiren
bir alanda ¢alisan biri olarak, bu
tdr igeriklerin hem yonlendirici
hem de vizyon gelistirici oldugunu
distndyorum. Katildigim egitimler,
beklentimi fazlasiyla karsiladi.

7= Egitim konularinin se¢imi

? ve icerigi tatmin edici

N

planlamasi hakkinda

midir? Siire ve igerik

diisiinceleriniz nelerdir?

Egitimlerde ele alinan basliklar,
Ozellikle Ar-Ge projeleri hazirlama,
bilimsel kaynak tarama ve yayin dili
olusturma gibi sektérimizde ¢ok
ihtiyag duyulan konulara deginiliyor.
Icerikler yodun ve bilgi dolu. Egitimin
sure ve igerik planlamasi son derece
basariliydi; her oturum, katihmcilarin
dikkatini canli tutacak sekilde
Ozenle yapilandiriimisti. Konularin
akici bir sirayla ilerlemesi ve zaman
ydnetiminin etkinligi, 6grenme
surecini hem verimli hem de keyifli

leniyor”

hale getirdi. Bu titizlik, egitimin
kalitesini agikga ortaya koyuyor.

% Egitim duyurularinda

Q) yeterliiletisim etkinligi

X saglanabilmekte midir?

Genel olarak sosyal medya ve
e-posta Uzerinden yapilan duyurular
yeterliydi. Egitimlere kayit sonrasi
dizenli olarak iletilen e-posta
bilgilendirmeleri sayesinde gerekli
iceriklere zamaninda ve eksiksiz
sekilde ulasabiliyoruz. Ayrica LinkedIn

Uzerinden yapilan paylasimlarin
da genis kitlelere erisim agisindan

oldukga etkili oldugunu dasindyorum.

% Mevcut caismalarinizda
' IHBIR egitimlerinden
yararlandiginiz ve
uygulamaya aktardiklariniz oldu
mu? Var ise 6rnekler verebilir
misiniz?

Katildigim “Gida Sanayi, Bilim ve
Teknolojisinde Arastirma Projeleri,
Makale ve Bildiri Hazirlama” egitimi,
Ozellikle proje dongusu ydnetimi,

literatlr tarama yontemleri ve bilimsel
yazim teknikleri konularinda gok
katki saglamistir. Hem ulusal hem de
uluslararasi dizeyde ydurutilen proje
basvurulari ile akademik ¢iktilarin
hazirlanmasinda dikkat edilmesi
gereken kritik noktalar hakkinda son
derece degerli bilgiler edindim.
- Egitim bashklan
onerileriniz var ise bizimle
=\ paylasir misimz?
Asagidaki basliklarin faydali
olacagini dasindyorum:

@ Yapay zekanin Ar-Ge sireglerine
entegrasyonu

® Uluslararasi fonlar (Horizon
Europe, Eureka vb.) ve proje
basvurularinda dikkat edilmesi
gerekenler

@ Gida inovasyonunda trend
analizleri ve ticarilestirme slregleri

Bu basliklar, hem firmalarin rekabet
gucunu artirmaya hem de akademik
is birliklerini guglendirmeye katki
saglayabilir.
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gelisime katki sagliyor’

Abalioglu Lezita Gida ileri
islem Uretim Midurliga / Proses
Mihendisi Guinisitan Alan, iHBIR
tarafindan diizenlenen eg|t|mler|
sektdrln guncel intiyaglarina uygun,
uygulamaya donuk ve oldukcga
faydal bulduklarini belirterek, “Bu
egitimler ¢alisanlarin bilgi birikimini
artirirken, kurumsal gelisime de katki
saghyor. Egitim konulari sektorin
dinamiklerine gore segiliyor, sire
planlamasi yodun is temposuna
uyumlu sekilde yapiliyor.
Edindigimiz bilgileri projelerimizin
endustriyel uyumunda,
akademik arastirmalarda
ve etik degerlendirmelerde
dogrudan uygulama imkani
buluyoruz. OnlimUlizdeki déonemde
surddrdlebilirlik, Yesil Mutabakat
ve iklim degisikliginin dis ticarete
etkisi gibi basliklarin da egitim
programlarina eklenmesi, ihracatgi
sektorimize glg katacakt|r dedi.

V7 iHBIR tarafindan
? diizenlenen egitimler
NS4

hakkinda geneldiisiince
ve degerlendirmeleriniz nelerdir?

IHBIR tarafindan sunulan egitimler,
sektor ihtiyaglarina uygun, glincel
ve uygulamaya donuk igerikleriyle
oldukga faydali bulunmaktadir.
Katiimcilarin bilgi birikimini artirmaya
yonelik yapilan bu ¢alismalar,
kurumsal gelisimi destekleyici
niteliktedir. Egitimlerin profesyonel
bir yaklagimla organize edilmesi
memnuniyet vericidir.

%o Egitim konularinin

‘, secimi ve igerigi tatmin
edici midir? Siire ve icerik
planlamasi hakkinda
diisiinceleriniz nelerdir?

Egitim konularinin segimi, sektorin
guncel ihtiyaglari ve gelismeleri
dikkate alinarak yapilmaktadir.
Ic;er|kler yeterli derinlige sahip olup,
sure planlamasi da katilimcilarin
yogdun is temposuna uygun sekilde
duzenlenmistir. Bu sayede hem teorik
hem de pratik bilgi kazanimi mimkin
hale gelmektedir.

/%= Egitim duyurularinda

? yeterliiletisim etkinligi

=\" saglanabilmekte midir?

Egitim duyurularinin zamaninda
ve anlasilir bigcimde iletiimesi,

katimcilarin planlama yapmasini
kolaylastirmaktadir. Mevcut
iletisim kanallari etkin kullanilarak
bilgilendirme suregleri basarili bir
sekilde yuratulmektedir.

% Mevcut calismalarinizda

? iHBIR egitimlerinden
@

=\ yararlandiginiz ve
uygulamaya aktardiklariniz oldu
mu? Var ise 6rnekler verebilir
misiniz?

IHBIR egitimlerinde edindigimiz
bilgiler, is sureglerimizde projelerin
endUstriyel projelerle uyumu,

tez arastirma, makale arastirma,
TUBITAK projeleri, makale ve

projelerin etik degerlendiriimesi
alanlarinda dogrudan egitici ve
dgretici olmustur.

/o Egitim baghklari
? | onerileriniz var ise hizimle
=" paylasir misimiz?

ilerleyen dénemlerde ele
alinabilecek bazi konular asagidaki
gibi olabilir:

@ Sirdurllebilirlik ve Yesil
Mutabakat kapsaminda ihracat

@ |klim degisikliginin dis ticarete
etkisi o

Bu 6nerilerin, IHBIR'in egitim
yelpazesini daha da guglendirecedine
inaniyoruz.
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Tiirkiye'den diinyanin
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dort bir yanina ‘draje’

Helis Draje Gida Yonetim Kurulu Bagkan1 Mahmut Demiryol, “Ttrkiye’nin ilk draje firmasi
olarak 350’den fazla draje cesidi ve spesiyal ¢ikolata tiretiyoruz. Bugiin hem tilkemizde hem
de diinyada en cok cesit ve farkli lezzetlerde draje tireten firmalardan biri konumundayiz.
‘Draje Sanatimizdir’ sloganimizla bu alanda lider olma yolunda ilerliyoruz.” dedi.

Helis Draje’nin 2003 yilinda
kuruldugunu ifade eden Helis
Draje Gida Yénetim Kurulu Bagkani
Mahmut Demiryol, “Istanbul
Gaziosmanpasa Kugukkoy'de 200
metrekarelik kapali alanda Uretime
baslayan firmamiz, biyuyen is
hacmiyle bugin Avcilardaki 2000
metrekarelik modern tesisinde
faaliyetlerine devam ediyor.”
dedi. Mahmut Demiryol, kurulus
hikayesini su sdzlerle aktardi: “Uzun
yillar draje Uzerine yurt igi ve yurt
disinda egitim almis profesyonel bir
ekiple yola ¢iktik. Amacimiz drajeyi
sevdirmek, tanitmak ve llkemizde
yayginlastirmakti. Bu ylzden
firmamizin adini da dogrudan ‘Draje
ibaresini kullanarak olusturduk.
CUnku bizim igin draje bir sanat.”

ESAS AMACIMIZ DRAJE

Helis Draje’nin kisa strede 350'den
fazla Urin gesidine ulastigini belirten
Mahmut Demiryol, “Helis markasi
ile i¢ ve dis pazarda hizla taninan
firmamiz, buglin hem Turkiye'nin
hem de diinyanin en ¢ok ¢esit Ureten
draje ureticisi unvanini tasiyor.
Bugtin birgok firma esasen ¢ikolata
Ureticisi olup yan urin olarak draje
Uretmektedir. Bizim 6nceligimiz ise
tam tersine; esas amacimiz draje
Uzerine uzmanlagsmak ve bu alanda
kendi kalitemizi ortaya koymaktir.”
dedi. ISO 9001:2015 ve ISO
22000:2018 kalite ve gida glvenligi
sertifikalarina sahip olan firmalarinin,
FSSC 22000 galigmalarini da
surdirddgini kaydeden Mahmut
Demiryol, uluslararasi helal
sertifikasi bulunan firmalarinin,
kalite belgeleriyle de glivence altina
alindigini soyledi.

HEDEF LIDERLIK

25 kisilik ekibiyle Gretim yapan
Helis Draje’nin ilk ihracatini Dubai'ye
gergeklestirdigini belirten Mahmut

’

Demiryol, “Draje gesitleriyle baslayan
ihracatimiz, musteri talepleri tGzerine
farkli pazarlara da yayildi. Fuar
katihmlarimiz ve sosyal medya
tanitimlarimizla markamizi daha
genis kitlelere ulastinyoruz. Ar-Ge
kokenli bir firma olarak Turkiye'de
draje konusunda 6ncuyuz. lIkleri
yaplyoruz ve su anda Turkiye'de ve

dinyada bir ilk olan tahinli drajeleri
drettik. UrlinUimuz buylk begeni
topladi. Bugln yenilikGi bakis agisi,
Ar-Ge ¢alismalari ve insana saygil
Uretim anlayisiyla yoluna devam
eden firmamiz, “Draje Sanatimizdir”
sloganiyla hem yerel hem kiresel
pazarda liderlik yolunda emin
adimlarla ilerliyor.” ifadelerini kullandi.
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Ihracatta hedef
yeni pazarlar

Atom Gida Yonetim Kurulu Bagkani Atilla Rua, diinya genelinde degisen gida tuketim
trendlerini yakindan takip ettiklerini belirterek, yeni ihracat pazarlarinda aktif rol almak
icin uluslararasi fuarlara ve ticaret heyetlerine katildiklarini séyledi. Rua, 6zellikle Orta
Dogu, Afrika ve Uzak Dogunun 6ncelikli hedef pazarlar arasinda yer aldigini vurgularken,
her tilkenin tiketim aligkanliklarina ve yasal gerekliliklerine uygun tiriin ve ambalaj
cozumleri gelistirdiklerini ifade etti. Dijital pazarlama ve e-ticaret yatirimlariyla da
markalarini global 6l¢ekte daha gérintr hale getirmeyi amagladiklarini dile getirdi.

Fow  Sirketiniz hangi iiriinleri

?. tiretmektedir? Uretim
=\ tesisleriniz nerededir ve
istihdam sayiniz nedir?

1974 yihindan bu yana baharat
sektorinde faaliyet gdsteren
firmamiz, baharat ¢esitleri, baharat
karisimlari, aromatik bitkiler, bitkisel
Gaylar, lezzet verici formuller ve
tek kullanimlik hazir gida karigimlari
Uretmektedir. Uriinlerimiz, farkli
ambalaj ve gramaj secenekleriyle
musterilerimizin ihtiyaglarina
Ozel olarak hazirlanabilmektedir.
Uretim tesisimiz Sultanbeyli Aytop
Gida Sitesi iginde yer almakta
olup, modern eleme, 6gltme,
boyutlandirma ve paketleme
hatlarimizla uluslararasi kalite
standartlarinda 30 kisilik deneyimli
bir kadro jle hizmet veriyoruz.

#a= lhracata nasil adim

“? ) attiniz? ik ihracat

= yaptiginiz iilke hangisiydi
ve hangi uiriinii ihrag ettiniz?

Ihracata baslama sirecimiz,
yurt i¢cinde elde ettigimiz guvenilir
marka imajl ve artan uluslararasi
talepler dogrultusunda sekillendi.
lIk ihracatimizi Irak Erbil'de faaliyet
gOsteren “Auchan” isimli Fransiz
marketine 2012 yili igerisinde
gercgeklestirdik. Daha sonra
Japonya'ya paketli riin géndermeye
basladik.

/%= Yeniihracat pazarlanigin
? hangi calismalan
=\" yapiyorsunuz?

Dunya genelinde gida tiketim
trendleri ve pazar dinamiklerini
yakindan takip ederek ihracat
agdimizi genigletmeyi hedefliyoruz.
Bu dogrultuda, uluslararasi
gida fuarlar ve sektdrel ticaret
heyetlerine katilim sagdlayarak hem
mevcut is ortaklarimizla baglarimizi

guglendiriyor hem de yeni is
birliklerinin temellerini atiyoruz.
Pazar arastirmalarimizda Orta
Dogdu, Afrika ve Uzak Dogdu Ulkeleri
oncelikli konumda yer aliyor. Her
pazarin tlketim aliskanliklari, yasal
gereklilikleri ve lojistik altyapisini
dikkate alarak Ulkeye 6zel uriin ve
ambalaj ¢ozUmleri gelistiriyoruz.
Ayrica dijital pazarlama ve e-ticaret
platformlarinda goérinurligimuazu
artirarak markamizi global dlcekte
daha genis kitlelere ulastirmayi
amagliyoruz.

/o= Uriin gelistirme
? konusundaki
=\" calismalarinizdan s6z
eder misiniz?

Uriin gelistirme siirecimizi, misteri
taleplerini ve diinya genelindeki
gida trendlerini dikkate alarak

ylrGtlyoruz. Ar-Ge ve kalite kontrol
birimlerimiz, farkli damak zevklerine
hitap eden baharat karisimlari,
aromatik bitkiler ve yenilik¢i gida
g6zUmleri Uzerinde galismaktadir.
Urlnlerimizin dogdalli§ini korumak,
katkisiz Gretim anlayisini stirdirmek
ve kalite standartlarimizi

surekli yikseltmek en temel
onceliklerimizdir. Ambalaj konusunda
ise hem raf dmrini uzatan hem

de gevre dostu malzemelerden
Uretilmis ¢ézumler gelistirmeye 6nem
veriyoruz. Musterilerimizin pratik
kullanim beklentilerini karsilamak
amaciyla tek kullanimlik porsiyonlar
ve 6zel formuller hazirliyoruz.
Bdylece hem i¢ pazarda hem de
uluslararasi arenada markamizin
yenilik¢i ve guvenilir imajini
guglendiriyoruz.
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ONCELIKLI HEDEF
ABD VE RUSYA

Emin Gida Yonetim Kurulu
Bagkani Emin Demirci,
yeni ihracat stratejilerini
degerlendirerek, “1975’ten
bu yana sektérde buylyen
bir marka olduk. Bugiin
200n tizerinde Urtin
portféytuimiuzle 20’den fazla
tilkeye ihracat yapiyoruz.
Ancak 6ntimuizdeki
dénemde en blytk
onceligimiz ABD ve Rusya
pazarlarina gugla bir

girig yapmak. Bunun igin
fuarlara katiliyor, pazar
ziyaretleri gerceklestiriyor
ve ticaret musavirlikleri
araciligiyla potansiyel
alicilarla bulusuyoruz.
Bolgeye 6zel ambalaj
c¢oztumleriyle Griin
cesitlerimizi tanitip musteri
agimiz1 genisletmeyi
hedefliyoruz.” dedi.

iiretmektedir? Uretim

tesisleriniz nerededir ve
istihdam sayiniz nedir?

Firmamiz, 1975 yilinda Istanbul
Emindni’'nde kuruldu. 2000
yilindan beri Esenyurt'ta faaliyet
gostermektedir. Baslangigta sadece
baharat paketleme isi yaparken,
2000 yilindan sonra baharat ¢esitleri,
harg gesitleri, bitki gaylari, hamur isi
tath yardimci maddeleri, hazir toz
tathlar (pudingler, geleneksel Turk
tatlilan), toz krem santi gesitleri,
toz sicak gikolata ve salep uretimi
yapmaktayiz. Su an i¢in 200'den
fazla Urin portfoylimiz satisa hazir
bulunmaktadir. Firmamizda toplam 45
personelimiz istihdam edilmektedir.
//? - lhracata nasil adim
¢

//7 Sirketiniz hangi iiriinleri
Q

attiniz? ilkk ihracat
=\" yaptiginiz iilke hangisiydi
ve hangi iiriinii ihrag ettiniz?
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Yurt iginde yapmis oldugumuz
satis ve pazarlama galismalarini
yurt disindaki farkli noktalara da
tagimak istedigimiz icin 2007 yilinda
ihracat birimimizi kurduk. Ihracat igin
attigimiz ilk adim Almanya Anuga
Fuari'na katilmak oldu. Fuar sonrasi
ilk ihracatimizi Fransa ve Almanya'ya
yaptik. lhracatini yaptigimiz ilk
artnler, Gretimini yaptigimiz baharat,
baharat harglari ve hamur isi tath toz
yardimcilari oldu. 2007 ve sonraki
yillarda katildigimiz diger fuarlarla
birlikte ihracat potansiyelimizi artirdik.
Halihazirda KKTC, Bulgaristan,
Yunanistan, Bosna Hersek, Arnavutluk,
Romanya, Avusturya, Fransa, Ingiltere,
Kanada, Kuzey Irlanda, Tlrkmenistan,
Kirgizistan, Tacikistan, Afganistan,
Gabon, Senegal, Liberya, Demokratik
Kongo Cumhuriyeti, Bahreyn ve Katar
Ulkelerine ihracat yapmaktayiz.

/%= Yeniihracat pazarlariigin
¢ ) hangi galismalan
yapiyorsunuz?

Yeni ihracat pazarlari i¢in gegmis
fuarlarda tanistigimiz; ancak
galismadigimiz firmalar ile tekrar
iletisime gegerek ticaretimizi aktif

hale getirmeye ¢alisiyoruz. Diger
taraftan hedef pazarimizdaki
Ulkelerin Tlrkiye'de bagh bulundugu
ticari ataselikler ile yurt disindaki
ticaret musavirlerimiz kanalyla

alici firmalarin listelerini, calisma
potansiyellerini 6grenip ulaglyoruz.
Ayrica yurt igi ve yurt digindaki fuar
ve B2B ikili gérlismelerine katiliyor,
actigimiz stantlarda bdlgeye uygun
farkli ambalaj gesitlerini de sergileyip
yeni musteri katilimini artirmaya
galistyoruz. Su an igin oncelikli hedef
pazarimiz olan ABD ve Rusya ile
ilgili fuar ve pazar ziyareti hazirliklari
yapmaktayiz. Bununla birlikte yurt
disina muhtelif gida Urlinleri ihracati
yapan dis ticaret firmalarini ziyaret
edip gelen siparislerle birlikte
drdnlerimizi yurt disindaki birgok
noktada bulunduruyoruz.

7%= Uriin geligtirme
? konusundaki
=\" calismalarinizdan s6z
eder misiniz?

Hitap ettigimiz pazarlarda
musteri talebine baglh olarak yeni
Urdn gesitliligi olusturmaya devam
ediyoruz.
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KAHVE KOKUSU
SINIR TANIMIYOR
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Kokel Kahve Yonetim Kurulu Bagkan1 Umit Kokel, kahveyi
yalnizca bir icecek degil, kiiltiirlerin ortak dili olarak

gorduklerini belirterek, “Geleneksel Tirk kahvesi bizim en
buytk gururumuz. 2008 yilinda ilk ihracatimizi Kosova'ya

yaparken hedefimiz bu lezzeti diinyaya tanitmakti. Bugiun
farkl ulkelere Turk kahvesini ve diinya kahvelerini
ulastiriyoruz. Ilk yurt dis1 subemizi Irak’ta agmaya
hazirlantyoruz ve kahve tutkumuzu global sahneye
tasimanin heyecanini yastyoruz.” dedi.

7 Sirketiniz hangi liriinleri
? tiretmektedir? Uretim
=\" tesisleriniz nerededir ve
istihdam sayiniz nedir?
Kokel Kahve Deposu, ¢ok gesitli
Turk ve dlnya kahvelerini Greten
bir firmadir ve “Kdkel” markasiyla
kahve Uretimi yapmaktadir. Biz
Kokel Kurukahve olarak kahveyi
sadece bir icecek dedil, bir kultur
olarak goruyoruz. Geleneksel Turk
kahvesi en buyuk gururumuzdur;
ancak bunun yaninda filtre kahve,
espresso harmanlari, aromali
kahve cesitleri ve tek kokenli 6zel
kahveler olarak adlandirilan diinya
kahvelerini de Uretiyoruz. Uretimimiz,
modern ekipmanlarla donatiimig
Istanbul Ikitelli Isteks Sanayi
Sitesi'nde bulunan tesisimizde
gergeklesmektedir. Bugin, kahveye
tutkuyla bagh 22 kisilik bir ekiple
caliglyoruz.
# = lhracata nasil adim
? attimz? lik ihracat
@ - .o o o .
=\" yaptigimiz iilke hangisiydi
ve hangi liriinii ihrag ettiniz?
Aslinda ihracat hikayemiz fuarlarla
basladi. Katildigimiz uluslararasi gida
fuarlarinda yabanci ziyaretgilerin
Tirk kahvesine olan ilgisini goriince,
bu kultlrd sinirlarin digina tagimaliyiz
dedik. llk ihracatimizi 2008 yilinda
Kosova'ya gergeklestirdik. Uriinimiz
ise en 6z kahvemiz olan Turk
kahvesiydi. Yabanci kahveseverler
bu lezzeti gok sevdi ve sayelerinde
ihracatimizi farkli Glkelere yaydik.
Ayrica ilk yurt disi cafemizin de
haberini sizin araciliginizla buradan
duyurmus olalim. Kahve Deposu
artik global bir marka olma yolunda
onemli bir adim atiyor. Markamizin

ilk yurt disi subesi, blyuk bir
heyecan ve gururla kapilarini
acmaya hazirlaniyor! Bugiline
kadar Turkiye’nin farkli sehirlerinde
actigimiz her yeni sube, sadece bir
kahve dukkani degil, ayni zamanda
bir bulugsma noktasi, bir yasam
alani ve bir deneyim merkezi oldu.
Misafirlerimize sadece nitelikli kahve
sunmakla kalmadik; ayni zamanda
sicak bir ortam, kaliteli hizmet ve
ilham verici bir atmosfer vadettik.
Simdi bu benzersiz deneyimi
Turkiye sinirlarinin dtesine tasiyoruz.
Ik yurt disi subemiz olacak Irak
subemizle birlikte, “Kahve Deposu”
kultlrdni global kahve tutkunlariyla
bulusturmanin heyecanini yasiyoruz.
Yeni subemiz, bulundugu sehrin
ruhunu taslyan; ancak Kahve
Deposu’nun o tanidik sicakligini ve
tasarim gizgisini koruyan 6zel bir
konsepte sahip olacak. Menumiiz
ise yerel lezzetlerle zenginlestirilmis,
fakat her zamanki gibi kahve
odakl ve kaliteli olacak. Bu bizim
icin yalnizca bir genisleme degil,
ayni zamanda bir vizyonun hayata
gegmesidir. Uluslararasi arenada da
ayni tutkuyla, ayni 6zenle ve ayni
kalitede hizmet vermeye kararliyiz.
Kahve kokusunun sinir tanimadidina
inaniyoruz. Bu inangla ¢ikti§gimiz
bu yolculukta, bizi her zaman
destekleyen kahve tutkunlarina
tesekklr ediyor, yeni subemizde
dunya ile birlikte yeni hikayeler
yazmayi sabirsizlikla bekliyoruz.

7%+ Yeniihracat pazarlar igin

g hangi calismalani

=" yapiyorsunuz?

Her Ulkenin kahve kltlra farkl,
biz de buna godre hareket ediyoruz.

Once pazar arastirmalari yapiyoruz,
damak tatlarini inceliyoruz. Dijital
dunyayi da aktif kullaniyoruz. Sosyal
medya kampanyalari ve online satis
platformlari ile markamizi tanitiyoruz.
Kisacasl hem sahada hem ekranda

variz. .

74 Uriin gelistirme
’ ) konusundaki
calismalarinizdan
bahseder misiniz?

Ar-Ge bizim en heyecan verici
alanimizdir. Geleneksel Turk
kahvesinin 6zunu koruyarak yeni
tatlar sunmaya galisiyoruz. Seker
ilavesiz ve dogal aromal Turk
kahvesi gesitleri, cold brew ve hazir
toz igecekler bunlarin bazilaridir.
Bunun yaninda, surddrilebilir kahve
cekirdeklerinden alim yapiyor ve
doga dostu ambalajlar kullaniyoruz.
Gunku bizim igin kahvenin tadi kadar
arkasindaki hikaye de ¢ok 6nemlidir.




iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

30

IHRACAT AILEMIZI TANIYALIM

1 DDONEM
ASIKECN |
]gnﬁNEM

MAYIS/HAZIRAN 2025

iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

“~ONEM
s N ’
\DONEM

AN

\ ASKL
10ONEM
- ASKK

1DONEM

MAYIS/HAZIRAN 2025

ISO 500'DE 24 FIRMA YER ALDI

istanbul Sanayi Odasi (iSO)
tarafindan yayimlanan, Tiirkiye'nin
500 Biiyiik Sanayi Kurulusu 2024

Listesi'nde iHBiR'e liye 24 firma yer
ald1. iHBIR Bagkani Kazim Tayci,
firmalar tebrik etti.
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‘EN TATLI' IHRACAT

Sivma Gida Yonetim Kurulu Bagkani Behnan Erol, dondurulmus tathi ve unlu mamuller

tretiminde cesitlilik sunduklarini belirterek, “Ktuinefe, katmer, su boregi ve baklava gibi
urtnlerle ilk ihracatimizi Belcika'ya gerceklestirdik. Bugtin de tatlilarimizi ve borek

cesitlerimizi diinyanin farkl sofralarina ulagtirmak i¢in ¢calismalarimizi stirdiiriiyoruz.” dedi.
Zon - Sirketiniz

? hangi liriinleri
=" uretmektedir? Uretim
tesisleriniz nerededir ve istihdam
sayiniz nedir?

Sirketimiz dondurulmus tath ve
unlu mamulleri Gretimi yapmaktadir.
Urinlerimiz; kinefe, katmer, fistikli
kadayif, sufle, helva, g6zleme
cesitleri, kalem boregi, paganga
boredi ve ¢ikolata cesitlerinden
olugmaktadir. Uretim tesisimiz
Basaksehir ikitelli bdlgesinde isteks
Sanayi Sitesi'nde yer almaktadir. 12
kisilik bir ekibe sahibiz.

/& Ihracatanasil adim
? attimiz? lik ihracat
N

yaptiginiz lilke hangisiydi
ve hangi iiriinii ihrag ettiniz?

Uretici firma olmamiz ve ig
piyasada aktif ticaret ile ugrasmamiz
sebebiyle, calistigimiz firmalarin
referansi Gzerine ilk ihracatimiz
gergeklestirdik. Ik ihracat yaptigimiz
Ulke Belgika'dir. Klinefe, katmer, su
boéredi ve baklava ilk inracatimizda
gonderdigimiz trlnlerdir.

/%= Yeniihracat pazarlariigin
? ) hangi calismalan
=" yapiyorsunuz?

Yurt disi musteri ziyaretleri
gergeklestiriyoruz. Gida fuarlarina
katiyoruz ve fuar ziyaretleri
gergeklestiriyoruz.

%= Uriingelistirme

? konusundaki
~" calismalarimzdan s6z
eder misiniz?

Ekip arkadaslarimizla yeni drin
galismalari yapiyoruz. Denedigimiz
Urtnleri mevcut misterilerimize
sunuyoruz. Onlardan gelen geri
donuslere gore urlinlerde degisiklik
yaparak Urlnlerimizi piyasaya
surdyoruz.

HAZIRAN AYI
YONETIM
KURULU
YAPILDI

Haziran ay1 yonetim kurulu
toplantisi, iHBIR Yonetim Kurulu
Baskani Kazim Tayci, Yonetim ve
Denetim Kurulu liyelerinin katilimi
ile yapildi. Birlik faaliyetleri,
sektorel gelismeler, yiiriitiilen Ur-
Ge projesi ve oniimiizdeki doneme
yonelik planlanan etkinlikler
tizerine istisarelerde bulunuldu.
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Sekerleme ihracatinda
hedef 6 mllyar dolar

Duinyada kisi bas1 gida
tuketiminin en yuksek
oldugu ulke olan ABD,
Tuark gida sektorinin

en buyuk hedefleri
arasina girdi. Miami'de
duzenlenecek fuardan
baslayarak sefleri,
Youtuber’lar1 ve yeni
pazarlama taktiklerini
kullanarak Turk
lezzetlerini bolgede aktif
olarak tanitacaklarini
soyleyen Istanbul
Hububat Bakliyat Yagh
Tohumlar ve Mamulleri
Ihracatcilan Birligi
(IHBIR) Baskani Kazim
Tayci, ayni zamanda
buyuk marketlere girmek
icin de 6nemli calismalar
yaptiklarini belirtti.
Tuarkiye’nin ABD’ye

gida ihracatinda 6ntinde
cok buytuk firsatlarin
oldugunu kaydeden
Tayci, “ABD’nin sadece
sekerleme ve cikolata
ithalat1 40 milyar dolar.
Bizim ise dunya geneline
toplam ihracatimiz

3 milyar dolar.

ABD’yi odagimiza olarak
ilk etapta bu ihracatimizi
1ki katina,

ardindan da 10 milyar
dolarlara ulastirmay1
hedefliyoruz.” dedi.

istanbul Hububat Bakliyat Yagli
Tohumlar ve Mamulleri ihracatgilari
Birligi (IHBIR) Baskani Kazim Tayc,
ABD’nin en 6nemli gida fuarlari
arasinda yer alan ve 29 Haziran-
1 Temmuz tarihleri arasinda New
York'ta duzenlenen Summer'25
Fancy Food Show Gida Fuarrna
Tirkiye'nin bu yil, 17 istanbul
Ihracat(;llar Birligi Ur-Ge kapsaminda
olmak Uizere yaklasik 100 firma
ile katihm sagladigini belirtti.
ABD’de kisi bas! gida tiketiminin
dinya ortalamasinin dort katini
astigini ve bu anlamda sektor igin
G¢ok onemli bir pazar oldugunu
kaydeden Taycl, kendilerinin de
ozellikle fuarlar araciligi ile bu
bdlgeye ihracati artirmak igin 6nemli
calismalar yaptiklarini belirtti. iIHBIR
Yonetim Kurulu Bagkan Yardimcilar
Semsettin Memis ile Kirsad
Gllbahar da Uye firma stantlarina
ziyarette bulundu.

TURK LEZZETLERiNi UNLU SEFLER
VE YOUTUBERLAR ABD'YE
DUYURACAK

IHBIR olarak ABD'de
organizasyonunu ustlendikleri iki
ayri fuar olduguna isaret eden
Taycl, “Bunlardan bir tanesi Miami,

digeri Sikago Fuari. Bu yil Turquality
kapsamindaki galismalarimizin
baslangicini da eylll ayinda
yapilacak olan Miami Fuari olarak
belirledik. Fuar déneminde Miami'nin
onemli hareket gecis noktalari olan
havalimanindan tutun da sehrin en
islek noktalarina kadar birgok yeri
Turkish Delight ve Turkish Food
gibi gorsellerle donatacagiz. Ayni
anda Amerika’dan ve TUrkiye'den
onemli sefler getirip Tlrk mutfaginin
yemeklerini ve lezzetlerini fuar
yerinde yapacagdimiz sovlarla
tanitacagiz. Bu sovun sesini ve
yankisini daha buyltebilmek i¢in
de su anda hem Latin Amerika
pazarinda hem de Amerikan
pazarinda gida ile ilgili YouTuber’larla
gorlisme halindeyiz. Helvamiz,
baklavamiz ve lokumumuz yaninda
bize has olan bulgur triinimiz
icin de 6nemli tanitim galismalari
yapacadiz. Ayni galismalari Sikago
fuarinda da tekrar edecegiz.” dedi.

Tark gida firmalar olarak
Amerika'da Turk ve Ortadogulu
nifusun yodun oldugu lokal
pazarlarda etkin olduklarini ancak
blyUk Amerikan marketlerine
girmekte zorlandiklarini kaydeden
Taycl, sunlari sdyledi:

“$imdi bu konuda da 6nemli
danismanlardan hizmet almaya

basladik. Firmalarimiz ABD'deki
blyUk marketlere girmek istiyorsa,
arnlerini biraz daha Amerikan
damak tadina uygun hale getirmeleri
gerekiyor. Urlin igeriginden ambalaj
tasarimina ve renklere kadar

kendi tarzlarini gérmek istiyor.
Urlnlerin tatlarinda daha keskin
aromalari tercih ediyorlar. Mesela
biz biraz daha yagl, biraz daha

soft lezzetleri severken, onlar

daha keskin tatlari, daha yodun
aromalari tercih ediyorlar. Birgok
firmamiz ile bu ¢alismalarin igerisine
girdik ve 6nimuzdeki ddnemde
onemli basarilar elde edecegimizi
disundyoruz.”

‘PAZARLAMADA ITALYANLARI
ORNEK ALMALIVIZ'

Tark gida sektorindn igerik ve
lezzet olarak ¢ok iyi oldugunu
ancak pazarlama asamasinda biraz
geride kaldigini séyleyen Tayci, bu
konuda Italyanlarin yaptiklarindan
ornek alinmasi gerektigini belirtti.
New York'taki fuarda Italyanlarin
zeytinyadlarini mucevher kutularina
benzer kutularda ve 6zel siselerde
sattiklarini sGyleyen Taycl,
“Normalde bizim zeytinyagimiz daha
iyi olmasina karsin onlar Italyan
zeytinyadi igin gok guglU bir imaj
olusturmuslar ve muhtesem bir
pazarlama yapiyorlar.

Bunun benzerini sekerleme
sektdrinde de yapiyorlar.

Bizim buradaki en buyik eksigimiz
pazarlama. Italyanlarin bu pazarlama
sekillerini bizim de Turkiye'de
zihinsel olarak i¢sellestirmemiz lazim.
Pazarlama konusunda Amerika'yi
yeniden kesfetmeyecegiz. Kendimize
Ozgln tasarimlar ve urlnler
olusturuncaya kadar, kendilerini iyi

tanitan, iyi anlatan, iyi pazarlayan
birtakim Ulkelerden daha fazla

ilham alacagiz ve onlarin yolunu
izleyecegiz. Turkiye'nin dokmeci
mantigindan ¢ikip biraz pazarlama,
kalite ve satis Ar-Ge'sine ciddi yatirim
yapmasi lazim ki basarili olsun.”
ifadelerini kullandi.

Turkiye'de hububat ve bakliyat
olarak mayis ayinda ihracati yaklasik
ylzde 6 artirdiklarini kaydeden Taycl,
yil sonunda ise bir dnceki yila gore
ylzde 5’lik baylUme ile 12.6 milyar
dolara ulagsmay! hedeflediklerini
belirtti. istanbul ihracatgilar Birligi
olarak da Amerika'y! birinci siraya
aldiklarinl hemen arkasina Uzakdogu
pazarlarini koyduklarini belirten
Tayci, “Tum Uyelerimize de sunu
diyoruz, oturdugun yerde mal satma
sansin yok. Olabildigince mobilize
olacagiz, olabildigince sahada
olacagiz ve sahada kararlar alip
elimizden geleni yapacagdiz.” dedi.

ABD PAZARINDA BUYUK
FIRSATLAR VAR

Turkiye’nin ABD’ye gida
ihracatinda 6ninde gok blyuk
firsatlarin oldugunu kaydeden Taycl,
soyle devam etti:

“Dunyada gumrikler arasi alinan
verilere bakildiinda, sadece
sekerleme ve ¢ikolata pazarinin
ihracatinin 360 milyar dolar gibi bir
rakam oldugunu goériyoruz. Bunun
icerisinde yaklasik 40 milyar dolarlik
bir rakami da Amerika olusturuyor.
Bizim ise gikolata, sekerleme ve unlu
sekerli mamullerimizin toplam ihracati
3 milyar dolar. Burada gergekten
dogru pazarlari belirleyip, Urlnleri,
tasarim ve igerikleri ona gore
planlayip dogru adimlar attigimiz
zaman bu rakamlari ilk 10 yilda 6

A

milyar dolarlara ardindan da 10 milyar
dolarlara tasima potansiyelimiz var.”
Turkiye'nin genel diinya pazarindan
ylzde 7Tlik bir pay aldigini kaydeden
Taycl, “Bu durum ayni sekilde
bizim hububat, bakliyat ve yagli
tohumlar grubunda da gegerli. Ama
burada soOyle bir gergcegimiz var. Bu
segmentin icerisinde sekerli, kakaolu
ve unlu mamuller grubu her yil diizenli
ylzde 4-6 arasinda buyuyor. Bu
sekilde buyuyen baska bir sektor yok.
Sadece bu trende adapte olsak bile
her yil ylizde 4 ila 6 blyUyebiliriz.
Uzerine birtakim aktiviteler yapip
da rlizgari daha da arkamiza alacak
olursak bu yizdeleri daha da fazla
arttirabiliriz.” diye konustu.

ORTADOGU'DA IRAK iLK SIRADA,

SUUDI ARABISTAN'DAKI
KAYIPLAR KAPANDI

Ortadogu pazarindaki son durumu
da degerlendiren Taycl, su ifadeleri
kullandi.

“Irak bizim en fazla gida Urunu
sattigimiz llkelerden bir tanesi. Ama
dénem ddénem birtakim sosyal ve
siyasi problemler olabiliyor. Bazen
paranin gelisiyle gidisiyle, bazen
gumriklerde uygulanmakta olan
mevzuatla ilgili sikinti yasasak da
halen birinci pazarimiz konumunda.
Suriye tarafinda 6zellikle temel
gida Urdnlerinde hala ana tedarikgi
konumundayiz. Suudi Arabistan
pazari da yasamis oldugumuz
problemlerin ¢ozllmesinin ardindan
daha yeni yeni kendine geldi ve
oturdu. Orada totalde baktigimiz
zaman 3 milyar dolarlik bir ticaretimiz
vardi. Bu yil itibariyle tekrar o
rakamlari yakalayacagimizi tahmin
ediyoruz. Onumuzdeki yildan itibaren
de tekrar artisa gegeriz.”
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HAZIRAN

TURKIYE GENELI HUBUBAT SEKTORU

TURKIYE GENELI HUBUBAT SEKTORU

ANA SINIFLANDIRMA LT SINIFLANDIRMA 2026 ($/K6)  2025($/K6) _Degisim
KAKAOLU MAMULLER 4106855362 | 6,346645616 | 5454%
BAHARATLAR 3241987232 | 3,254121904 0.37%
DIGER GIDA MUSTAHZARLARI 1926084913 | 1971523924 2,36%

Hububat Bakliyat SEKER VE SEKER MAMULLERi 1544492318 | 1599285705 355% b e

Yagli Tohumlar ve YAGLI TOHUMLAR VE MEYVELER 1331843893 | 1460083772 963% [l
BITKISEL YAGLAR 1102608603 | 1352665871 | 22,68% HeiSe
PASTACILIK URUNLERI 1255742582 128981669 2T1% (.
BAKLIYAT 089817815 | 0775049688 | -137M% |
HUBUBAT 0396143269 | 0,435640583 997%
DEGIRMENCILIK URUNLERI 0,41133416 | 0,426813806 376% |
GENEL TOPLAM 089238744 | 1109820321 | 24,37% [

IHBIR - 2025 HAZIRAN AYINDA KATMA DEGERI EN YUKSEK 10 URUN ($/TON)

HAZIRAN

JOAL L INEL ANASINIFLANDIRMA  ALT SINIFLANDIRMA 2026 ($/K6)  2025($/KG)  Degisim

. 2024 HAZIRAN [HRACATI | 2025 HAZ.| RAN [HRACATI KAKADLU HAMULLER el W esaced o

809 MILYON 193 DOLAR | 870 MILYON 886 DOLAR DIGER GIDA MUSTAHZARLARI 350936232 | 3862851508 7',32:/:
[bABADE  GUTIHNIRVENENER | oo | oes | 307

717.62 ARTIS VAR. SEKERVE SEKERMAMULLER| | 2030644127 | 2446353163 | 2047%

BAKLIVAT O8TIBEI25 | 1995915502 | 12741%

- . . - - . . - BITKISEL YAGLAR 1102244785 | 173537321 | 5744%
TURKIYE GENELI HUBUBAT SEKTORU | TURKIYE GENELI HUBUBAT SEKTORU T TS, | DATSEES | S62
2024 OCAK- HAZIRAN [HRACATI | 2025 OCAK- HAZIRAN [HRACATI GENEL TOPLAN 178054 | 220800937 | 28.81%

G MILYAR
827 MILYON DOLAR

6 MILYAR 93 MILYON DOLAR
74.56 ARTIS VAR.

IHBIR 2024 HAZIRAN IHRACAT
258,909 MILYON DOLAR

IHBIR 2025 HAZIRAN IHRACATI
269,421 MILYON DOLAR
%12.77 ARTIS VAR.

IHBIR 2024 OCAK-HAZIRAN HRACATI

3 MILYAR
959 MILYON DOLAR

IHBIR 2025 OCAK-HAZIRAN IHRACATI
4 MILYAR

175 MILYON DOLAR
75.46 ARTIS VAR.




iISTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi MAYIS/HAZIRAN 2025 iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi MAYIS/HAZIRAN 2025
36 37

TURKIYE GENELI-HUBUBAT SEKTORUNUN 2025
HAZIRAN AYINDA EN COK IHRACAT YAPTIGI 10 URUN GRUBU (Bi!« S) |

HAZIRAN Wﬂ; o
ANA SINIFLANDIRMA ALT SINIFLANDIRMA 2024 2025  Degisim Pay T
PASTACILIK URUNLERI 172.004 | 196508 1425% | 2256% 0 * - y
BITKISEL YAGLAR 118.602 | 144.068 2147% | 16,54% '
DIGER GIDA MUSTAHZARLARI 123825 | 138.423 179% | 15,89%
HububatBakiat DEGIRMENCILIK URUNLERI 105.883 ngm | 1M55% | 1356%
Yagli Tohumlar ve KAKAOLU MAMULLER 56.643 | 109.600 | 9349% | 1258%
Mamulleri SEKER VE SEKER MAMULLERi 74.460 82.750 n13% | 950%
YAGLI TOHUMLAR VE MEYVELER 19.655 27769 4,28% | 319% : T g,
HUBUBAT 80.501 27070 | -66,37% | 3N% - . = P X S SR
BAKLIYAT 53.157 20.929 -60,63% 2.40% o0 ° ° o0 o0 o0
TURKIYE GENELI-HUBUBAT SEKTORUNUN 2025
GENEL TOPLAM 809.193 | 870.886 7,62% | 100,00% -
o : : L e HAZIRAN AYINDA EN COK IHRACAT YAPTIGI 10 URUN (BIN $)
[HBIR - 2025 HAZIRAN AYINDA EN COK IHRACAT YAPTIGI 10 URUN GRUBU
. = = . HAZIRAN
HAZIRAN : E URUNLER 2024 2025 Degisim Pay
ANA SINIFLANDIRMA ALT SINIFLANDIRMA 2024 2025  Degisim Pay AYGICEG| TOHUMU YAGI 61.063 80.943 | 3256% | 2112%
DIGER GIDA MUSTAHZARLARI 59.339 68.902 1612% | 2745% EKMEKLIK VE KAPLICA (KIZIL) BUGDAY UNU 71.683 62125 | -1333% | 16,21%
KAKAOLU MAMULLER 28.370 56.167 9798% | 22,37% SAKIZLI SEKERLER 35.564 43.907 21,49% 1,28%
SEKER VE SEKER MAMULLERI 46.432 52936 | 1652% | 2109% MAKARNA-PISiRILMEMIS.SADE OLANLAR.DOLDURULMAMIS 32702 | 35093 131% 9,16
Hububat Bakliyat PASTACILIK URUNLERI 36.708 44702 2118% | 1181% SOYA YAGI. FRAKSIYONLARI -HAM. DIGER 34.240 34,064 -051% | 889%
Yagli Tohumlar ve DEGIRMENCILIK URUNLERI 13.297 15.649 1769% | 6.23% DOLDURULMUS 7.675 30.183 | 29325% | 7.88%
Mamulleri BITKISEL YAGLAR 13.612 1166 | -47,36% | 2,85% KATI SUT YAGI, SAKKAROZ, iZ0GLIKOZ, NiSASTA VEYA GLIKOZ ICERMEYEN VEYA AGIRLIK ITIBARIYLE % 15 TEN AZ
HUBUBAT 3.890 3.796 -241% 151% KATI SUT YAGI, % 5TEN AZ SAKKAROZ VEYA iZ0GLIKOZ, % STEN AZ GLIKOZ VEYA NiSASTA iGERENLER 24.922 27.378 9,86% 715%
YAGLI TOHUMLAR VE MEYVELER | 1.585 1me | -2946% | 0,45% AGIRLIKCA %5 VEYA DAHA FAZLA SUKROZ, iNVERT SEKER VEYA iZOGLIKOZ iCERENLER - DISERLERi | 24.709 25.241 205% | 659%
BAHARATLAR H2 b3k 534% | 017% SOYA FASULYESI YAGI URETIMINDEN ARTA KALAN KUSPE VE DIGER KATI ARTIKLAR 6.071 23.829 | 20248% | 622%
BAKLIYAT 646 167 | -7410% |  007% EKMEKGi MAYASI-KURU. CANLI 17.076 am | 2363% | 551%
GENEL TOPLAM 258.909 | 269.621 | 12,77% | 100,00% iLK 10 URUN TOPLAM 315707 | 38373 | 2137% | 4400%
DiGER URGNLER 493.485 | 4813 -,17% | 56,00%
GENEL TOPLAM 809.193 | 870.886 7.62% | 100,00%
HAZIRAN AYINDA EN COK IHRACAT YAPTIGI 10 URUN (BIN $)
o NiSAN
URUNLER 2024 2025 Dedgjisim Pay
SAKIZLI SEKERLER 3340 | 38469 | 2275% | 1532%
KATI SUT YAGI, SAKKAROZ, iZOGLIKOZ, NiSASTA VEYA GLIKOZ iCERMEYEN VEYA AGIRLIK iTiBARIYLES: 1,5 ‘TEN
AZ KATI SUT YAGI, % 5'TEN AZ SAKKAROZ VEYA iZOGLIKOZ, % 5'TEN AZ GLIKOZ VEYA NiSASTA iCERENLER 18.974 | 20.249 672% | 807%
EKMEKGI MAYASI-KURU. CANLI 15.875 20.184 2715% | 804%
DOLDURULMUS 3099 | 14026 |35264% | 559%
EKMEKLIK VE KAPLICA (KIZIL) BUSDAY UNU 9.936 1.647 17.22% | 464%
KAKAO TOZU- (iLAVE SEKER VEYA DiGER TATLANDIRICI MADDELER iGERMEYENLER) 4783 9.660 | 101,95% | 3.85%
AGIRLIKGA %5 VEYA DAHA FAZLA SUKROZ, INVERT SEKER VEYA iZOGLIKOZ IGERENLER - DIGERLERi | 7.031 7003 | -040% | 279%
CiKOLATALAR (DOLDURULMUS OLSUN OLMASIN).DIiGER 1.847 6.507 | 252,28% | 259%
TARIFENIN BASKA YERINDE OLM.DiG.GIDA MUST.(LEZZ0) 5.844 5.527 542% | 220%
GOFRETLER DiGERLERI 3.066 5192 | 69,37% | 207%
ILK 10 URUN TOPLAM 101795 | 138.463 3602% | 5516%
DiBER URGNLER 101,495 | M2573 | 1092% | 44,84%
GENEL TOPLAM 238.909 | 269.421 | 1277% |100,00%
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TURKIYE GENELI-HUBUBAT SEKTORUNUN 2025
HAZIRAN AYINDA EN COK [HRACAT YAPTIGI 10 ULKE (BIN _.

. HAZIRAN

ULKELER 2024 2025 Degjisim Pay
IRAK 133.529 132.975 041% | 1527%
BiRLESIK DEVLETLER 44,033 66.597 5124% | 7,65%
SURIYE 26.905 43.34] 6109% | 498%
CIBUTI 17.869 36761 | 10572% | 4,22%
iRAN (iSLAM CUM.) 10.838 32.888 | 20346% | 378%
BiRLESIK KRALLIK 18.018 29.885 6587% | 3.43%
CEZAYIR 85.805 21975 | -6740% 3.20%
RUSYA FEDERASYONU 19.013 25.841 3591% | 297%
SUUDI ARABISTAN 18.849 23.371 2399% | 2.68%
ALMANYA 17.307 20.153 16,45% 2,31%
iLK 10 ULKE TOPLAM 392.166 439788 1214% | 50,50%
DIGER ULKELER 417,027 431,098 3,37% | 49,50%
GENEL TOPLAM 809.193 | 870.886 7,62% (100,00%

HAZIRAN

IHBIR - 2025 HAZIRAN AYINDA EN GOK IHRACAT YAPTIGI 10 ULKE (BiN §)

ULKELER 2024 2025  Degisim Pay
BIRLESIK DEVLETLER 18.441 30532 | 6557% | 1216%
IRAK 16.197 18568 | 14,64% | 740%
BIRLESIK KRALLIK 10.582 17440 | 6482% | 695%
CEZAYIR 8.785 8.716 -079% | 341%
RUSYA FEDERASYONU 5.175 8537 | 6498% | 340%
ALMANYA 6.766 8.499 | 2562% | 3,39%
iRAN (ISLAM CUM.) 2.41 7506 | M34% | 299%
HOLLANDA 5.561 7267 | 3067% | 289%
BIRLESIK ARAP EMIRLIKLERI 5.966 6.034 3% | 240%
KKTC 3.947 5224 | 32,36% | 208%
iLK 10 ULKE TOPLAM 83.829 118.323 §15% | 4113%
DiGER ULKELER 119.461 132.74 N09% | 52,87%
GENEL TOPLAM 238.909 | 269.421 | 12,77% [100,00%

A

TURKIYE GENELI-HUBUBAT SEKTORUNUN

SON 12 AYDA EN GOK IHRACAT YAPTIGI 10 ULKE (BiN )

01 TEMMUZ - 30 HAZIRAN (12 AYLIK)

ULKELER 2023-202%  2024-2025 Degigim Pay
IRAK 2.201.075 1.990.946 -955% | 16,37%
BiRLESIK DEVLETLER 645.326 751.033 16,38% 6,18%
SURIYE 445145 573.125 28,75% 471%
CEZAYiR 509.464 446.192 -1242% | 3.67%
ALMANYA 319.354 392.105 278% | 322%
SUUDI ARABISTAN 259.705 359.568 3845% | 296%
CIBUTI 363.541 316.124 1304% | 2,60%
BiRLESIK KRALLIK 242,094 309.535 2786% | 255%
LIBYA 330.595 293.672 N17% 2,41%
iRAN (iSLAM cUM.) 473.655 277.517 W% | 2,28%
iLK 10 ULKE TOPLAM 5.789.954 5.709.817 -138% | 46,95%
DiGER ULKELER 6.877.323 6.451.258 -6,20% | 53,05%
GENEL TOPLAM 12.667.276 12.161.075 -4,00% |100,00%

01 MAYIS - 30 NiSAN (12 AYLIK)

ULKELER 2023-202%  2024-2025 Degigim Pay
BIRLESIK DEVLETLER 283.831 333.808 1761% | 9,62%
IRAK 242592 232.705 -4,08% | 670%
ALMANYA 146.244 189.720 2973% | 541%
BiRLESIK KRALLIK 147.237 186.000 26,33% | 5,36%
CEZAYiR 100.192 134.553 3430% | 3.88%
SUUDI ARABISTAN 86.693 101.896 1754% | 294%
HOLLANDA 75.247 90.342 2006% | 2.60%
iRAN (iSLAM CUM.) 13.527 89.005 -2160% | 2,56%
RUSYA FEDERASYONU 101.832 86.375 -1518% | 249%
GEKYA 79.039 71573 -185% | 2.23%
iLK 10 ULKE TOPLAM 1.376.435 1521977 1057% | 43.85%
DiGER ULKELER 1.973.126 1.949.016 -122% | 56,15%
GENEL TOPLAM 3.349.562 3.470.992 3,63% |100,00%
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Kiiresel
Helal Gida

Prof. Dr.
Nevzat
KONAR

Kilresel helal gida pazari, 2024
yili itibariyla 2,71 trilyon ABD dolari
dederine ulasarak diinya gida
endustrisinde gucla ve dinamik bir
segment haline gelmistir. MUsliman
nudfusun artisl, helal beslenme
konusundaki kiiresel farkindahgin
yukselmesi ve saglik-guvenlik
odakl tlketici davranislar, pazarin
blylmesini destekleyen temel
etkenlerdir. Ozellikle Asya Pasifik
bolgesi, %48,5'in Uzerindeki pazar
payl ile bu alanda lider konumda
olup; hem tiiketici niifusunun
buyUkligu hem de gugli Gretim
kapasitesi ile dikkat gekmektedir.
Helal gida kavrami, yalnizca dini
gereklilikleri karsilayan bir tiketim
tercihi olmaktan gikmis, etik, saglk
ve surdurllebilirlik gibi degerlerle
de iligkilendirilen kiresel bir kalite
gostergesi haline gelmistir. Teknolojik
gelismeler, e-ticaretin yayginlasmasi
ve helal sertifikasyon sureglerindeki
standartlagma; drdnlerin
izlenebilirligini ve glvenilirligini
artirarak tuketici glvenini
pekistirmektedir. Bu baglamda helal
gida pazari; et, deniz Urlnleri, stt
drdnleri, tahillar, yaglar ve sekerleme
gibi temel kategorilerin yani sira
islenmis gidalar, kozmetik ve ilag gibi
alanlara da genisleyerek farklilasmis
bir Urlin yelpazesi sunmaktadir.

Yukarida da vurgulandigi gibi,
kiresel helal gida pazari, 2024
yilinda 2,71 trilyon ABD dolari
degerine ulasmis olup, 2025~
2033 yillari arasinda yillik bilesik
blylme oraninin (CAGR) %8,92
olacagi ve 2033 yilina kadar 5,91
trilyon ABD dolari seviyesine
ulasacagi 6ngorulmektedir. 2024 yili
itibariyla %48,5'in lizerinde pazar
payi ile Asya Pasifik bolgesi lider
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Yil-yil helal Girtinlere yonelik harcamalarin
degisimleri (Statista, 2025)
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konumdadir (IMARC, 2025). Pazarin
blylmesinde; artan biling dizeyi,
hizli gok kaltdrlulik ve kiresellesme,
siki standartlastirma, e-ticaret
platformlarinin yayginlagmasi ile
saglik ve guvenlik konularina yonelik
artan hassasiyetler etkili olmaktadir.
Artan Musliman nifus ve helal
beslenme gerekliliklerine iliskin
farkindaldin yikselmesi, pazarda

mIvg mraras MILia IS

istikrarll bluylmeyi desteklemektedir.
Ayrica, tedarik zinciri ydnetiminden
sertifikasyon sureglerine kadar hizli
teknolojik gelismeler, ileri dlizey
izleme ve takip sistemleri ile Grin
butlnlugund glivence altina almakta
ve tlketici glvenini artirmaktadir.
Helal gida yalnizca geleneksel
kategorilerle sinirli kalmayip, islenmis
gidalardan kozmetik ve ilaglara
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kadar genis bir Urlin yelpazesini
kapsamaktadir. Belirtmek gerekir ki
helal gida pazari sadece Musliman
nifusun yogun oldugu ulkelerle
sinirli degildir. Bati Ulkelerinde de
cok kdltdrla yapi nedeniyle helal
Urlinlere olan talep artmakta, bu

da helal gidanin kuresel gekiciligini
yansitmaktadir. Ancak bu pazar; ¢ok
uluslu gida devleri ile uzmanlasmis
helal gida Ureticilerinden olusan gugli
bir rekabet ortamina sahiptir. Bu
rekabet, yenilikleri ve farkl tiiketici
tercihlerine hitap eden yeni Urunlerin
gelistiriimesini tesvik etmektedir.
Ayrica helal standartlara siki uyum
ve karmaslk sertifikasyon siiregleri
zorluk olustursa da, bu durum helal
sertifikasyon hizmetleri ve lojistik
alaninda uzmanlasmis firmalar igin
firsatlar yaratmaktadir. Artan tiiketici
bilinci ve giderek standartlasan
dizenlemeler sayesinde, kiresel
helal gida pazarinin gelecedi umut
verici gérinmektedir. Onimuzdeki
ddénemde, pazarin daha da
genislemesi ve isletmeler igin dnemli

firsatlar sunmasi beklenmektedir.
Kiresel Musliman nifusundaki
hizli artig, helal gida pazarinin en
onemli itici glglerinden biridir. 2050
yilina kadar Musliiman ndfusunun
yaklasik %50 artisgla 2,76 milyara
ulasacagi 6ngorilmektedir. Bu
demografik degisim, yalnizca
Mdusliman ¢ogunluklu Ulkelerde degil,
Musliman azinliklarin bulundugu
Ulkelerde de helal Urlinlere olan
talebi dogrudan artirmaktadir. Yine,
helal beslenme gerekliliklerine iliskin
farkindalik, Misliiman olmayan
nifuslar arasinda da artmaktadir.
TUketiciler; tukettikleri Grlnlerin
icerigini, Uretim slreclerindeki
seffafligi ve etik kaynak kullanimini
daha fazla 6nemsemektedir. Bu
durum, kalite ve etik standartlariyla
iliskilendirilen helal sertifikali Grtinlere
olan talebi artirmaktadir. Bir diger
dikkate alinmasi gereken unsur,
cok-kdltarlllik ve kiresellesmedir.
Kiresellesme ve ¢ok kdlturlulik,
dinya genelinde helal gida
drdnlerinin erisilebilirligini artirmistir.
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Birgok Musliman olmayan Uulke,
kultdrel gesitliligi benimsemekte

ve gida pazarlarini farkli beslenme
tercihlerine uygun hale getirmektedir.
Bu egilim; zincir marketlerin,
restoranlarin ve gida Ureticilerinin
drtin portfoylerini genisleterek daha
fazla helal segenegdi sunmasina
neden olmaktadir. Ayni zamanda
tUketiciler giderek daha fazla saglik
odakli Urunler talep etmekte ve
glvenilir gida arayisina girmektedir.
Helal gida, Uretim slrecindeki siki
hijyen ve kalite kontrol 6nlemleri
nedeniyle genellikle daha saglikli ve
glvenli olarak algilanmaktadir. Bu
algi, Musliman olmayan saglk odakli
tlketicilerin de helal Urlnleri tercih
etmesine yol agmaktadir.

Et, kimes hayvanlari ve deniz
drlnleri en blyUk pazar payini
olusturmaktadir. Helal gida pazarinda
et ve deniz Urlnleri kritik bir 5neme
sahiptir. Ozellikle helal et (sigir,
kuzu, tavuk ve deniz Urlnleri), Islami
beslenme kurallari agisindan temel
bir kategori olarak éne ¢ikmaktadir.
Bu segment, hem taze hem de
islenmis et Urlnlerini kapsamakta
olup, helal standartlara uygunlugu
saglamak amaciyla siki sertifikasyon
sureglerine tabidir. Meyve ve sebze
pazari, helal prensiplerine dogal
olarak uygun olmasi ve saglikli
beslenmeye yonelik artan talep
nedeniyle bliylimektedir. Bu drtnlerin
helal sertifikasyonu gerekmemekle
birlikte, katkisiz ve temiz Uretim
suregleriyle saglanan guven, tuketici
tercihlerini olumlu etkilemektedir.

Sut drunleri (sut, peynir, yogurt,
tereyadi vb.) helal gida pazarinda
temel bir yere sahiptir. Helal sertifikali
sut drunlerine olan talep, hijyen
ve kaynak kullanimi konusundaki
kati standartlar nedeniyle hizla
artmaktadir. Tahillar ve hububatlar
(piring, bugday, yulaf ve gesitli un
drdnleri) pek ¢ok kultirde temel
gida maddeleri olup, helal gida
pazarinin vazgegilmez bir bolimin
olusturur. Bu segment, hem temel
tahil Urlinlerini hem de helal sertifikall
kahvaltilik gevrekler ve makarna gibi
islenmis Urlnleri kapsamaktadir.

Helal sertifikal yaglar, kati
yadlar ve mumlar yemek hazirlama
ve isleme sureglerinde kritik rol
oynamaktadir. Bu segmentte
bitkisel yaglar, margarin ve gida
isleme amagcl gesitli kati yaglar
yer almaktadir. Helal sekerleme
segmenti; gikolatalar, sekerler,
biskuviler ve tatllar gibi ¢ok gesitli
atistirmaliklar kapsamaktadir.

Bu Urlnler, farkl kiltiirlerden
tketicilerin ilgisini cekmekte ve helal
atistirmaliklarin kiiresel popularitesini
yansitmaktadir.
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Islam isbirsigi Teskilati UIkeIere 2021 Yilinda Helal Gida
ihracati Gerceklestiren Baslica Ulkeler (milyar USD) (Statista, 2025).
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Sektorde en blylk pay
supermarketler ve hipermarketlere
aittir. Stipermarketler ve
hipermarketler, 6zellikle kentsel
ve banliy6 bdlgelerinde helal gida
drdnleri igin giderek daha 6nemli
dagitim kanallari haline gelmistir.

Bu genis dlgekli magazalar; taze
drdnlerden etlere, paketli gidalardan
atistirmaliklara kadar ¢ok cesitli helal
drtinler sunmaktadir. Tlketicilere

tek noktadan aligveris imkani
saglayarak kolaylik ve genis Urin
yelpazesi sunmalari, bu kanal cazip
kilmaktadir. Ayrica birgok buylk
supermarket zinciri, kendi helal
sertifikali 6zel markall Urlnlerini
piyasaya sunmaktadir. Bu magazalar,
helal sertifikasyonu ve etiketlemesi
konusunda yatirim yaparak, helal
drdnlere modern perakende
ortaminda kolay erisim arayan
tlketicilerin glivenini kazanmaktadir.

Geleneksel perakendeciler,
Ozellikle yerel pazarlara ve
klguk isletmelere glglu kulturel
Onem atfedilen bdlgelerde helal
gida dagitiminda énemli bir rol
oynamaktadir. Bu perakendeciler;

! “z ‘“ﬂr- -

yerel kasaplar, mahalle bakkallari
ve helal Urlinlere 6zel ihtisaslagmis
dikkanlari kapsamaktadir.
Toplumlarini yakindan tanimalari
sayesinde taze et, meyve ve sebze
dahil olmak Uzere genis bir helal
Urun yelpazesi sunarlar. Tuketiciye
Ozel hizmet anlayisi, belirli et
parcalari veya istege gore paketleme
gibi kisisellestirilmis hizmetler
sunma imkani saglamaktadir.
BlyUk stUpermarketlerin daha az
bulundugu bdlgelerde geleneksel
perakendeciler, yerel topluluklarin
helal gidaya erisimini temin etmede
kritik 6neme sahiptir.

Cevrim igi dagitim kanali,
e-ticaretin sagladig kolaylk
ve kiresel tuketici kitlesine
ulagsma imkani sayesinde helal
gida pazarinda buyik bir ivme
kazanmistir. Online perakendeciler,
yerel magazalarda bulunmasi zor
olan 6zel Urlnler dahil genis bir
helal Urlin yelpazesi sunmaktadir.
TUketiciler, Urtnleri evlerinden
¢lkmadan inceleyip satin alabilir
ve kapilarina teslim edilmesini
saglayabilir. Cevrim igi platformlar,
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ayrintili Urdin agiklamalari, igerik
listeleri ve sertifikasyon bilgileri
sunarak 6zellikle helallik konusunda
hassas olan tlketiciler i¢in cazip bir
segenek olusturmaktadir. Ayrica fiyat
karsilastirma ve kullanici yorumlari
okuma imkani, aligveris deneyimini
daha da gelistirmektedir.

En blyuk helal gida pazar payi
Asya Pasifik bdlgesine aittir. Asya
Pasifik bolgesi, kiiresel helal gida
pazarinda bir gli¢ merkezidir.
Dlnyanin en buyik Musliman
nifusuna ev sahipligi yapan bu
bolge, helal Urlnler igin ylksek
talep olusturmaktadir. Endonezya,
Malezya, Pakistan ve Banglades gibi
Ulkeler, kokll helal gida endustrilerine
ve dlzenleyici kurumlara sahiptir.
Bolgenin zengin mutfak cesitliligi
ve kulturel aligkanliklar, sokak
atistirmaliklarindan gurme lezzetlere
kadar ¢ok gesitli helal Grdnler igin
canli bir pazar olusturmaktadir.
Ayrica, Asya Pasifik yalnizca
blylk bir tiketici pazari degil, ayni
zamanda kuresel pazarlara helal
gida ihracati yapan 6nemli bir Gretim
merkezidir.
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Kuzey Amerika'da helal gida
talebi, agirlikli olarak ¢ok kdltdrli
yapidan kaynaklanmaktadir. ABD ve
Kanada'daki Msliman topluluklar bu
talebi artirmis; bunun sonucunda ana
akim sUpermarketler ve restoranlarda
helal drdnler yayginlagmistir. Ayrica
Musliman olmayan tuketiciler
arasinda da helal urunler, kalite
ve glvenilirlik algisi nedeniyle ilgi
gormektedir. Bu egilim, birgok
Kuzey Amerikali gida Ureticisinin

-] 2 4 B
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helal sertifikasyonu alarak blylyen
bu pazara hizmet vermesini tesvik
etmektedir. Avrupa helal gida pazari,
hem Musliman nifusun talebi
hem de etik ve ylksek kaliteli tGrlin
arayisinda olan Musliman olmayan
tiketiciler sayesinde onemli bir
blyime gdstermektedir. Fransa,
Birlesik Krallik ve Almanya gibi
Ulkeler 6nemli Misliman nufuslara
sahiptir ve bu durum helal Urin
talebini artirmaktadir. Avrupa Birligi,
helal sertifikasyon siireclerini
standartlastirma yoninde adimlar
atarak ticareti kolaylastirmakta ve
tiketici glvenini pekistirmektedir.
Latin Amerika'da helal gida pazari
hizla biyumekte olup Brezilya ve
Arjantin gibi Ulkeler helal et Uretimi ve
ihracatinda 6nemli oyuncular olarak
one ¢ikmaktadir. Bélgedeki helal gida
pazari; hem Musliman azinliklarin
ihtiyacina hem de Orta Dogu ve Asya
gibi uluslararasi pazarlara yonelik
Uretimle beslenmektedir. Ozellikle
Brezilya'nin helal et endustrisi,

islam I§b|rI|g| Teskilati Uye5| Ulkeler Arasinda En yiiksek
Helal Gida Ithalati Yapan Ulkeler (milyar USD) (Statista, 2025)
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kati helal standartlarina uyumu ile
taninmakta ve kiiresel pazarlara
onemli dlglde ihracat yapmaktadir.

Orta Dogu ve Afrika, Milsliiman
ndfusun agirlikli oldugu bolgeler
olmasi sebebiyle dogal olarak helal
gida pazarinin merkezinde yer
almaktadir. Geleneksel yemeklerden
modern islenmis Urtnlere kadar
genis bir Uruin yelpazesine sahip bu
bolgeler, ylksek kaliteli ve premium
Uriinlere odaklanan canli bir helal
gida endustrisine sahiptir. Ayrica
turizm sektorl, bu bolgelerde helal
segeneklere yonelik talebi artirmakta;
helal mutfak arayisinda olan
Mdsliman turistleri gekmektedir.

Sonug olarak helal gida pazari,
onlmuzdeki on yilda strdurUlebilir
blylmesini devam ettirmeye
hazirlanmaktadir. 2025-2033
déneminde yillik bilesik buyime
oraninin %8,92’ye ulagsmasi ve 2033
yllina kadar pazar buyukligunun
5,91 trilyon ABD dolari seviyesine
ylkselmesi beklenmektedir. Bu
blylme; artan Misliman nifus,
helal beslenme ilkelerine yénelik
farkindaligin artisi, gok kalturltluk
ve klresellesmenin yarattigi yeni
talep alanlariyla desteklenmektedir.
Pazarin gelisiminde; teknolojik
yenilikler, sertifikasyon sureglerindeki
uyumlastirma, gevrim igi satis
kanallarinin yayginlagsmasi ve saglik-
glvenlik odakl tuketici davranisglari
belirleyici olmaya devam edecektir.
Ozellikle Asya Pasifik bolgesinin
gugcli tuketim ve Uretim kapasitesi,
bu alandaki liderligini korumasini
saglayacaktir. Bununla birlikte; helal
standartlara tam uyum, karmasik
sertifikasyon sliregleri ve kiiresel
ticarette farkli dizenlemelerin varlhgi,
pazarda hem zorluklar hem de yeni
firsatlar yaratmaktadir. Genel olarak
bakildiginda, helal gida pazari; dini
hassasiyetlerin 6tesine gegen, etik ve
surdurulebilirlik ilkeleriyle butlinlesen,
kiresel gida sektdrinin en dinamik
ve hizli blyulyen alanlarindan biri
olarak sekillenmektedir.
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Ozellikle kakao fiyatlarindaki
artig, alternatif bir bilesen olarak
dreticileri kegiboynuzu tozuna
ydneltmeye baslamistir. Ulkemizde
de yetistirilen bu bitkiden elde
edilen toz, kegiboynuzu unu olarak
da adlandiriimaktadir. Kegiboynuzu
tozunun kimyasal bilesimi asagidaki
Cizelgede yer almaktadir. Ancak bu
bilesim genetik, ¢evresel ve iklimsel
faktorlere bagl olarak degiskenlik
gostermektedir (Brasecco et al.,
2021). Kegiboynuzu meyvesinden toz
veya un elde edebilmek igin kavurma,
o6gutme ve eleme islemlerinin
gergeklestiriimesi gerekmektedir.
Geleneksel kavurma (sicak hava
ile) cok eski zamanlardan beri
kullaniimaktadir. Bununla birlikte,
son yillarda yapilan bazi ¢aligsmalar,
mikrodalga ile kavurmanin daha az
zaman ve enerji tliketen bir yontem
oldugunu ve geleneksel isil islemle
elde edilen Urlnlere kiyasla daha
yuksek besin degerine sahip son
drunler elde edilmesine olanak
sagladigini ortaya koymustur.
Kavurma asamasi, Uriiniin depolama
suresince stabilitesinin korunmasi
ve kimyasal bilesiminin etkilenmesi
agisindan kritik 8neme sahiptir. Bu
noktada, sekerlerin karamelizasyonu
ve Maillard reaksiyonu; kakao
aromasini andiran furan, ester
ve pirol gibi ugucu bilesiklerin
olusumunu tesvik etmektedir. Ayrica,
fenolik bilesikler ya kegiboynuzu
matrisindeki yiksek molekdl agdirlikh
komplekslerin pargalanmasi ya da
fenoliklerin kismi bozunmasi yoluyla
aciga cikar ve bunun sonucunda
farkl tipte antioksidan 6zellikli
molekdller olusur. Bu fenolik bilesikler
ve Maillard reaksiyonu urtnleri,

Cizelge. Kegiboynuzu tozu
kimyasal bilesimi (Faik A.
Ayaz et al., 2009; Carbas et
al., 2019; Ozcan et al., 2009;
Petkova et al., 2017)

Bilesen Oran (%)
Nem 6,3-76
Protein 1,7-5,90
Kiil 23-3,2
Yag 0,2-4,4
Toplam diyet lifi 1,7-47
Nisasta 01

Toplam karbonhidrat 42 - 86

Fruktoz 2-74
Glukoz 3-73
Sakkaroz 15-34
D-Pinitol 5,5

kegiboynuzu Urlinlerinin antioksidan
kapasite gibi saglik agisindan yararli
Ozelliklerine katkida bulunur.
Kegiboynuzu tozlarinin
kimyasal 6zellikleri, bitki ¢cesidine,
cografi kdkenine ve kegiboynuzu
meyvesinin olgunluk derecesine
bagh olarak énemli dlgude farklihk
gostermektedir. Ayrica kavurma
derecesi ve gesit farkinin toplam
fenolik madde igerigi ve antioksidan
aktivite Gzerinde belirgin olumlu
etkisi oldugunu ortaya koymustur.
Ulkemizde gercgeklestirilen bir
arasrtirmada Antalya'da yerel
kegiboynuzu isleme tesislerinden
elde edilen meyveleri kavurup
O0guterek ve eleyerek kegiboynuzu
unu Uretmis ve kegiboynuzu meyvesi
ile ununun kimyasal bilesimini ve
mineral igerigini karsilastirmistir.
Protein, yag, ham lif, kil ve enerji
degerleri arasinda istatistiksel
acidan anlamli fark bulunmamistir.
Bununla birlikte, kegiboynuzu ununun
su ¢ozUunarlugu, meyveninkinden
daha dislk bulunmustur. Mineral
bilesimi agisindan kegiboynuzu
unu; potasyum, fosfor, kalsiyum ve
sodyum bakimindan daha yuksek
dizeylere sahiptir. Ayrica, gimus,
alliminyum, baryum, demir ve ginko
icerigi bakimindan da en yilksek
degerlere ulasiimistir.
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Keciboynuzu Tozu:_
Bilesimi ve KakaoLozu
Alternatifi Potansiyeli

J

Bir baska galismada ise Misir'in
Asvan bolgesinde elde edilen
kegiboynuzu tozunun kimyasal
bilesimini incelemis ve tozun E,

D, C vitaminleri ile Niasin, B6

ve folik asit bakimindan zengin
oldugunu belirtmistir. Portekiz'in
Faro bdlgesinde ticari olarak satilan
kegiboynuzu unlarinin ylksek

diyet lifi, toplam fenol, D-pinitol,
monosakkaritler ve antioksidan
aktivite igerdigi ise bir baska
galismada bildirilmistir. Tlrkiye'den
yapilan bir baska ¢alismada
kegiboynuzu ununun ylksek oranda
protein (%22,56) ve diyet lifi (%28,17)
icerdigi ve 6zellikle polifenolik
bilesikler ve mineraller (Mg, Fe,

Zn) agisindan iyi bir antioksidan
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kaynadi oldugu belirlenmistir. Bu
fitokimyasallarin sahip oldugu saglik
ve beslenme agisindan faydali
ozellikler, kegiboynuzu ununun

gida bileseni olarak kullanimini
desteklemektedir. Kegiboynuzu
ununun sekerleme Urtnlerinde
kakao yerine kullanimi, igecekler ve
tahil bazl Urlnlerle karisimlari gibi

uygulamalar drnek teskil etmektedir.

Cida endustrisinin karsilastig
en buyuk zorluklardan biri, dogal
bilesen kaynaklarinin saghk
acisindan faydalarinin agikga
ortaya konulmasidir. Bu faydalar,
ancak dlzenleyici gerekliliklerin
karsilanmasi ve tuketici kabullnln
saglanmasi ile fonksiyonel gida
drinlerinde basariyla kullanilabilir

hale gelmektedir. Son yillarda
yapilan birgok galigsma, fonksiyonel
gida Uretiminde farkli kegiboynuzu
drtinlerinin gok yonluligind ve
fonksiyonel 6zelliklerini ortaya
koymustur. Kegiboynuzu meyvesinin
farkli Grtinlere islenmesi, Urtinlerin
fizikokimyasal ve fonksiyonel
Ozelliklerini dnemli dlglide
etkilemektedir. Bu Urdnler; aroma ve
renk kazandirma gibi 6zelliklerinin yani
sira nihai Urdnlerin kalitesini artirmalari
nedeniyle gida endustrisinde dogal
bilesenler olarak kullanilabilmektedir.
Kegiboynuzu kabuklarinin
surup ve toz elde etmek amaciyla
islenme kosullari, gida endustrisinin
gereksinim duydugu fonksiyonel
Ozellikleri belirlemektedir. %60, %70
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veya %80 kuru madde igerigine
sahip kec¢iboynuzu suruplari;
yuksek indirgen seker igerigi, koyu
renk, yuksek antioksidan aktivite
ve emllsifiye etme kapasitesi gibi
onemli fonksiyonel 6zellikler ile
tanimlanmaktadir. Bu ozellikler,
Ozellikle 1s1l islem asamasinda
gergeklesen enzimatik olmayan
esmerlesme reaksiyonlari sayesinde
kazaniimaktadir. Mikrodalga
kurutma (100, 300 ve 600 W gli¢
seviyelerinde), surup Uretiminden
sonra elde edilen yan urunlerin
kurutulmasi ve yuksek diyet lifi,
kahverengi renk ve su/yag tutma
kapasitesine sahip kegiboynuzu
tozlarinin dretilmesi agisindan etkili
bir yontemdir.
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Kegiboynuzu ununun farkli
derecelerde kavrulmasi, gesitli
unlu mamullerin fizikokimyasal
Ozelliklerini ve tuketici kabullnu
de etkileyebilmektedir. Kek ve
kurabiyelerde kegiboynuzu
unu kullanimi; kek hamurunun
viskozitesini, kurabiye hamurlarinin
ise kati ve elastik yapisini artirarak
bilesenler arasindaki etkilesimlerin
glglendigini gostermistir. Ylksek
derecede kavrulmus kegiboynuzu
ununun eklenmesi sadece keklerin
kabul edilebilirligini azaltmisg,
kurabiyelerde ise tim kegiboynuzu
unu katkili érneklerde tuketici
begenisinde dislse yol agmistir. Bir
baska arastirmada ise kavrulmus
kegiboynuzu tozu ile formile edilen
iceceklerin; tortu seviyesi, renk,
koku (karamel ve kavrulmus kahve),
tat (kavrulmus kahve), viskozite,
agizda biraktidi his ve acimsi art tat
agisindan daha yuksek puan aldigini
ortaya koymustur.

Kegiboynuzu Urunlerinin
fonksiyonel gida bileseni olarak
verimli sekilde kullanilabilmesi igin
fiziksel ve kimyasal 6zelliklerinin

ve bunlarin birbiriyle iligkilerinin
anlasiimasi 6nemlidir. Cekirdek
iceren ve icermeyen kegiboynuzu
unlarinin fizikokimyasal 6zelliklerini
incelediklerinde, gekirdek igeren
unlarin daha yuksek kohezyon
indeksine ve daha yuksek kek
dayanikliligina sahip oldugunu
belirlemistir. Ayrica, polifenoller

ve flavonoidlerin ekstraksiyon
verimliligi ile antioksidan kapasitenin,
unun kohezyon ve kek olusturma
yetenedine bagli oldugunu
g6stermislerdir. Karbonhidratlar
acisindan degerlendirildiginde,
cekirdek icermeyen drneklerin
toplam seker ve ¢ozlnur polisakkarit
iceriginin daha yuksek oldugu
bulunmustur.

Ulkemizde gergeklestirilen bir
baska arastirmada bugday ununun
%50 oraninda kegiboynuzu unu ile
degistiriimesiyle Uretilen sponge
keklerin; diyet lifi igerigini, protein
miktarini ve karbonhidrat seviyesini
artirdigi tespit edilmistir. Kegiboynuzu
unu kullanilan kekler; hlicre boyutu,
duzglnldk, tathlik ve i¢ yapinin
yumusakhgi agisindan farklilik
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gOstermistir. Bu degdisimler, igeriklerin
degistiriimesinin duyusal 6zellikler
Uzerinde olumlu etkisi oldugunu
dogrulamaktadir. Bu tur ozellikler,
kalan diger bilesenlere bagli olarak
geleneksel gida Urtnlerine besinsel
ve biyolojik deder kazandirmaktadir.
Kegiboynuzu Urilnlerinin bir
diger onemli avantaj, firincilk
sektdrlinde glutensiz un olarak
kullanilabilmeleridir. Birgok
arastirmaci, kegiboynuzu ununun
farkl glutensiz kek, ekmek ve
atistirmaliklara ilave edilmesinin
etkilerini incelemistir. Kegiboynuzu
yan urlnlerinin (embriyo ve tohum
kabugu) dahil edilmesiyle glutensiz
kraker atistirmaliklari gelistirmis ve
bu yan Urdnlerin formile edilen gida
Urdnlerine protein ve antioksidan
aktivite kazandirdigini ortaya
koyulmustur. Fenolik bilesikler
agisindan, 6zellikle embriyo kisminin
ilavesi fenolik igerigi artirmis
olup bu fenolikler prosiyanidin,
gallotanin, tanen, katesin ve
flavonolleri kapsamaktadir. Bu
polifenoller, irlinin antioksidan
aktivitesinden sorumlu tutulmustur.
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Embriyo ve kabuk katkisi; Griintn
su absorpsiyonunu ve su tutma
kapasitesini artirmig, ancak yuksek
oranda embriyo katkisi Grinln aci
ve buruk bir tat kazanmasina ve
renk farklliklarinin olusmasina neden
olarak tuketici bedenisini azaltmigtir.
Glutensiz ekmek Uretiminde,
piring ununun kegiboynuzu unu ve
direngli nisasta ile degistiriimesi
Uzerine yaplilan bir ¢alismada,
kegiboynuzu unu ilavesinin hamurun
su absorpsiyonunu artirdigi ve bu
Ozelliklerin proteinden ve diyet
lifinden kaynaklandidi bildirilmistir.
Ek olarak, ekstrliizyon iglemi
ile elde edilen gesitli glutensiz
formulasyonlarin (kegiboynuzu,
bezelye ve piring unu karigimlari)
besin bilesimi ve biyoaktif bilesen
icerigi Uzerinde yapilan galismalar.
Kegiboynuzu meyvesi igeren
ekstrude Urunlerin; protein, diyet lifi
ve fenolik bilesikler (antosiyaninler,
flavonoller, tartarik esterler ve toplam
fenoller) bakimindan zengin oldugunu
ortaya konmustur. Bununla birlikte,
kegiboynuzu unu miktarinin artmasi
Urdin renginin tlketiciler tarafindan

daha az tercih edilmesine neden
olmustur.

Tsatsaragkou et al. (2017),
keciboynuzu gekirdedi unu partikdl
boyutunun taze ve depolanmis
glltensiz piring bazli ekmeklerin
kalitesi Uzerindeki etkisini belirlemis
ve kegiboynuzu unu igeren
ekmeklerin, ticari karisimlara kiyasla
daha dislk 6zgul hacme sahip
oldugunu, ancak daha iri veya daha
ince partikil boyutlu un kullaniminin
0zgll hacmi artirdigini ortaya
koymustur. Cekirdekli ve ¢ekirdeksiz
kegiboynuzu unlarinin hamurun
reolojik 6zelliklerini ve ekmek
kalitesini farkli sekilde etkiledigi ve
bayatlamayi yavaslatici bir etkiye
sahip oldugu belirtilmistir.

Sonug olarak, kegiboynuzu tozu,
genetik varyasyon, cografi koken
ve iklimsel kosullar gibi birgok
faktore bagli olarak degiskenlik
gdsteren zengin bir kimyasal
bilesime sahiptir. Kavurma, 6gitme
ve eleme islemleri ile elde edilen
bu Urlin, hem besinsel hem de
fonksiyonel 6zellikleri nedeniyle gida
endustrisinde yaygin bir kullanim
potansiyeline sahiptir. Kavurma
islemi, Urindn depolama stabilitesini
korumanin yani sira, sekerlerin
karamelizasyonu ve Maillard
reaksiyonlari sayesinde kakao
aromasini andiran karakteristik
ugucu bilesiklerin olusumuna ve
fenolik bilesiklerin serbestlesmesine
katki saglamaktadir. Bu slireg,
kegiboynuzu tozunun antioksidan
kapasitesini artirarak saglk
acisindan olumlu etkiler olusturur.
Bilimsel literatlirde kegiboynuzu
unlarinin; ytksek diyet lifi, D-pinitol,
fenolik bilesikler ve gesitli mineraller
agisindan zengin oldugu, dolayisiyla
fonksiyonel gida bileseni olarak
onemli bir potansiyel tasidigi rapor
edilmektedir.

Gida uygulamalarinda
kegiboynuzu urunleri, dogal aroma
ve renk kazandirma dzelliklerinin
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yani sira besinsel ve fonksiyonel
Ozellikleri nedeniyle tercih
edilmektedir. Kek, kurabiye ve
icecek gibi Urtinlerde kullaniminin
teksturel ve duyusal 6zellikleri
etkiledigi ve gogu durumda besin
dederini artirdig1 gosterilmistir.
Ozellikle glutensiz Urlinlerde
(ekmek, kraker, atistirmalik vb.)
kecgiboynuzu unu; protein ve diyet
lifi icerigi ile Grindn besin kalitesini
artirirken, antioksidan kapasitesini
de iyilestirmektedir. Bununla
birlikte, Uriin formilasyonuna bagli
olarak bazi duyusal zorluklar (renk
koyulasmasi, aci/buruk tat) ortaya
¢lkabilmekte ve tlketici begenisini
sinirlayabilmektedir. Bu nedenle,
kegiboynuzu urinlerinin fonksiyonel
katkilarinin duyusal kabul ile
dengelenmesi 6nem arz etmektedir.
Kecgiboynuzu gekirdedi ve
embriyosundan elde edilen unlar,
ylUksek protein ve galaktomannan
icerigi sayesinde hamurun su tutma
kapasitesini ve reolojik 6zelliklerini
olumlu yénde etkilemekte,
ancak gluten aginin yapisini
degistirebilmekte ve hacim gibi bazi
kalite parametrelerinde farklliklara
yol agabilmektedir. Kegiboynuzu
drdnleri ayrica dogal antioksidan
kapasitesi ile lipid oksidasyonunu
geciktirerek gida urlnlerinin raf
omrine katki saglayabilmektedir.
Kegiboynuzu tozu ve turevleri;
besinsel zenginligi, fonksiyonel
Ozellikleri ve dogal aroma potansiyeli
sayesinde gida endUstrisinde umut
vadeden bilesenlerdir. Kavurma ve
isleme kosullarinin dogru sekilde
optimize edilmesi, Urlnlerin besin
degerini ve duyusal dzelliklerini
gelistirerek tiiketici kabullnd
artirabilir. Ozellikle glutensiz
drtinler ve fonksiyonel gidalar igin
kegiboynuzu, hem teknolojik hem de
saglik agisindan stratejik bir alternatif
hammaddedir.

PROF.DR.NEVZAT KONAR
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Kiuresel
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Fonksiyonelyi

Kiresel fonksiyonel sekerleme
pazari blyukluigu 2024 yilinda 68,35
milyar USD olarak dederlenmis
olup, 2025 yilinda 73,79 milyar
USD’'ndan baglayarak 2033 yilina
kadar 136,78 milyar USD’ye ulagmasi
ve bu donemde %7,96 bilesik yillik
blylme orani (CAGR) ile artmasi
ongoriilmektedir (Goradel, 2025).
Pazarin en 6nemli itici glglerinden
biri, pratik formatlarda sunulan
saglik destekleyici Urdnlere olan
artan taleptir. Tuketiciler; ener;ji
artirma, sindirim destedi ve biligsel
fonksiyonlarin iyilestirilmesi gibi
faydalar sunan kolajen, kafein,
probiyotik, omega-3 ve
vitaminlerle zenginlestiriimis
sekerleme Urilinlerine
ydnelmektedir. Sigara birakma
veya azaltma, stres azaltma ve
agdiz bakimina ydnelik fonksiyonel
sakiz Urdnleri de glglu bir talep
gormektedir. Yaglanan nifus da
pazari destekleyen énemli bir
faktoérdur; kalp, eklem ve beyin
saghgini destekleyen ¢ignenebilir
ve lezzetli takviye Urlnlerine egilim
artmaktadir. Bilesen stabilitesi
ve biyoyararlanimini artiran
teknolojik gelismeler, daha yenilikgi
drdnlerin pazara sunulmasini
kolaylastirmaktadir. Ayrica, e-ticaret
ve dogrudan tuketiciye satis
platformlarinin yayginlagmasi,
nis markalarin spesifik saglk
ihtiyaglarina odaklanmasina olanak
tanimakta ve pazardaki fonksiyonel
ardn gesitliligini artirmaktadir. Bu
egdilimler, tuketici tercihlerinin yeniden
sekillenmesine ve gok bdlgeli bir
blylmenin desteklenmesine katki
saglamaktadir.

Fonksiyonel sekerleme pazarindaki
en belirgin egilimlerden biri, temiz
etiketli ve organik Urlnlere yénelik
talebin hizla artmasidir. Ginimuiz

Sekerl
Pazar

tlketicileri, icerik
etiketlerini daha dikkatli
incelemekte; katki
maddeleri, sentetik
renklendiriciler ve koruyucular
icermeyen Urlnleri tercih etmektedir.
Bu degisim, genel saglik ve
surdurulebilirlik trendleri ile uyumlu
olup, markalari dogal, bitki bazli

ve seffaf igerikler kullanmaya
yonlendirmektedir. Bu egilime 6rnek
olarak, 2025 yilinda piyasaya sunulan
Wild Thingz Vegan Functional
Gummies gosterilebilir. Bu Urdn,
geleneksel sakizlara organik ve bitki
bazli bir yaklagim getirmekte olup,
yapay igerik icermemekte ve yaygin
segeneklere kiyasla %50’ye yakin
daha az seker barindirmaktadir. Zesty
Pests, Fruity Flyers ve Gummy Grubs
gibi yenilikgi ¢esitleriyle, temiz etiket
hareketinin éncu Urlnleri arasinda yer
almakta ve 6zellikle lezzetten 6din
vermeden “guilt-free” (pismanlik
duymadan tuketilebilen) atistirmalk
arayan saglik odakl tlketiciler
arasinda populerlik kazanmaktadir.
Temiz etiket egiliminin hizlanmasi,
druin inovasyonunu ydnlendirmesi

v

ve sekerleme sektoriindeki tuketici
tercihlerini yeniden tanimlamasi
beklenmektedir.

Fonksiyonel sekerleme pazarinin
temel blyime dinamiklerinden
biri, koruyucu saglik ve saglikh
atistirmalik egiliminin glglenmesidir.
Giderek hizlanan yasam temposu
ve artan saglik bilinci, tuketicileri;
bagisiklik destedi, enerji artisi veya
sindirim saghdi gibi fonksiyonel
faydalar sunan atigtirmaliklara
yonlendirmektedir. Subat
2025'te ABD’de 2.000 tiketiciyle
gergeklestirilen bir arastirmaya
gore, katihmcilarin %57'si daha
saglikli atistirmalik segeneklerini
aktif olarak aramaktadir. 45
yas alti bireylerin %58’ saglk
faydalari igeren atistirmaliklar
tercih etmekte, %62’si ise ambalaj
Uzerindeki saglik iddialarina dikkat
etmektedir. Bu sonuglar, saglkli
beslenme ve koruyucu saglik odakli
tlketim davraniginin belirgin bir
sekilde arttigini gdéstermektedir.
Vitamin sakizlari, kolajen katkili
Gikolatalar ve probiyotik sakizlar
gibi fonksiyonel Urlnler, bu gelisen

iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

thketici intiyaglarini karsilamakta ve
Ozellikle kolaylik ile saglik arayisini
bir arada isteyen Y kusagi ve Z
kusad! tlketicileri arasinda poplerlik
kazanmaktadir.

Fonksiyonel sekerleme
pazarinda buylmeyi sinirlayan
temel faktorlerden biri ise, ylksek
Uretim maliyetidir. Probiyotikler,
omega-3 yag asitleri, bitkisel
ektsraktlar veya vitaminler gibi
fonksiyonel bilesenlerin kullanimi,
geleneksel sekerlemelere kiyasla
Uretim maliyetlerini dnemli dlgtide
artirmaktadir. Ayrica bu bilesenlerin
stabilitesini, biyoyararlanimini ve
etkinligini koruyabilmek icin ileri
islem teknolojileri gerekmekte,
bu da Uretim surecinin maliyetini
daha da ylkseltmektedir. Bir diger
onemli kisit ise bolgesel dizeyde
saglik beyanlari ve igerik kullanimi
konusundaki siki mevzuatlar, Ar-
Ge ve kalite kontrol maliyetlerini
artirmasidir. Bu nedenle, kuguk
Olcekli firmalar pazara girmekte veya
faaliyetlerini sirdirmekte zorluk

yasayabilmektedir. Bunun sonucunda,
fonksiyonel sekerleme Grunleri
genellikle yiiksek fiyat etiketiyle
sunulmakta ve kitle pazarinda yaygin
erisim sinirl kalabilmektedir.

Ayrica, vegan ve alerjen
icermeyen fonksiyonel sekerleme
drdnleri, pazarda dikkate deger bir
blylme potansiyeli sunmaktadir.
Tlketicilerin saglik bilinci arttikga ve
etik, bitki bazh alternatiflere yénelim
gliglendikge; fonksiyonel ve yaygin
alerjenlerden arindiriimig Grtinlere
olan talep hiz kazanmistir. Ozellikle
seffaflik, temiz etiket ve beslenme
gesitliligini 6Gnemseyen Y ve Z kusadi
bu egdilimin éncusu durumundadir.

Kuzey Amerika fonksiyonel
sekerleme pazari, saglikli
beslenme odakli atistirmaliklar
ve zenginlestiriimis tatlilara
yonelik artan tuketici ilgisi ile
gugla bir blylime sergilemektedir.
Yasam tarzina bagli hastaliklarin
artisl; duslk sekerli, vitaminle
zenginlestiriimis sekerlemeler ve
fonksiyonel sakizlara olan talebi
artirmistir. Etiket seffafligi ve
temiz igerik konularindaki ytksek
tiketici bilinci, bitki bazl ve alerjen
icermeyen Urunlerde inovasyonu
tesvik etmektedir. Ayrica gelismis
perakende altyapisi ile e-ticaret
platformlari Gzerinden dogrudan
tlketiciye satis yapan markalarin
hizli ylkselisi, pazara erigimi
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desteklemektedir. Bagisiklik,
enerji ve uyku saglhgi hedefleyen
fonksiyonel sakizlar 6zellikle guglu
bir talep gérmektedir. ABD pazari;
artan saglik bilinci ve hareket
halindeyken tiketilebilecek saglikli
drdnlere yonelik tercihlerin etkisiyle
hizla biiyimektedir. Kafein, CBD
veya vitamin ile zenginlestirilmis
fonksiyonel sakizlar geng nifus
arasinda poptlerlik kazanmaktadir.
Cesitli markalar ile kullanim kolayhgi
ile hedefe yonelik saglik faydalarini
birlestiren sakiz takviyeleri
sunmaktadir. Ayrica ketojenik diyet
dostu ve alerjen igermeyen urlnlere
olan artan talep, ABD perakende ve
e-ticaret platformlarinda fonksiyonel
cikolata ve yumusak sekerlerde
inovasyonu hizlandirmaktadir.
Kanada'da da fonksiyonel sekerleme
endustrisi, temiz etiketli, vegan ve
bagisiklik destekleyici sekerlemelere
artan talep ile guglu bir buylime
gostermektedir. Tuketiciler; dogal
tatlandincilar ve vitamin katkih
sakizlar veya probiyotik ¢ikolatalar
gibi ek saglik faydalari sunan Urinleri
tercih etmektedir. Kanadal marka
SmartSweets, dusuk sekerli ve lif
agisindan zengin sakizlariyla genis
popularite kazanmistir. Saghk odakh
atistirmalik tuketimi ve bitki bazli
inovasyona yonelik destek, rln
gelistirme ve perakende trendlerini
sekillendirmeye devam etmektedir.
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Asya-Pasifik bolgesi, sehirlesme,
artan harcanabilir gelir ve degisen
beslenme tercihleri nedeniyle
fonksiyonel sekerleme pazarinda
yuksek blyume potansiyeline sahip
bir bolge olarak 6ne ¢ikmaktadir.
Beslenme takviyeleri konusunda
artan farkindalik, 6zellikle gocuklar
ve geng yetiskinler arasinda vitaminle
zenginlestirilmis sakiz ve sekerlere
olan talebi artirmistir. Geleneksel
bitkisel Urlinlerin popdilaritesi,
bolgesel olarak uyumlu fonksiyonel
iceriklerin sekerlemelere eklenmesini
tesvik etmektedir. Ayrica sosyal
medyanin ve saglik odakli yagsam
tarzinin etkisi, ek saglik faydalari
sunan, tasinabilir ve fonksiyonel
atistirmaliklara yonelik tuketici ilgisini
hizlandirmaktadir. Cin pazari, artan
saglik bilinci ve sehirlesme etkisiyle
hizla blyumektedir. Ginseng ve goji
berry gibi geleneksel Cin bitkileriyle
zenginlestirilmis vitamin katkili
sakizlar ve bitkisel sekerler popuilerlik
kazanmaktadir. Bazi Ureticiler,
badisiklik ve sindirim saghgini
hedefleyen fonksiyonel drtnleri
pazara sunmustur. Orta sinifin
blylmesi ve pratik Urlinlere olan
talebin artmasi, Cin'i saglik odakl
sekerleme inovasyonu igin dinamik
bir pazar haline getirmektedir.

Hindistan fonksiyonel sekerleme
sektorl, Ayurveda temelli ve saglk
odakli sekerleme Uriinlerine olan
artan talep sayesinde blylme
gostermektedir. Ashwagandha,
tulsi ve vitaminlerle zenginlestirilmis
drtnler, saglik bilincine sahip
tlketicilerin ilgisini gekmektedir.

Bu bdlgede Dabur ve Himalaya

gibi markalar, hem yetiskinleri hem
de ¢ocuklari hedefleyen bitkisel
pastiller ve bagisiklik destekleyici
sekerler piyasaya suirmustir. Artan
harcanabilir gelir ve koruyucu saglik
yaklasiminin poplilaritesi, kentsel ve
yari kentsel alanlarda fonksiyonel
sekerleme Urinlerine olan talebi
artirmaktadir.

Avrupa fonksiyonel sekerleme
pazari, koruyucu saglik ve dogal
iceriklere odaklanma egilimi
nedeniyle istikrarli bir buylime

gGstermektedir. Bolge, olgun bir
temiz etiket pazarina sahiptir ve
organik, sekersiz, probiyotik katkili
sekerleme Urilinlerine yonelik talep
ylksektir. Saglik beyanlari ve gida
zenginlestirmeye yonelik dizenleyici
destek, Urlin inovasyonunu tesvik
etmektedir. Ayrica yaslanan niifus;
eklem, kalp ve biligsel saglik
destekleyici fonksiyonel sekerleme
drdnlerine olan ilgiyi artirmaktadir.
Sardardlebilir ambalajlama ve etik

MAYIS/HAZIRAN 2025

tedarik uygulamalari da bu saglik
bilincine sahip ve ¢evre duyarli
pazarda marka bagarisi igin kritik
hale gelmektedir. Ornedin, Almanya
fonksiyonel sekerleme pazari,
saglgi destekleyen atistirmaliklara
yonelik gugll talep nedeniyle hizla
blylUmektedir. Dextro Energy
vitamin katkili sakizlar ve Ricola
bitkisel sekerler, badisiklik ve eneriji
destegi gibi ek faydalari nedeniyle
popdlerdir. Onleyici saglik ve organik

iSTANBUL HUBUBAT BAKLIYAT YAGLI TOHUMLAR VE MAMULLERi iIHRACATGILARI BiRLiGi

i .|
iceriklere odaklanma, temiz etiketli,
sekersiz ve vegan segeneklere olan
talebi artirmaktadir. Agiz saghgini
destekleyen fonksiyonel sakizlar da
Alman tuketiciler arasinda giderek
yayginlagsmaktadir. Birlesik Krallik
fonksiyonel sekerleme pazari

ise saglik odakl atistirmaliklarin
yukselisiyle guglu bir bliyume
gostermektedir. Biona ve Nutrigums
gibi markalar, vitamin ve mineral
katkill vegan, sekersiz sakizlar

sunarak saglik bilincine sahip
tlketicilerin ilgisini gekmektedir.
Sonug olarak, fonksiyonel
sekerleme pazari, kiiresel dlgekte
guglu ve surdurdlebilir bir buylime
gostermektedir. 2024 yilinda 68,35
milyar USD olarak tahmin edilen
pazar buyukliglinidn, 2033 yilina
kadar 136,78 milyar USD’na ulasacagi
ongorulmektedir. Bu blylimenin
temel dinamikleri; koruyucu saglik
yaklasimlarina yonelik artan tiketici
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bilinci, fonksiyonel igeriklerin
gesitlenmesi, temiz etiketli ve bitki
bazli Urtinlere olan ydnelim, dijital
satis kanallarinin yayginlasmasi ve
yasam tarzi degdisimlerinin etkisi
olarak dne ¢ikmaktadir. Pandemi
sonrasinda bagisiklik saghgina olan
ilginin kalici bir tiketici egilimi haline
gelmesi, pazarin buylimesinde 6nemli
bir katalizor gorevi gérmektedir.
Fonksiyonel sekerleme urlnleri en
¢ok yetiskin kullanicilar arasinda
ragbet gérmektedir. Bu grup, enerji,
zihinsel performans, sindirim ve
badisiklik fonksiyonlarini destekleyen,
adaptogen, probiyotik ve vitamin
katkili Granleri tercih etmektedir.
Gunluk rutini degistirmeden saglik
destedi alabilme kolayli§, yetiskin
tUketicileri bu Urtinlerin temel hedef
kitlesi haline getirmistir. Dagitim
kanallarinda sipermarketler ve
hipermarketler basi gekmekte olup,
e-ticaret platformlarinin hizli yiikselisi
Ozellikle nis ve kisisellestirilmis
drtinlerin tketiciye ulagsmasini
kolaylastirmaktadir. Dogrudan
tlketiciye satis yapan markalar,
hedef kitleye 6zel Urlinlerle pazarda
daha gUlglu bir konum kazanmistir.
Fonksiyonel sekerleme pazari,
beslenme ile saglik arasindaki iliskinin
giderek daha fazla 6nem kazandigi
bir ddnemde stratejik bir konuma
sahiptir. TUketici beklentilerinin
saglik odakh faydalar, temiz
icerikler, bitki bazli formulasyonlar
ve surdurlebilirlik ekseninde
yogunlastigi gortlmektedir. Urlin
inovasyonu; vitamin ve mineral
katkilarinin 6tesine gecgerek
probiyotikler, adaptogenler ve
bitkisel ekstraktlar gibi yeni
fonksiyonel bilesenlerin kullanimini
icermektedir. Ayrica, dijital satis
kanallarinin yayginlasmasi, kiguk
Olgekli ve yenilikgi markalarin pazara
erisimini kolaylastirmakta ve rekabeti
artirmaktadir. Bununla birlikte,
ylksek uretim maliyetleri ve saghk
beyanlari ile ilgili kati dizenleyici
gerceveler, pazara giris ve Urlin
gelistirme sureclerinde énemili
zorluklar olusturmaktadir. Gelecek
dénemde, daha uygun maliyetli
Uretim teknolojilerinin gelistiriimesi,
dizenleyici uyumun optimize
edilmesi ve tlketici egitimine
yonelik stratejilerin glglendiriimesi,
pazarin sirdlrilebilir blylmesine
katki saglayacaktir. Ozellikle vegan,
alerjen icermeyen ve kisisellestiriimis
fonksiyonel Urlnler, dnimiizdeki
yillarda pazarin biylme edrisini
belirleyen en 6nemli inovasyon
alanlari olarak 6ne ¢ikmaktadir.

PROF.DR.NEVZAT KONAR
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Miami, resmi adiyla Miami
Sehri, bir kiyi metropoll ve Gliney
Florida’daki Miami-Dade County’nin
merkezidir. Sehir, 2020 nifus
sayimina gore 442.241 kisilik
nifusuyla ABD'nin Florida eyaletinde
Jacksonville’den sonra en kalabalik
ikinci sehridir. Cok daha blyuk
olan Miami metropolitan bdélgesinin
gekirdegini olugturmaktadir. 6,14
milyonluk nufusuyla Glineydogu'daki
en buyuk ikinci metropolitan boélge
ve Amerika Birlesik Devletleri'ndeki
en blyuk dokuzuncu metropolitan
bolgedir. Miami, 300'den fazla yiksek
yapisiyla ABD’nin en biyuk Gguncu

silletine sahiptir.

Miami, finans, ticaret, klltir, sanat
ve uluslararasi ticaret alanlarinda
énemli bir merkez ve liderdir. Miami
metropolitan alani, 2017 itibariyla
344,9 milyar dolarlik gayri safi yurt
ici hasilasiyla Florida'nin agik ara en
blylk kentsel ekonomisidir. UBS’nin
2018 yilinda 77 diinya kenti Gzerinde
yaptidi bir arastirmaya gore Miami,
ABD’nin en zengin dguncl kenti
ve satin alma glicl bakimindan da
dinyanin en zengin Uglncu kentidir.
Miami, 2020 itibariyla 310.472 kisilik
Hispanik ve Latin nifusu veya sehir
ndfusunun %70,2'si ile gogunlugu

azinlk olan bir sehirdir.

Downtown Miami, ABD'deki
en buyuk uluslararasi banka
yogunluguna sahiptir ve birgok buyuk
ulusal ve uluslararasi sirkete ev
sahipligi yapmaktadir. Kentin limani
olan Miami Limani, hem yolcu trafigi
hem de kruvaziyer hatlari bakimindan
dinyanin en islek kruvaziyer
limanidir. Miami, New York'tan
sonra uluslararasi ziyaretgiler igin
en buyuk ikinci turizm merkezidir.
Miami, bolgeyle olan ticari ve kiltlrel
badlarinin buylkligi nedeniyle
bazen “Latin Amerika'ya agilan kap!”
olarak adlandiriimaktadir.

MinMi'YE NE ZAMAN GIDILIR?

Miami'de tropikal muson iklimi
gorulmektedir. Uzun siren sicak ve
nemli yazlar ve kisa siren sicak ve az
yagish kis aylari vardir. Miami'ye en
populer dénemlerden biri kis aylaridir.
Aralik’'tan Nisan’a kadar siren bu
dénemde hava sicakliklari genellikle
70°F (21°C) ila 80°F (27°C) arasinda
seyreder. llkbahar ve sonbahar ise
daha sakin bir deneyim sunar.

MIRMI VIZE

Miami'ye turistik amagcla yapilacak
seyahatler igin oncelikle DS-160

TICARETIN TROPIK LIMANI: MIAM

vizesi basvuru formunu online
olarak doldurmak ve siteye ABD
vizesi biometrik fotograf kurallarina
gore ¢ekilmis fotografini dijital
olarak ylklemek gerekir. Bagvuru
formunu doldurduktan sonra
karekodlu basvuru onay formunu
yazdirmalisiniz. Sonrasinda ABD
elgiligi ya da konsoloslugundan
alacaginiz randevuya giderken,
yaninizda ¢iktisini aldiginiz formu ve
gerekli evraklari gétlrmelisiniz.

MIRMI'DE GEZILECEK YERLER

1- Miami Beach

Sonsuzluga uzanip gidiyor gibi
gorinen masmavi okyanusun
karsisinda yumusacik kumlarin
Uzerinde harika bir glin sizi
bekliyor. Ayrica Miami Beach'’in
ismi sizi yaniltmasin, ¢unki
burasi sadece plaj-deniz-glines
keyfi yapabilecediniz buydleyici
guzellikteki bir kumsal ile sinirli degil.
Bolge, Miami'nin en Iuks ve genis
semtlerinden biridir. Cesit ¢esit
konaklama alternatiflerinden Iiks
restoranlara, alisveris merkezlerinden
kesintisiz eglence sunan mekanlara
kadar birgok olanak Miami Beach
sinirlari iginde yer alir.

2- South Beach

Miami'nin en turistik noktalarindan
birisi olan South Beach, Hollywood
filmlerine, sanat festivallerine ve
moda etkinliklerine ev sahipligi yapar.
South Beach ince kumlu sahili ve
turkuaz denizi ile gorsel bir sélen
sunar. Ocean Drive boyunca siralanan
Art Deco binalar sadece estetik degil,
Miami’nin buyuleyici kimliginin ve
kiltdrel dokusunun bir pargasidir.

3- Everglades National Park

Amerika Birlesik Devletleri
sinirlarindaki en buyuk vahsi yasam

F . d

ve subtropikal alan olan Everglades
National Park, 6zellikle dogal
ortamlari gdzlemlemeyi sevenler igin
unutulmaz bir deneyim vadediyor.
Ortalama 650 bin metrekarelik

¢ok blyuk bir alana yayilmis olan
dinyaca Unld parkin senelik ziyaretgi
sayis! bir milyonu asiyor. Bu devasa
parkta timsahlar, farkli kus tirleri,
deniz ayilari, kaplumbadgalar,
panterler ve daha ylzlerce gesit canli
yasamini srddruyor.

4- Vizcaya Museum and Gardens

Miami'de blyduleyici bir yer olan
Vizcaya Museum and Gardens, 20.
yuzyil baslarinda bir konut olarak insa
edilmis olsa da su anda duinyaca unlu
turistik cazibe noktalari arasinda yer
aliyor. Bolgenin Italyan havasi, sihirli
gibi goriinen g6z kamastirici Italyan
stili bahgelerinden geliyor. Bahge,
zZiyaretgilerine 17. ve 18. ylzyilda
yaslyorlarmis gibi hissettiriyor. Ayrica
gesmeler ve heykeller de son derece
dikkat ¢ekicidir. Bolge yalnizca
bahgelerden olusmuyor; burada
ziyaretgcilerin akinina ugrayan etkileyici
bir mlize de mevcuttur. Vizcaya
Mizesi'nde ¢agdas sanat eserlerinden
antika esyalara, 15. ylzyildan kalma
egyalardan tablolara kadar gorilmeye
deder birgok obje sergileniyor.

5- Bayside Marketplace
Miami'nin liman bdlgesinde yer
alan Bayside Marketplace, alisveris,

yeme-igme ve eglence deneyimi
arayanlar igin ideal bir mekandir.
Bayside Marketplace, Miami’'nin liman
bdlgesinde, Biscayne Korfezinin
muhtesem manzarasina sahip bir
konumda bulunur. Miami'nin ana
turistik bdlgelerine kolay erigim
saglar. Burada butiklerden hediye
diikkanlarina, giyim magazalarindan
taki ve aksesuar magazalarina kadar
bircok farkli magaza bulunur.
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6- Spanish Monastery

Avrupa mimarisinin izlerini
yansitan Spanish Monastery, ilk
olarak Avrupa'da insa edilmesine
ragmen tasinarak bir diger kitada
olan Miami'ye getirilmistir. Manastir,
tarih kokan yapisindan higbir sey
kaybetmeden gunimuze kadar
ayakta kalmayi basarmistir. 1953
yilindan gundmize konuklarini
agirlayan yap, vitray pencereleri,
boru seklindeki koridorlari ve
gorkemli gezilerin odak noktasidir.

7- Little Havana

Miami, Amerika Birlesik
Devletleri’nin en kozmopolit
sehirlerinden biridir. Ozellikle Latin
kokenli birgok kisiye ev sahipligi
yapmaktadir. Bunlarin biyUk bir
bolimdi ise Kiba'dan kente go¢
etmistir. Kiiba basli basgina diinyanin
ilgisini geken, merak uyandiran,
kendine 6zgl bir dokusu ve yasam
tarzi olan bir ulkedir. Dolayisiyla
Little Havana da dinyanin dort bir
yanindan gelen turistlerin akinina
ugruyor. Sokakta Kiiba yasam tarzini
tamamiyla g6zlemleyebiliyorsunuz.
Her bir yanda Kiiba kahvesi satan
diikkanlar ve puro saticilari karsiniza
cikiyor. Mekanlar da beklediginiz gibi
Klba hayat stiline gore tasarlanmis
ve tabii ki Ulkenin geleneksel
yemeklerini sunuyor.

MiAMI’DE YAPILACAK
AKTIVITELER

@ Skyviews Donme
Dolabi: Biscayne Korfezi'nin
es$siz manzarasini kusbakisi
seyredebileceginiz bu dénme dolap,
sehrin simgelerinden biri haline
gelmistir.

® Gece Kano Turu: Gun
batimindan itibaren Miami bambagka
bir havaya burinuyor. Ay i1sidinin
aydinlattigi denizde kano turuna
¢lkmanizi tavsiye ederiz.

@ Lincoln Yolunda Yiiriilyis:
Miami'nin en UnlG aligveris
caddelerinden biri olan Lincoln Road,
sik binalari ve Ilks restoranlariyla
anladar.

® Wynwood: Duvarlarin
Sanatla Bulustugu Yer: Miami'nin
yetenekli sokak sanatgilarini ve
duvar resimlerini merak ediyorsaniz
Wynwood bdlgesi etkileyici bir
duraktir.

@ Adrienne Arsht Center'da
Gosteri Diinyasi: Biscayne
Boulevard Uzerinde yer alan bu
merkez, sehrin canli sanat sahnesinin
nabzini tutar.

@ Phillip & Patricia Frost
Bilim Miizesi Planetaryumu: 8K
¢Ozundrlige sahip kubbesi, lazerli

gOsterileri ve ses sistemiyle evrenin
derinliklerini yani basiniza getiriyor.

MIRMIDEK] EN LEZIZ
RESTORANLAR

Miami, dlinya gapinda ¢esitli
mutfaklardan lezzetli yemekler sunan
bir sehir olup gastronomi agisindan
oldukga zengindir. Miami'de restoran
segenekleri oldukga gesitlidir ve her
damak zevkine uygun bir segcenek
bulmak mimkindur.

® Joe’s Stone Crab: Miami
Beach'teki bu Unll restoran, tas
yengeci ve deniz Urlnleri konusunda
uzmanlasmistir.

@ Versailles: Little Havana'da
bulunan bu Kiiba restorani, 40 yili
askin slredir lezzetli Kiiba yemekleri
sunmaktadir.

® Doya: Miami’nin Wynwood
bolgesinde bulunan modern bir Ege
Meze + Bar restoranidir.

@ Yardbird Southern Table & Bar:
Guney mutfaginin tadini gikarmak
isterseniz bu restorani ziyaret
edebilirsiniz.

® Michael's Genuine Food
& Drink: Sef Michael Schwartz
tarafindan isletilen bu restoran,

yerel malzemeleri kullanarak yaratici
Amerikan mutfagl sunmaktadir.

® Komodo: Asya ve Pan-Asya
mutfaginin modern yorumlarini sunar.

® Coyo Taco: Taze malzemelerle
hazirlanan geleneksel Meksika
yemeklerini sunar.

@ Fiola Miami: Italyan mutfaginin
zarif érneklerini sunar.

MinMI'DE NEREDE KALINIR?

Miamide South Beach, Downtown,
Bal Harbour veya Coconut Grove
bolgesi konaklamak igin en ideal
bolgeler arasindadir. Sehir igi
ulagimda agirlikli olarak taksi
kullaniimaktadir. South Beach gevresi
yurliyerek gezmeye uygundur.

Metro, otobls, Pirate Duck Turlar
sehri gezmek igin tercih edilen diger
seceneklerdir. Miami ve Glney
Florida’nin finansal merkezi olan
Brickell, sehrin modern noktasidir.
Surfside ve Haulover plajlarinin
arasinda kalmis olan Bal Harbour,
aligveris imkanlari ile taninir. Coconut
Grove, birgok edlence merkezi,
madgaza ve restoranin bulundugu bir
bolgedir. Downtown Miami ise sehrin
kalbinin attigi merkezlerden biridir.

. T
EKONOM: MiAM UZERINDEN
L)
LATIN AMERIKA'YR AGILAN KAPI
Miami, turizm, finans, uluslararasi
ticaret, lojistik ve eglence
endustrilerinde buyik ekonomik
firsatlar sunar. Latin Amerika ve
Karayipler ile olan stratejik konumu
nedeniyle dnemli bir is merkezidir.
® Miami'nin ekonomisi yaklasik
400 milyar dolarlik buyuklige
sahiptir.
@ Latin Amerika ile guglu ticari
badlari sayesinde uluslararasi

ticaretin merkezi kabul edilir.

® Miami Uluslararasi Havalimani
ve PortMiami, lojistik ve tagimaciligin
merkezidir.

® Miami, ABD'nin Latin Amerika'ya
acilan kapisidir.

GIDA FURRLARI: YENI PAZARLAR,
YENI UFUKLAR

Miami, fuarlar agisindan ozellikle
glda sektdru igin stratejik bir
lokasyondur. 2025 yilinda Miami
onemli bir gida fuarina ev sahipligi
yapacaktir:

America’'s Food & Beverage Show
Fuari — Miami Beach Convention
Center'da 10-12 Eylul 2025 tarihleri
arasinda duzenlenecektir. 20 Ulke
pavilyonu ile birlikte 800°U askin
katiimciya ve 112 lilkeden 10.000+
ziyaretgiye ev sahipligi yapmistir.
Tarkiye Milli Katilim Organizasyonu,
Istanbul Ihracatgi Birlikleri Genel
Sekreterligi koordinasyonunda
gergeklestirilecektir.

KAYNAKLAR

® T.C. Ticaret Bakanhgi

@ Vikipedi

@ Tripadvisor.com

® Gezipgordum.com

@ Gezimanya.com

® Miamirehberi

® www.biletdukkani.com

® www.americasfoodandbeverage.com
@ Greater Miami & Miami Beach

@ usawelcome.net
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MARKET

Member companies of IHBIR successfully represented the Turkish food
sector at the Thaifex Anuga Asia Fair held in Thailand in 2025, as well

as the Summer Fancy Food Fair held in the USA. A wide spectrum of
participation was achieved, from those attending their first international
fair to those who have been exporting for years. Many innovative products,
ranging from coffee to halva, dragees to white berry offerings, have been
introduced to the global markets. Turkish companies, which have garnered
considerable attention from different geographies, particularly the United
States and the Far East, have forged strong contacts for new collaborations
and achieved notable gains with the objective of further broadening their
export networks in the forthcoming period. PAGE 76-77
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Seeds and Products Exporters’
Association (IHBIR)
Chairman of the Board
Kazim Taycl

We are biding our time for
the financing taps to turnon

Distinguished IHBIR Family,

We are leaving the first half of
the year behind. In the context of
combating inflation, we successfully
navigated another six months
where foreign exchange rates
lagged behind the domestic cost
rises, and we are grateful for the
boost in exports. While we achieved
success in boosting exports in terms
of value on a macro level, | must
acknowledge that we also faced
a six-month stretch during which
micro-level issues escalated.

Given the political developments
both domestically and
internationally, our expectations for a
slight easing of financing in the first
quarter and a drop in interest rates
in accordance with inflation did not
come to fruition. Undoubtedly, this
may have dampened the morale of
our producer exporters, who had to
bear the heavy burden of cost and
loss of competitiveness in the fight
against inflation.

As we move into the latter part
of the year, we anticipate a slight
drop in interest rates, driven by
enhancements in actual inflation
indicators and a positive shift in
inflationary expectations. As long
as we steer clear of any road
bumps, under the current economic
program, we find it crucial that
additional financing aids, particularly
for our SMEs, are implemented as
interest rates decline during the
summer months.

Our producer exporters are
striving to maintain their export
markets while facing cost pressures
on one side and managing their cash
flows amid financing pressures on
the other. Not only in our own sector,
but also in almost every sector, we
are witnessing that maturities are
extending to a point where they
become challenging to manage.
Here, | believe that expanding the
existing support mechanisms a
little more will be beneficial in going
through the process in which we
navigate this winding road and
approaching the finish line.

In 2024, the Istanbul Chamber
of Industry announced that 24
IHBIR member companies ranked

among the 500 largest industrial
enterprises. We extend our
congratulations to our companies.
We give gratitude to them for this
achievement. The ISO 500 data
indicated that industrialists were
required to set aside a significant
portion of their earnings to cover
financing costs. Furthermore, both
the Manufacturing PMI and TUIK
(TURKSTAT) industrial production
data indicate a downturn in the
manufacturing industry in recent
years. The downturn in production
should be carefully monitored.

It is crucial to implement further
support mechanisms before this
trend advances to an irreversible
stage. Especially, exporter producers
should be positively discriminated.

Your outstanding efforts and
experience are undoubtedly capable
of conquering any challenges that
arise. However, it is important to
remember that Tlrkiye is no longer
considered a low-cost country
for wages when compared to its
competitors. Given this fact—a
clear mark that the current process
has stamped on our industry—we
must act with this knowledge and
steer investments in our production
processes towards automation. |
would also like to note that it is not
possible to make such investments
with today’s interest rate levels. |
assure you that we will dedicate
ourselves today, just as we did
yesterday, to meet all kinds of
demands from you, our members,
in order to make the best use of all
kinds of facilities and opportunities
afforded by the authority.

Conversely, irrespective of the
prevailing circumstances, we no
longer have the opportunity to sell
products from our current location.
We will be mobilised as much as
possible, spend as much time on-
site as possible, make decisions on-
site, and strive to do our utmost.

| extend my heartfelt
congratulations on the occasion
of Eid al-Adha, which we
commemorated at the outset
of June. | also wish for a fruitful
summer season for our nation, our
industry, and our organisation.

Best regards,
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r
-

/
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Kazim TAYCI
Chairman Of The Board
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A delegation
visit to
members at
the fair in the
Netherlands

Kazim Tayci, the President

of the Board of Directors of

IHBIR, visited the members

who attended PLMA's

World of Private Label 2025

Fair held in Amsterdam,

Netherlands, on May 20-21,

2025. Ozgiir Volkan Agar, Turkish
Deputy Minister of Trade; i AL
Mahmut Burak Ersoy, Consul Ty,
General of Amsterdam; Alper

Eriten, Head of Chemical, Soil

and Health Industries Export

Department of the General

Directorate of Exports; Adil

Pelister, Chairman of the

Board of Directors of IKMIB;

Melih $ahindz, Chairman

of ETUDER; and Ali Can

Yamanyilmaz, Vice Chairman

of the Board of Directors of

ASHIB were also present

during the visit.

Label

May 14th, World Farmers’ Day was celebrated.
In his message, Kazim Tayci, President of IHBIR,
stated, “Behind every silver lining that graces our
7ol : — tables, there lies the hard work of our farmers
® ° . PR its W .~ who till the soil with hopes in their hearts.
IHBIR hosted the bu er dele atlon of ch T (i e . Every seed planted by hands that touch the soil
y g = AT L O | i v . before the crack of dawn holds the promise of

a prosperous future. As iHBIR, we know that the

iHBIR successfully implemented a buyer 15 companies and 18 representatives from 7 4 / A s _' : = — b g 1 ‘ . first step of export is taken in these patiently
delegation program as part of the Sugar Products countries came together with exporters. The A f 5 ! + B \ ! l' A | | cultivated lands. We congratulate all our farmers
and Pastry Sectors DIC Project, focusing on event is set to pave the way for exporters, ¥ 2 L L %/ 5 on World Farmers’ Day and extend heartfelt
Russia and neighbouring countries. During unlocking new market doors and building ' L e LR W 04 gratitude for their unrelenting efforts.

the two-day program at the outset of May, sustainable collaborations in the sector.

I
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::zzﬂzséz?::r“’towe‘j ' | : Firat Oktay, iIHBIR TiM Delegate, Exporters Assembly. President Youth and Sports, and Mustafa
. and Sabahattin Fidan and Recep Tayyip Erdogan, Omer Gultepe, the Chairman of TIM,
mat.ters concerning £ AR A | Mehmet Tas, members of the Bolat, the Minister of Trade, attended the General Assembly.
agriculture and o | Board of Directors, attended Mehmet Fatih Kacir, the Minister Following the General Assembily,
exports. _— L il the 32nd Ordinary General of Industry and Technology, Dr. the Champions of Export Award
| 4 i | Assembly of the Turkish Osman Askin Bak, the Minister of Ceremony was organised.
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Turkish food companies
captured new opportunities
in Russia and nelghbourmg

countries

In today’s world, where global
trade has been expanding and the
number of actors playing an active
role in regions and markets has been
growing alongside the evolution of
international trade, the competitive
conditions are becoming increasingly
challenging, particularly within the
food industry. Here, our producers
can be adversely affected by the
existing conditions as they compete
on a global scale. Therefore, the
Ministry of Trade sets up various
incentives, aids, and projects aimed
at boosting exports to mitigate the
impact of unfavourable conditions
and support companies. The DIC
Project—one of these projects—
provides training, events and
subsidies to companies to improve
their competitiveness in the
international arena.

ABOUT THE PROJECT

The Development of International
Competitiveness (DIC) Project
aims to mobilize local dynamics
to improve the international
competitiveness of companies
and to instil the habit of exporting
under the leadership of cooperation
organizations in accordance with
the “Presidential Decree on Export
Supports” No. 5973 and the “Circular
on Development of International
Competitiveness (DIC) Project
Support” that came into effect on
03.12.2024 within the Ministry of
Trade.

The concept of “cluster member
company” refers to those companies
whose applications are evaluated
positively within the project’s
framework and are subsequently
incorporated into the project.
Following the announcement of the
DIC Project on our organisation’s
website and social media, member
companies of our association
that are registered in the Support
Management System (SMS) can
apply by filling out the appropriate
form.

Within the framework of

Tk T

the project, cluster member
companies are supported within

the framework of needs analysis,
training/consultancy, promotion,
overseas marketing, virtual overseas
marketing, and procurement
delegation activities. Once the
project application is approved, the
needs are analysed for the cluster
member companies, and training

is offered based on the outputs
identified from this analysis. These
trainings aim to empower companies
to formulate effective and suitable
strategies by identifying their
strengths and weaknesses, ensuring
their alignment with the strong
competitive landscape present in the
international arena, as indicated by
the analysis report results.

Following the training, the process
advances by organising activities
such as buyer delegation and
attending international fairs.

BUYER DELEGATION ACTIVITIES

During the “Export Breakthrough
Project for the Sugary Products and
Pastry Sectors” organised by the
Istanbul Cereals, Pulses, Oil Seeds

and Products Exporters’ Association
(IHBIR), the needs analysis and
training stages were completed,
and a buyer delegation activity

was organised for Middle Eastern
countries in January. The second
activity of our project involves the
organisation of a buyer delegation
for Russia and its neighbouring
countries, scheduled for May.

This activity gave our companies
operating in the confectionery and
pastry sub-sector the opportunity
to grow their business volumes by
improving their commercial activities
and to foster their commercial
collaboration in the European and
Asian markets.

BUYER DELEGATION TO RUSSIA
AND NEIGHBOURING GOUNTRIES

(MAY 7-8 2025)

A buyer delegation activity took
place for Russia and neighbouring
countries on May 7-8, 2025, as part
of the DIC Project |mplemented
within iHBIR.

The selection of countries for the
buyer delegation took into account
logistics and geostrategic location,
as well as the foreign trade figures
of the relevant countries in specific
sectors, trade deals signed by
Turkiye, customs duty rates, and
tax advantages provided were also
observed. The selection of invited
companies from various countries
aims to align with the fields of
activity and product ranges of our
members, guaranteeing the most
effective commercial benefit from

ISTANBUL CEREALS PULSES OIL SEEDS AND PRODUCTS EXPORTERS ASSOCIATION

the activity that is planned.
Russia holds significant

importance due to its access to land,

sea, and air trade routes, attributed
to its geographical location, and
stands as a dominant commercial
actor not only in the relevant regions
but also on a global scale, due to its
substantial volume of commercial

activity. Moldova and Belarus are
important countries for getting into
European markets. Kazakhstan,
Uzbekistan, Tajikistan, and
Kyrgyzstan are significant conduits
to access Central Asian markets.
Accordingly, a buyer delegation
activity was organised for Russia and
neighbouring countries in order to

MAY/JUNE 2025

improve our trade relations in Europe
and Asia.

PARTIGIPATION WITH 13 LOGAL
COMPANIES

The event was attended by
15 foreign companies, notable
representatives of their respective
sectors in their own countries, and
13 domestic companies, which
are our cluster members. On May
7, our member companies came
together with guests from Russia,
Belarus, Kazakhstan, Kyrgyzstan,
Moldova, Tajikistan, and Uzbekistan
for a B2B organisation, as part of
the activity. During the activity, our
foreign participants were visited by
our members at the desks allocated
to them. Our members had the
opportunity to meet one-on-one
with company representatives from
the designated countries throughout
the day. Due to the small stands
set up, our members showcased
their products to company
representatives. Throughout the
program, our project members
and foreign participants held B2B
meetings. A total of 195 bilateral
meetings were held during the event.

At the facility visits on the second
day of the event, our foreign guests
were afforded an opportunity to
observe the centres and production
processes of the companies they
met on the first day. This allowed
them to have more detailed
information about our companies
and the production processes of the
products they observed on the first
day. Our cluster member companies
had the opportunity to introduce
their companies and production
processes to our foreign visitors
through facility visits.

Our efforts persist to attract new
buyer delegations and overseas
marketing activities under the DIC
Project in order to achieve the goal
of developing exports within IHBIR
and making our country a more
effective actor in the global market.
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The flexibility of Turkish producers affords them a
competitive edge in global markets

Flexible productlon

global power_ -

Kazim Tayci, the President
of the Istanbul Grains,
Pulses, Oil Seeds and
Products Exporters’
Association (IHBIR),
articulated that the
Turkish food industry has
distinguished itself in global
markets by integrating

its deep-rooted flavour
heritage with contemporary
production methodologies
and flexible production
capabilities, and noted

that Turkiye has secured

a competitive edge in
tightly controlled markets
such as Europe, Japan, and
the United States, due to

its youthful production
lines and swift adherence

to standards. Indicating

that Turkish producers,
catering to diverse belief
systems through halal and
kosher certified offerings,
have enjoyed significant
growth in the US market,
driven by their innovative
products, Tayc1 remarked,
“Our capacity to adhere to
internationally established
standards and our flexible
structure have rendered our
country a more favourable
choice in global markets.”

Kazim Taycl, the President of the
Board of Directors of the Istanbul
Cereals, Pulses, Oil Seeds and
Products Exporters Association
(IHBIR), articulated that the Turkish
food industry has distinguished itself
in global markets by integrating
its deep-rooted dessert heritage
with contemporary products, and
underscored that the flexibility
and rapid production capabilities
of Turkish industrialists position
Tlrkiye advantageously against the
stringent regulations prevalent in
American and European markets.
Tayci noted, “The US food codex
and packaging standards are quite
detailed. European producers impose
their own standards, whereas Turkish
industrialists inquire, ‘How do you
want it?” and swiftly adapt their
production to meet these standards.
This flexibility makes Tirkiye
preferable in global markets.”

OUR PRODUCTION LINE IS
YOUNGER THAN EUROPE

Kazim Taycl highlighted the
successful completion of certification

#

processes by Turkish producers on
a global scale, positioning Turkiye
strongly within the global food
market, and noted that Turkish
companies, capable of exporting to
Japan—renowned for its stringent
food standards—find it relatively
straightforward to replicate this
success in other markets. Tayci
stated, “Turkiye has proven itself in
both kosher and halal food markets.
Our production lines are very young
compared to Europe. In Europe, the
average age of production lines
stands at 30 years, whereas in
Turkiye, it is notably lower at just

8 years. This dynamism is a great
advantage.”

TRUST IN HALAL AND KOSHER
MARKETS

Stating that Turkish food products
are also preferred by different belief
groups due to their halal and kosher
certificates, Taycl said, “Today, a
Turkish biscuit, chocolate, chickpeas,
lentils or ketchup can be easily
consumed by different belief groups.
This makes the ‘Made in Turkiye’

brand very strong in the food sector.”
Indicating that Turkiye's trade
with Russia also contributes greatly
to the food sector, Tayci pointed
out that the Black Sea Basin
ranks among the most productive
agricultural regions globally. Taycl
stated, “The grains and oilseeds
imported from Russia and Ukraine
undergo processing in Turkiye before
being re-exported. Turkiye is the
world’s largest flour exporter. Upon
satisfying our domestic consumption,
we proceed to import raw materials,
such as wheat and corn. Our biscuit
production places us fifth globally,
with an impressive output of 255
thousand tons. In the sphere of
bulgur, we hold the distinction
of being the foremost exporters
globally.”

US MARKET PRODUCES A
MULTIPLIER EFFECT

Kazim Tayci also evaluated
the United States of America and
underlined that the US should not
be considered as a single country.
Taycl noted that the US, boasting a

population exceeding 330 million and
significant consumption potential,
harbours great opportunities

for Turkish food exports. Tayci
expressed, “Consumption in the US
should be considered four times
higher than world standards. They
have an incredible affinity for dessert
and sugary products. They keep
such products in their vehicles,
offices and homes within their reach
at all times. As Turkish producers, we
have developed new products in line
with this demand.” Tayci highlighted
that particularly innovative products
featuring combinations of sea salt-
caramel, pistachio, and shredded
wheat in syrup, recognised as Dubai
chocolate, have drawn attention

in the US market, and also pointed
out that bars containing hazelnuts,
caramel, and various nuts represent
the creativity of the Turkish dessert
industry.

WE HAVE THE HIGHEST OUTPUT

Kazim Tayci emphasised that
innovative products that intertwine
traditional flavours such as pistachio
cream, shredded wheat in syrup
and tahini have recently become a
global trend and noted, “We currently
have the world’s highest output in
this product group.” Kazim Tayci
expressed that investment in high
technology, the dynamism of young
entrepreneurs, and close monitoring
of global trends lie behind the
growth in Turkiye’'s exports of sugary,
cocoa and bakery products and
added, “While Turkish industrialists
accumulate experience in markets
such as Russia and the Turkish
Republics, they approach other
world markets with greater caution,
learning from past mistakes. We are
also exceptionally fast in product
development.”
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PLANNED
AGRICULTURAL
POLICY

Noting that major
steps have been
=" taken in agricultural
policies following the
pandemic, Kazim Tayci
articulated that the
agricultural incentive policies
announced in 2024 feature a
rational structure. Taycli
remarked, “Particularly, the
incentives allocated per
kilogram drive farmers to
focus on yield-oriented
production. Farmers now
calculate how much product
they can yield per decares
and collaborate more
thoughtfully with agricultural
engineers. This represents an
important transformation in
agriculture.” Remarking that
Turkiye currently holds
roughly one per cent of
global trade, Kazim Tayci
expressed, “l am confident
that these figures will rise
further soon. Despite
everything, we are hopeful.”
Indicating that IHBIR
has approximately 3
thousand members and that
approximately 600 thousand
people are employed in the
cereals, pulses, oil seeds and
products sector in Tlrkiye,
Kazim Tayci noted that the
total exports of the sector
reached 12 billion dollars as
of 2024. Tayci announced
that exports reached 6
billion dollars in the first
half of the year. Kazim Taycli
emphasised that cereals
should not be the sole focus
when discussing cereals and
pulses and continued, “We
define ourselves in this way:
Upon walking into a major
supermarket, if we leave
out goods like fresh fruits,
vegetables, and meat, nearly
every remaining product on
the shelves pertains to our
sector. Our selection includes
a diverse array of products,
featuring tea and coffee,
canned foods and pasta,
spices and chocolate, as
well as biscuits, cakes, and
wafers. We have a serious
contribution to our exports.”
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SWEETS & SNACKS EXPO (13-15 May 2025)

SERIAL NUMBER COMPANY NAME

1 EVIiZA BISCUIT CHOCOLATE FOOD INDUSTRY AND TRADE INC.

2 ZIRVE CHOCOLATE FOOD INDUSTRY AND TRADE INC.

3 GHIRASS CONSTRUCTION INDUSTRY & TRADE CO. LTD.

4 BESLER NUTS AND FOOD PRODUCTS MANUFACTURING & MARKETING TRADE INC.
) BONART FOOD INDUSTRY & TRADE INC.

Turkish flavours introduced in Indianapolis

Sweets & Snacks Expo 2025 Fair
opened its doors to visitors for the
28th time on May 13. Tasting events
of the most preferred products

of Turkish confectionery, such as
Turkish coffee, Turkish delight and
chocolate, took place in collaboration
with Tlrkiye’'s National Participation
Organisation during the fair held in
Indianapolis, USA, between 13-15
May 2025. The IHBIR Info Stand
garnered significant attention from

fair attendees, with numerous visitors
from nearly every country getting in-
formation about Turkish flavours, the
association, and its various activities.
The Sweets & Snacks Expo 2025
Fair, organised by IHBIR as Turkiye's
National Participation Organisation,
was accessible until May 15. On the
first day of the fair, Ahmet Samet Te-
koglu, the Commercial Attaché of the
Republic of Tirkiye to Chicago, paid
a visit to the Turkish National Partici-

EVIZA

pation Organisation, which is run by
the General Secretariat and engaged
in discussions with Kazim Tayci, the
President of the Board of Directors
of IHBIR, and Ismail Giil, a Member of
the Board of Directors. Following the
meeting that focused on consulta-
tions about the activities of the As-
sociation and potential collaboration
between the two countries, certifica-
tes were awarded to the attendees of
the Sweets & Snacks Expo 2025 Fair.
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THAIFEX FUARI (27-31 Mayis 2025)

SIRANO | FiRMA ADI

1 AK STARCH INDUSTRY AND TRADE INC.

2 AKSU FOOD PRODUCTS MANUFACTURING INDUSTRY & TRADE CO. LTD.

3 BONART FOOD INDUSTRY AND TRADE INC.

4 GELENLi FOOD AND CONSUMER GOODS IMPORT EXPORT INDUSTRY & TRADE CO. LTD.
5 GURU HEALTHY FOOD INDUSTRY INC.

6 HALIC INTERNATIONAL TRANSPORT, TOURISM & FOREIGN TRADE CO. LTD.
7 HELIS DRAGEE FOOD INDUSTRY & TRADE CO. LTD.

8 MERTSAN FOOD AND CONSUMER GOODS INDUSTRY & TRADE INC.

9 SEKMANLAR FOOD INDUSTRY, CONSTRUCTION & TRADE CO. LTD.

10 SEYIDOGLU FOOD INDUSTRY & TRADE INC.

1 SOYYIGIT FOOD INDUSTRY & TRADE INC.

12 TYC CONSTRUCTION INDUSTRY & TRADE INC.

13 UNO GROUP FOOD & CONSTRUCTION INDUSTRY & TRADE CO. LTD.

Companies showed up
at the giant fair of Asia

THAIFEX ANUGA ASIA 2025 Fair opened its doors to
visitors on Tuesday, May 27. Within the scope of the HBIR
Confectionery and Pastry Sectors Export Breakthrough DIC
Project’ run by iHBIR, 13 member companies set up stands.
Kazim Tayci, the Pre3|dent of the Board of Directors of
iHBIR, along with Hiiseyin Eviz, a Member of the Board

of D|rectors awarded cert|f|cates to the companies that
attended the fair as part of the DIC Project. Tayci and

Eviz visited the members attending the fair and made
consultations about the fair and the Asian Market.

—_7
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SUMMER FANCY FOOD FUARI (29 June -1 July 2025)
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Turkish
\9/ Tastes

SIRA NO FIRMA ADI

1 AK STARCH INDUSTRY AND TRADE INC.

2 AKSU FOOD PRODUCTS MANUFACTURING INDUSTRY & TRADE CO.LTD.

3 BONART FOOD INDUSTRY AND TRADE INC.

4 CHR NATURAL LIFE AND HEALTH PRODUCTS TOURISM INDUSTRY & TRADE CO. LTD.
5 GELENLIi FOOD AND CONSUMER GOODS IMPORT & EXPORT INDUSTRY & TRADE CO. LTD.
6 GURU HEALTHY FOOD INDUSTRY INC.

7 IPEK TEXTILE, CONSTRUCTION, FOOD INDUSTRY & FOREIGN TRADE CO. LTD.

8 SOYYIGIT FOOD INDUSTRY & TRADE INC.

9 TYC CONSTRUCTION INDUSTRY & TRADE INC.

10 UNO GROUP FOOD & CONSTRUCTION INDUSTRY & TRADE CO. LTD.

1" SEYIDOGLU FOOD INDUSTRY & TRADE INC.

Strong Debut by Turkish Companies in New York

The Istanbul Cereals,
Pulses, Qil Seeds and
Products Exporters’
Association (IHBIR) took
part in the Summer '25
Fancy Food Show, one
of the most prestigious
food fairs in the United
States, held in New York.
Within the scope of
the “Confectionery and
Bakery Products Export
Boost UR-GE Project,”
IHBIR participated with
11 member companies
showcasing their products
at dedicated booths.

On the first day of
the fair, IHBIR Chairman
Mr. Kazim Taycl, along
with Vice Chairmen Mr.
Semsettin Memis and Mr.
Kirsad Gulbahar, visited
the member companies’

stands, supporting the
participants in presenting
their products to the
global market.

_ On the second day,
IHBIR Chairman Mr.
Kazim Taycl, together
with the Consul General
of Turkiye in New York,
Mr. Muhittin Ahmet
Yazal, Turkiye's Trade
Counsellor in New York,
Mr. Bilgehan Ramazan
Caner, Chairman of the
Aegean Fisheries and
Animal Products Exporters’
Association, Mr. Bedri
Girit, and Chairman of the
Aegean Cereals, Pulses,
Oil Seeds and Products
Exporters’ Association,
Mr. Muhammet Oztlrk,
presented certificates

to the companies

PACHA MATURAL COULLAGEN F KENT BORINGER
.

of the Turkish food
sector in global markets
and extended his

best wishes for the
continued success of the
participating companies.

i SEVIDORGLL GIDA

participating in the UR-GE
project.

During the
ceremony, Chairman
Taycl emphasized the
competitive strength
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Turkish companies
are getting stronger in
the global market

Member companies of iHBIR
successfully represented the
Turkish food sector at the Thaifex
Anuga Asia Fair held in Thailand
in 2025, as well as the Summer
Fancy Food Fair held in the USA. A
wide spectrum of participation was
achieved, from those attending
their first international fair to those
who have been exporting for years.
Many innovative products, ranging
from coffee to halva, dragees to
white berry offerings, have been
introduced to the global markets.
Turkish companies, which have
garnered considerable attention
from different geographies,
particularly the United States and
the Far East, have forged strong
contacts for new collaborations
and achieved notable gains with
the objective of further broadening
their export networks in the
forthcoming period.

GURU SAGLIKLI GIDA / $RHIN ZULUG

72 What were your
? / expectations from the

=X Thaifex 2025 Exhibition?

We have not yet launched
internationally. This marked our
first experience overseas. The
Thaifex 2025 Anuga Fair exceeded
our expectations, proving to be
a significantly larger and more
comprehensive event than we had
anticipated. It was our first platform
to get into the international arena.
And frankly, we have situated
ourselves appropriately.

/% Didyou attend this fair to

“2 | network with new

X=\" companies? Which
countries exhibited the highest
level of attendance at the fair?

It was an event where we shared
the atmosphere with a group
of Turkish exporters. Thailand,
Singapore, Korea, Japan, Australia,
Singapore, Korea, Japan and
Australia attended extensively.

There were also potential buyers
from the MENA region, Russia,
Western Europe, the UK, as well as
across the Atlantic from America
and Canada.

%+ Have youreceived any

? | orders?

X=\" Fifteen days have passed
since our return from the fair. |
can say we have progressed at an
impressive pace. Most likely, we'll
probably continue our commercial
journey with the partners we met
there.

SEYIDOGLU / YENER ELMACIOGLU

/% How was Thaifex 2025
? | overall?

~" We visited Thaifex for the

first time as Seyidoglu Gida. It was

a large event. It was vibrant and

bustling.
¢ people in your products
=\" during the Thaifex Fair?
As a country, we attracted a
lesser number of visitors to our
stand than Thailand. | can tell
you we hosted more visitors from
neighbouring countries. Preserves
are a well-known and consumed
product worldwide, even though
the recipes can vary quite a bit.

How interested were

/%= What do you think
? | reaching new markets
X=X" could do for your
advantage?

Our visitors, mostly from Far East
countries, are not very familiar with
dessert products. Also, traditional
tahini, halva and molasses are
very new products for them.
However, they expressed particular
appreciation for our halva. Tahini
offered a fascinating flavour, yet
they still enjoyed it.

HELIS DRAJE / MRHMUT DEMIRYOL
27— How did the fair go?
/?‘ ' In 2025, we attended

X7 the Thaifex Fair held in

Thailand. Our fair went really well!
7~—_ What do you think

/?/ helped to raise

=" awareness at the fair?

What would you like to share

about your organisation?

Our products really helped to
build awareness there. | believe
the organisation was great!

»~— Areyou

/?/ interested in attending

X\ Thaifex 2025
again? Why?

We are planning to attend this
organisation again next year.
Being present in the Far East
benefits both our country and our
business.

SUMMER FANGY FOOD FUARI
CHR / IMMUNFLEX - TIJEN ZIYAL

%= How did the Summer

? / Fancy Food Fair go? Was
=\ itbusy? How was the
interest?

We are pleased to have
attended the Summer Fancy Food
Fair. We attended to observe the
practices of food producers in
other countries, to explore the
innovations they offer, and to
consolidate our efforts on white
mulberry fruit and leaves, which
we prioritise, along with their
transformation into products for
potential buyers there. We had
such a great time!

/4= Didyou attend
Q / networking with new
=" companies?
We attended this fair to observe
emerging companies, explore
innovations, and present the
innovations we have made. We met
most of our expectations. In America
and Europe, people don’t seem to
know as much about white mulberry
fruit as we do in our country. We
informed them since they are
unaware.
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7%+ What benefits did your
2 | involvement in the DIC

X" Project provide to your
company?

As a company in the food
sector, I'm truly pleased and
honoured to be part of this
project. Representing our
country and our efforts at the
fairs we attend as part of this
project holds significant value. |
would like to express my sincere
gratitude to the whole IHBIR team,
particularly to President Kazim.

It would be a great pleasure and
accomplishment for us to be
involved in the DIC projects in the
following periods as well.

SOVYIGT / NENT BORINGER
ALISEFA SOYYiciT

7% How did the Summer

?/ Fancy Food Fair go, and
=" what were your
impressions of the fair?

Our fair went well! The fair was
bustling with crowds. Visitors
arrived from a range of countries.
There were mostly distributors
supplying local markets in the US.

7 Which of your

?/ products garnered
=" specific attention?

Our liquid pastry offerings,
savoury selections, bouillons,
soups, and condiments represent
the core of our targeted products
within American supermarket
chains. There was a notable
interest in these products among
visitors.

»~—_ What are your
/?/ thoughts on the

X=X benefits provided by a
vast and competitive market
such as the USA?

The United States boasts a
population ranging from 300 to
400 million, comprising a diverse
array of ethnic groups. The
Ministry of Trade has included it
in its list of target countries for
2025. A country characterised by
a consumer-driven culture and
distinct consumption habits. A
market with a substantial target
potential. Tlrkiye also holds a
competitive edge over other
countries regarding customs
duties. This is the reason we care
about the American market. That’s
also why we attend fairs and
anticipate favourable
outcomes.

AKSU GIDA / MUSTAFR AGAR

/%2 Have you ever been to
é / the Summer Fancy Food

=" Fair?
As Aksu Gida, we attend fairs in
many countries across the world.
This was our first time attending
the Summer Fancy Food Show.
Although the fair was huge, it was
quite vibrant and intense.

~——_ Why did you attend the

/?/ fair?

=" We were delighted with
the appreciation of the buyers
who tested our products. On this
occasion, we tested our quality
once again in the American
continent. We strengthened
our competitiveness in the
international arena. Next year, we
plan to introduce our products
more efficiently with minor
updates at this fair.

7%+ How did being involved

Q/ in the UR-GE project

=" make a difference for
your company?

The world is going through
a huge crisis now. Despite this
crisis, it is a challenging task to
implement the UR-GE program.
To represent our country, it is
invaluable for the DIC to stand by
our exporters. | want to extend
my sincere appreciation to Mr.
Kazim Taycl, our President, IHBIR,
and everyone who played a part
in bringing this project to life
after such a lengthy preparation
process.

GELENLI / BURRK TAS

7= Were you satisfied with

Q / the fair? Which

=" countries were the most
prominent?

We were generally satisfied
with the fair. We engaged with
companies from the American
market as well as ethnic markets
that expressed interest in our
products.

7= Which goods do you

@ / produce, and what was

=" theinterestinyour
products in the US market?

We mainly produce
confectionery. Our product range
includes goods that appeal to
Turkiye classic desserts: Turkish
delight, pismaniye, churchkhela
and confectionery varieties.

The market is substantial, and
particularly companies catering
to the ethnic market expressed
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interest in our products.

/% What do you think

? ) reaching new markets
@

=" could do for your
advantage?

America is a huge market.
Initially, we are proceeding
without bias towards any specific
companies. We anticipate growth
in this country and other markets
as our brand becomes more
widely available on the shelves.
We generally met with American
companies. We also reached out to
companies from different countries
that do business in the US. We also

received requests from countries in
Europe and the Middle East.

IPEK GIDA / OMER ONER

— Did the fair

meet your

=" expectations?

Our fair went really well! We
are pleased to be involved in the
DIC program. We express our
gratitude to the board of directors
for including us in this program.
Our fair was highly productive.

//? - Whatadvantage will
¢ ) getting into new
([ d o
markets bring to your
company?

Getting into new markets is
important to strengthen our
brand globally. America makes up
two-thirds of this global market.
We are eager to take part in this
market.

@
=

Did you manage to
| strike any deals at the
fair? Have you managed
to establish new
collaborations?

Our products are well-suited
for the market. We got positive
feedback from the fair. Following
the fair, we will pursue our
business endeavours and aim to
enter the market. We plan to visit
the warehouses of the people we
meet and check their distribution
networks. Then, we will decide.

7/ Areyouinterestedin

? | attending the Summer
=" Fancy Food Fair once

more?

We are certainly interested
in attending. We are a company
that enjoys attending fairs. We
sincerely appreciate your interest
from the very first day of the fair
through the preparation phase.
We were quite satisfied. | trust
that our hard work will pay off!
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Education Program Successfully Completed

The IHBIR Technical Education Program, initiated by the Istanbul Cereals, Pulses, Oil
Seeds and Products Exporters’ Association (IHBIR), continues to enhance the expertise
of professionals in the food industry. The fifth training of the 2024-2025 term has been
successfully completed with strong participation.

This session, titled “Research
Projects, Preparing Articles and
Papers in Food Industry, Science
and Technology”, was delivered
by Prof. Dr. Nevzat Konar from
Ankara University and Assoc.
Prof. Dr. Omer Said Toker from
Yildiz Technical University. The
program, enriched by the valuable
insights of leading academics,
attracted significant attention from
participants.

IHBIR aims to support the
professional development of not
only food industry employees

but also graduates from various
engineering and basic sciences
departments. Sessions are
designed with the contributions
of distinguished academics and
industry professionals.

The courses are conducted
face-to-face, and participants who
successfully complete the program
receive certificates. In this way,
the initiative both raises awareness
among sector employees and
contributes to the development of
a highly skilled workforce.

The fifth session placed

particular emphasis on academic
writing processes, project
preparation, and the development
of scientific articles and papers.
Participants gained valuable
insights into national and
international scientific production
processes through both theoretical
knowledge and practical examples.
Feedback from attendees
highlighted the significant benefits
of such training programs for
professional growth and underlined
their role in addressing an
important gap in the industry.
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IHBIR TECHNICAL TRAINING PARTICIPANT INTERVIEWS
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“Education strengthens
innovation in R&D"

Neslihan Unlitirk, from IFF
Aroma Essence Creation & Design,
articulated the significant value of
the trainings organised by IHBIR
in merging academic expertise
with industry professionals, and
remarked, “In a field such as R&D,
which necessitates perpetual
innovation and current knowledge,
these trainings serve to enhance
vision as well as offer guidance.”
In particular, the knowledge |
have acquired on project cycle
management, literature review
and scientific writing techniques
has made significant contributions
to both national and international
projects.” Unlitiurk emphasised
that the integration of artificial
intelligence into R&D processes,
as well as trend analysis in food
innovation, would further strengthen
the food industry in the future.

7% Whatare your overall
? impressions and
N

evaluations of the training
programs organised by IHBIR?

| consider the trainings organised
by IHBIR in this field to be invaluable,
as they facilitate the convergence of
sector professionals and academic
knowledge. The topics reflected the
scientific depth and application areas
of the food industry very well. As
someone who works in a field such
as R&D, which necessitates perpetual
innovation and current knowledge, |
believe that such content serves as
both a guiding force and a catalyst
for visionary thinking. The trainings |
attended exceeded my expectations
significantly.

/%o Are the selection and

? content of the training

=\" topics satisfactory? What
do you think about the length and
planning of the content?

The topics covered in the
trainings engage with critical matters
pertinent to our industry, including
the preparation of R&D projects,
the search for scientific resources,
and the creation of a coherent
publication language. The content
is comprehensive and replete with
knowledge. The thorough planning
time and content of the training

proved to be highly successful;
each session was thoughtfully
constructed to grab the participants’
focus. The smooth progression of
topics, coupled with effective time
management, rendered the learning
process both lucrative and enjoyable.
The care paid to detail unequivocally
illustrates the quality of the training.
2 Is the communicationin
" ) training announcements
adequate?

Overall, the announcements
communicated through social media
and e-mail were adequate. We can
access the required content promptly
and thoroughly via regular email
notifications following registration
for the trainings. | also think that the
posts shared on LinkedlIn are highly
effective at reaching large audiences.

%+ Have youfound the IHBIR

? | training useful in your

=\" currentrole and
implemented the knowledge
you've gained? If so, can you give
some examples?

The training on “Preparing
Research Projects, Articles and

Papers in Food Industry, Science
and Technology” that | attended
was highly beneficial, particularly in
project cycle management, literature
review methodologies, and scientific
writing techniques. | acquired highly
valuable knowledge about the critical
points to consider when preparing
project applications and academic
outputs conducted at both national
and international levels.

%+ We would appreciate any
? suggestions you might
X=\" have for training topics;

would you share them with us?

The topics | find to be useful are
as follows:

@ Integration of artificial
intelligence into R&D processes

@ International funds (Horizon
Europe, Eureka, etc.) and project
applications

@® Trend analysis and
commercialisation processes in food
innovation

These topics can contribute to
both improving the competitiveness
of companies and fortifying
academic collaborations.
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“Training contributes to
corporate development.”

Gunisitan Alan, Process Engineer
at Abalioglu Lezita Food Advanced
Processing Production Management,
expressed that the training organised
by IHBIR was practical, useful, and
aligned with the current needs of the
sector. He remarked, “This training
enhances employee knowledge
while also contributing to corporate
development. Training topics are
selected based on the dynamics of
the industry, and the schedule is set
to align with the intense work pace.
We are able to directly implement
the knowledge we have acquired
in the industrial adaptation of our
projects, academic research, and
ethical evaluations. In the near
future, incorporating subjects like
sustainability, the Green Deal,
and the impact of climate change
on foreign trade into the training
programs will strengthen our export
sector.”

% Whatare your overall
? impressions and
=\" evaluations of the training

programs organised by iHBiR?

The training programs provided
by IHBIR are exceptionally
advantageous, featuring content
that is specifically designed to meet
the sector’s needs, current, and
focused on practical application.
These efforts, intended to
improve participants’ knowledge,
are supportive of organisational
development. The professional
approach to organising the training
programs is commendable.

7 Are the selection and

? content of the training

=\" topics satisfactory? What
do you think about the length and
planning of the content?

The selection of training topics
considers the present needs and
advancements within the sector. The
content is thorough, and its length is
designed to accommodate the busy
schedules of the participants. This
allows participants to acquire both
theoretical and practical knowledge.

%+ |s the communicationin

¢ ) training announcements
=" adequate?
Effective and prompt

communication of training
announcements aids participants in
their planning efforts. Information
processes are managed successfully
through the effective use of existing
communication channels. L

7 Have youfound the IHBIR
? training useful in your
=\ currentrole and
implemented the knowledge
you've gained? If so, can you give
some examples?

The knowledge we have acquired
through IHBIR training has been
directly educational and instructive
in areas such as the compatibility of
projects with industrial projects in

our work processes, thesis research,
article research, TUBITAK projects,
and the ethical evaluation of articles
and projects.

- We would appreciate any

suggestions you might
have for training topics.
Would you share them with us?

Future discussions may
encompass:

@ Export under Sustainability and
the Green Deal

® The impact of climate change
on foreign trade

We believe that these suggestions
will further strengthen IHBIR’s
training portfolio.



iISTANBUL CEREALS PULSES OIL SEEDS AND PRODUCTS EXPORTERS ASSOCIATION

82

LET'S GET TO KNOW OUR EXPORT FAMILY

MAY/JUNE 2025

Dragee from Tiirkiye to
every corner of the globe

Mahmut Demiryol, the Chairman of the Board of Directors of Helis Draje Gida,
remarked, “As Turkiye’s first dragee company, we produce over 350 varieties of dragee
and exclusive chocolates. Today, we stand as one of the leading companies in producing
a wide array of varieties and flavours of dragees, both nationally and globally. We are
progressing towards becoming a leader in this field with our slogan, “Dragee is our Art.”

Mahmut Demiryol, the Chairman
of the Board of Directors of Helis
Draje Gida, stated that Helis Draje
was established in 2003 and
continued: “Our company, which
started off production in a closed
area of 200 square meters in
Istanbul, Gaziosmanpasa Kigukkdy,
now operates in its modern facility
of 2000 square meters in Avcllar,
reflecting our growing business
volume.” Mahmut Demiryol
recounted the foundation’s story
with these words: “We embarked
on this journey with a skilled
team that has extensive training
in dragee, both domestically and
internationally. Our goal was to
promote and mainstream dragee
in our country. We settled on the
name of our company based on
the phrase ‘Dragee.’ For us, dragee
represents a form of artistry.

OUR PRIMARY GOAL IS DRAGEE

Mahmut Demiryol highlighted that
Helis Draje has achieved over 350
product varieties in a brief period,
stating, “Our company, which is
swiftly gaining recognition in both
domestic and international markets
with the Helis brand, now holds the
title of the dragee producer with the

most varieties in Turkiye and globally.

Today, many businesses primarily
focus on chocolate production, with
dragees being a by-product of their
operations. Our focus is entirely
different; our primary goal is to excel
in dragee and showcase our own
quality in this area. Mahmut Demiryol
highlighted that their company,
holding ISO 9001:2015 and ISO
22000:2018 quality and food safety
certifications, is also progressing
with its FSSC 22000 initiatives,

and mentioned that their company,
which holds an international halal
certificate, is further secured by

quality certifications.

LEADERSHIP IS THE GOAL

Stating that Helis Draje,
produced by a team of 25
individuals, has successfully
exported its first product to Dubai,
Mahmut Demiryol remarked,

“Our exports, which started with
dragee varieties, have spread to
different markets upon customer
demands. We expand our brand’s
reach through our attendance at
trade shows and our promotions
on social media. As an R&D-based

company, we lead the way in
dragee production in Turkiye. We
are pioneering a new frontier with
the production of tahini dragees,
marking a first not only in Turkiye
but also globally. Our product
received significant praise. Today,
our company, advancing with a
forward-thinking perspective, R&D
studies, alongside a production
approach that respects people, is
making significant strides toward
leadership in both local and global
markets, encapsulated by the
slogan “Dragee is Our Art.”
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New markets
targeted for exports

Atilla Rua, the Chairman of the Board of Directors of Atom Gida, noted that they closely
follow the evolving food consumption trends around the world and that they attend
international fairs and trade delegations in order to assume an active role in new export
markets. Rua emphasised that the Middle East, Africa, and the Far East are among

the priority target markets and underlined that they develop product and packaging
solutions in accordance with the consumption habits and legal requirements of each
country. He also mentioned that they intend to enhance the visibility of their brands on
a global scale through investments in digital marketing and e-commerce.

H A

=\" are your production
facilities located, and how many
staff do you employ?

Since 1974, our company has
been operating in the spice sector,
producing spice varieties, spice
blends, aromatic herbs, herbal teas,
flavouring formulas, and disposable
ready-to-eat food mixes. We offer
customizable products tailored to our
customers’ needs, featuring various
packaging and weight options. Our
production facility is in Sultanbeyli
Aytop Gida Sitesi, where we have
a dedicated team of 30 employees
committed to upholding international
quality standards through our
advanced screening, grinding, sizing,
and packaging lines.

% Whatled you to enter the
? field of export? What was
=\" the first country you

exported to, and what product did
you ship there?

The initiation of our export
journey was influenced by the strong
brand image we established in the
domestic market and the growing
demands from international markets.
In 2012, we made our initial export
to the French market, specifically
to “Auchan,” which is in Erbil, Iraq.
We subsequently began shipping
packaged products to Japan.

7+ Whatactivities do you
(?g have planned for new
@
=\" export markets?

We aim to expand our export
network by attentively following
global food consumption trends
and market dynamics. In pursuit
of this objective, we attend
international food fairs and sectoral
trade delegations, improving our

Which products does your
company produce? Where

relationships with existing business
partners and laying the groundwork
for new collaborations. Our market
research prioritises countries in

the Middle East, Africa, and the Far
East. We create tailored product and
packaging solutions for each country,
considering the consumption habits,
legal requirements, and logistics
infrastructure of each market. We
also aim to enhance our visibility on
digital marketing and e-commerce
platforms, allowing us to reach a
broader audience globally.

7 Could you share some
? insights regarding your
=" work in product
development?

Our product development
process considers customer
demands and global food trends.

Our R&D and quality control units
focus on creating spice blends,
aromatic herbs, and innovative food
solutions that cater to an array of
palates. We prioritise preserving the
natural essence of our products,
upholding our commitment to
additive-free production, and
consistently improving our quality
standards. For the packaging, we
place importance on developing
solutions that both extend shelf life
and are made of environmentally
friendly materials. We prepare
disposable portions and special
formulas to meet our customers’
expectations for practical use. Thus,
we strengthen the innovative and
reliable image of our brand both

in the domestic market and in the
international arena.
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the primary targets

Emin Demirci, the
Chairman of the Board of
Emin Gida, discussed their
new export strategy and
remarked, “We have been
a growing brand in the
sector since 1975. Currently,
we export to over 20
countries with a product
portfolio that includes
more than 200 products.
Our foremost objective in
the upcoming period is to
establish a strong footing
in the US and Russian
markets. In pursuit of this
objective, we attend fairs,
conduct market visits, and
meet with potential buyers
via trade consultancies.
We aim to introduce our
product range featuring
packaging solutions
tailored to specific regions
while also broadening our
customer network.

your company produce?

Where are your
production facilities located, and
how many staff do you employ?

Our company was founded in

Emindnd, Istanbul, in 1975. It has
been operating in Esenyurt since
2000. Initially, our focus was solely
on spice packaging, but post-2000,
we expanded our production to
include various spice types, mortar
varieties, herbal teas, pastry dessert
auxiliaries, ready-made powdered
desserts (such as puddings and
traditional Turkish desserts),
powdered whipped cream varieties,
powdered hot chocolate, and
sahlep. At present, we offer over
200 product portfolios available for

//? - Which products does
<)

purchase. Our company employs a
total of 45 personnel.

##= Whatled you to enter the

? | field of export? What was

=\ the first country you
exported to, and what product did
you ship there?

In 2007, we established our export
unit to extend our domestic sales
and marketing activities into different
international markets. Our initial action
towards export involved participating
in the German Anuga Fair. Following
the fair, we initiated our first exports
to France and Germany. Our initial
exports included spices, spice blends,
and pastry dessert powder aids. From
2007 onward, we enhanced our export
potential through attending various
fairs. We are presently engaged
in exporting to TRNC, Bulgaria,
Greece, Bosnia and Herzegovina,
Albania, Romania, Austria, France,
England, Canada, Northern Ireland,
Turkmenistan, Kyrgyzstan, Tajikistan,
Afghanistan, Gabon, Senegal, Liberia,
the Democratic Republic of Congo,
Bahrain, and Qatar.

%+ Whatactivities do you

? ' have planned for new

= export markets?

We are seeking to grow our trade
in new export markets by reaching

out again to the companies we

met at past fairs but have yet to
collaborate with. Conversely, we
learn and reach the lists of buyer
companies and their operational
capacities via the commercial
attaché offices of the countries
within our target market in Turkiye,
as well as through our trade
consultants overseas. We attend
proactively fairs and B2B bilateral
meetings both in Tirkiye and
internationally, aiming to improve
new customer participation by
showcasing various packaging types
that are tailored to the region at our
stands. We are in the process of
getting ready for fairs and market
visits to the USA and Russia, our
main target markets. Furthermore,
we visit foreign trade companies
that export a range of food products
internationally, and through the
orders we receive, our products are

available at multiple places overseas.

% Could you share some

? / insights regarding your
=" workin product
development?

We keep developing a diverse
range of new products tailored to
customer demand in the markets we
serve.
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The aroma of coffee
transcends all boundaries

Umit Kokel, the Chairman of the Board of Kokel Kahve,
conveyed that they consider coffee not merely as a drink
but as a shared cultural language, stating, “Traditional
Turkish coffee is our greatest pride. In 2008, when we began
exporting to Kosovo, we aimed to introduce this flavour

to the world. Today, we shipped Turkish coffee and world
coffee to various countries. We are getting ready to launch
our first international branch in Iraq, and we are thrilled to
share our passion for coffee with the global community.”

7 Which products does your
? company produce? Where
=\" are your production
facilities located, and how many
staff do you employ?

Kdkel Kahve Deposu is a company
that offers a diverse selection of
Turkish and international coffees,
operating under the brand name
“Kokel.” As Kdkel Kurukahve, we
regard coffee as a cultural experience,
transcending its role as merely a
drink. Traditional Turkish coffee
is our greatest pride, but we also
produce filter coffee, espresso
blends, flavoured coffees, and world
coffees, which are called exclusive
single-origin coffees. Our production
takes place in our facility located in
the Ikitelli Isteks Industrial Zone in
Istanbul, featuring state-of-the-art
equipment. Today, we collaborate with
a dedicated team of 22 individuals
who share a deep passion for coffee.

%= Whatledyou to enter the

? field of export? What was
=\ the first country you
exported to, and what product did
you ship there?

Indeed, our journey in exports
began with trade fairs. Upon
observing the enthusiasm of foreign
visitors for Turkish coffee at the
international food fairs we attended,
we realised the importance of sharing
this culture beyond our borders. Our
initial export to Kosovo took place in
2008. Our product is Turkish coffee,
the epitome of authentic coffee.

This flavour captivated foreign
coffee lovers, leading us to broaden
our exports to various countries.

We would like to share the thrilling
announcement of our first café debut
abroad with you. Kahve Deposu has
recently taken a significant move

towards establishing itself as a global
brand. Our brand’s inaugural overseas
branch is poised to open its doors,
filled with enthusiasm and pride! Every
new branch we have established
in various cities throughout Turkiye
has transformed into more than just
a coffee shop; it has evolved into a
gathering place, a vibrant space, and
a hub for experiences. We have not
only promised quality coffee to our
guests but also a warm environment,
quality service, and an inspiring
atmosphere. We are now extending
this exceptional experience beyond
the borders of Turkiye. We are thrilled
to announce the official launch of our
first overseas branch in Iraq, where we
will share the “Kahve Deposu” culture
with coffee enthusiasts around the
world. Our new branch will embody
a unique concept that reflects the
essence of its city, while maintaining
the familiar warmth and design
aesthetic of Kahve Deposu. Our
menu will feature local flavours while
upholding our commitment to being
coffee-oriented and high-quality.
This represents not just an expansion
for us, but also the achievement of a
vision. We are dedicated to delivering
international service with unwavering
passion, care, and quality. We hold the
conviction that the aroma of coffee
transcends all boundaries. As we kick
off this journey with this conviction,
we would like to express our gratitude
to the coffee enthusiasts who have
consistently supported us, and we
eagerly anticipate crafting new
narratives together with the world in
our new branch.

%+ Whatactivities do you

@ have planned for new

=V export markets?

Each country has a different coffee

Tt

T ‘-1

culture, and we act accordingly.
Initially, we do our market research
and analyse their tastes. We also
engage with the digital world actively.
Our brand is promoted via social
media campaigns and online sales
platforms. In essence, we exist both
on the field and on the screen.

# = Couldyou share some
¢ ) insights regarding your

work in product
development?

R&D is our most thrilling domain. We
strive to introduce new flavours while
maintaining the essence of traditional
Turkish coffee. These consist of
Turkish coffee varieties without added
sugar and natural flavours, cold brew,
and instant powdered beverages.
Furthermore, we source sustainable
coffee beans and utilise eco-friendly
packaging. The narrative behind the
coffee holds equal significance to its
taste for us.
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“The luscious’ export

Behnan Erol, the Chairman of the Board of Sivma Gida, explains that the company
produces a variety of frozen desserts and bakery products and stated, “We first
exported to Belgium with products such as kunefah, crisp flaky pastry, pastry with
feta cheese, and baklawa. Today, we continue our efforts to deliver our desserts and
pastry varieties to different cuisines around the world.”

// Which products
Q does your company
produce? Where
are your production facilities
located, and how many staff do
you employ?

Our company produces frozen
desserts and bakery products. Our
products consist of kunefah, crisp
flaky pastry, pistachio shredded
wheat in syrup, soufflé, halva,
flatbread varieties, spring rolls,
deep-fried pastry with pastrami, and
chocolate varieties. Our production
faC|I|ty is in the Isteks Industrial Zone
in the Basaksehir ikitelli region. We

have a staff of twelve people.

7= Whatled you to enter the

2 | field of export? What was

=\ the first country you
exported to, and what product did
you ship there?

Initially, we exported by relying
on the references provided by our
partners, as we are a production
company actively involved in
domestic trade. Belgium was the first
country to which we exported. In our
initial exports, we shipped kunefah, a
crisp, flaky pastry, along with pastry

filled with feta cheese
and baklawa.

7%+ What activities do you

? have planned for new

@
=\" export markets?

We arrange customer visits
overseas. We attend food fairs and
visit trade fairs.

/%= Could you share some

q |n5|ghts regarding your
=" workin product
development?

Our team is collaborating on new
products. We present the products we
have tested to our existing customers.
Based on their feedback, we
implement changes to the products
and launch them in the market.
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24 COMPANIES LISTED IN THE iSO 500

The Istanbul Chamber of Industry (iSO) has released the Tiirkiye's Top 500

Industrial Enterprises 2024 List, including 24 member companies of iHBIR. Kazim

Tayc, the President of iHBIR, extended his congratulations to the companies.
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The board
of directors
held in June

The board of directors meeting
for June was held with the
attendance of Kazim Tayci, the
President of the Board of Directors
of IHBIR, along with the members
of both the Board of Directors
and the Audit Board. Discussions
took place on the activities of the
Union, sectoral advancements,
the Ur-Ge project in progress,
and the activities planned for the
upcoming period.
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The United States,
recognised for its

highest per capita food
consumption globally, has
become one of the major
targets of the Turkish
food sector. Kazim Tayci,
the President of Istanbul
Cereals, Pulses, Oil Seeds
and Products Exporters’
Association (IHBIR),
articulated that they will
actively promote Turkish
flavours in the region
through involving chefs,
YouTubers, and novel
marketing approaches
commencing with the
upcoming fair in Miami.
Noting that Turkiye has
great opportunities in
front of it in food exports
to the US, Tayc1 indicated,
“The US imports only
confectionery and
chocolate amounting to
40 billion dollars.

Our total exports globally
amount to 3 billion
dollars. By focusing on the
USA, we aim to double our
exports, with a subsequent
goal of reaching

10 billion dollars.”

Kazim Taycl, the President of the
Istanbul Cereals, Pulses, Oil Seeds
and Products Exporters’ Association
(IHBIR), stated that Tiirkiye attended
the Summer’25 Fancy Food Show
Food Fair, one of the leading food
fairs in the USA, held in New York
between June 29 and July 1, with
approximately 100 companies, 14 of
which were under the DIC project of
the Istanbul Exporters’ Association.
Noting that the per capita food
consumption in the USA exceeds four
times the global average, emphasising
its significance as a crucial market
for the sector, Tayci mentioned that
they were engaging in significant
activities to boost exports to this
region, particularly through trade
fairs. Semsettin Memis and Kiirsad
Gilbahar, the Vice-President of the
Board of D|rectors of IHBIR, visited the
stands of member companies as well.

RENOWNED GHEFS AND
POPULAR YOUTUBERS WILL
INTRODUGE TURKISH FLAVORS
T0 THE USA

Pointing out that as IHBIR, there
are two distinct fairs in the USA that
they have organised, Tayci stated,
“One of these is the Miami Fair and
the other is the Chicago Fair. This
year, we have decided to kick off our

MAY/JUNE 2025

Target of $6 billion in
confectlonery exports

activities under Turquality at the Miami
Fair scheduled for September. During
the fair period, we will outfit many
places from the airport, ranging from
the airport—an essential transit hub

in Miami—to the city’s most bustling
spaces, with visual displays featuring
Turkish Delight and Turkish cuisine.
Simultaneously, we shall assemble
distinguished chefs from both the
United States and Turkiye to showcase
the intricate dishes and rich flavours
of Turkish cuisine through the shows
we will stage at the fairground. We are
currently engaged in discussions with
culinary YouTubers across both the
Latin American and American markets
to improve the volume and resonance
of this outreach initiative. In addition
to our halva, baklava, and Turkish
delight, we will also launch significant
promotional activities for our distinctive
bulgur product. We plan to repeat the
same activities at the Chicago fair.”

Noting that Turkish food
companies are active in local markets
in the US, where Turkish and Middle
Eastern populations are concentrated
but face challenges in getting into
larger American markets, Taycl
continued as follows:

“Now we have started to get
services from important consultants
for this issue. For our companies to
successfully penetrate the major
markets in the US, it is essential that
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they refine their products to better
align with the preferences of the
American consumer. They seek to
see their unique aesthetic through
every aspect of product content,
packaging design, and colour
selection. They prefer stronger
flavours in the taste of the products.
For instance, we enjoy a touch more
oil and a softer flavour, whereas
they prefer stronger tastes and
more intense aromas. We have been
involved in these efforts with many
of our companies, and we believe
that we will attain considerable
success in the near future.”

“WE SHOULD MODEL ITALIAN
MARKETING’

Stating that the Turkish food
sector excels in content and flavour
but lags a bit behind in marketing,
Tayci suggested that they could
benefit from observing the practices
employed by the Italians in this
regard. Taycl remarked that Italians
presented their olive oil in packaging
reminiscent of jewellery boxes and
in exquisite vials at the fair in New
York, and noted, “While our olive oil is
typically superior, they have cultivated
a remarkably strong impression for
Italian olive oil and are running an
impressive marketing strategy. They
do the same in the confectionery
sector.

Our biggest weakness here is
marketing. It is essential for us to
thoroughly assimilate the marketing
strategies employed by the Italians
in TUrkiye. We shall not set out on a
journey to discover America again for
marketing. Until we develop our own
distinctive designs and products, we
will inevitably draw inspiration from
countries that excel in self-promotion,
explain themselves well, and market

themselves adeptly, thereby leading
us to emulate the paths they have
taken. Tlrkiye must transcend the
mindset of merely being a bulk
producer and instead prioritise
substantial investments in marketing,
quality enhancement, and R&M for
sales to achieve success.”

Taycl reported that exports of
cereals and pulses in Tlrkiye rose
approximately 6 per cent in May, with
a target of reaching 12.6 billion dollars
by year-end, reflecting a 5 per cent
growth compared to the prior year.
Indicating that the Istanbul Exporters’
Association prioritises America,
followed closely by the Far East
markets, Taycl continued: “We relay
this to all our members: you cannot
expect to sell goods from where you
are based. We will be mobilised as
much as possible, spend as much time
on-site as possible, make decisions
on-site, and strive to do our utmost.”

GREAT OPPORTUNITIES IN THE
USA MARKET

Tayci pointed out that Tlrkiye has
great opportunities in food exports
to the US and continued with the
following remarks:

“When we analyse the statistics
collected from customs around the
world, we realise that exports from
the confectionery and chocolate
business alone total 360 billion
dollars. This includes America,
which accounts for around $40
billion. Our overall exports of
chocolate, confectionery, and baked
confectionery goods amount to $3
billion. By identifying the appropriate
markets, planning products, design,
and content accordingly, and taking
the appropriate steps, we can
potentially elevate these figures to 6
billion dollars within the first 10 years,
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and subsequently to 10 billion dollars.”
Noting that Tlrkiye holds a 1 per
cent share of the global market,
Taycl highlighted, “this observation
extends to our cereals, pulses, and
oilseeds sector as well. However, we
have the following fact: The sugary,
cocoa and bakery products group
in this segment regularly grows
between 4-6 per cent every year.
No other sector goes through such
growth. By merely adapting to this
trend, we can achieve annual growth
of 4 to 6 per cent. If we build on
it through some activities and run
faster with less effort, we can raise
these percentages even more.”

IRRQ RANKED FIRST IN THE
MIDDLE EAST, LOSSES IN SAUDI
ARABIA COVERED

Taycl evaluated the latest
circumstances in the Middle East
market, making the following
remarks:

“Iraq ranks among the leading
countries for the amount of our
food product sales. However, there
may be some social and political
problems from time to time. Despite
occasional challenges regarding
monetary transfers and the legislative
frameworks enforced at customs, it
remains our primary market. On the
Syrian side, we continue to be the
main source of supplies, particularly
concerning basic food products. The
market in Saudi Arabia has recently
stabilised and settled down following
the resolution of the problems we
came across. Upon examining the
overall figures, we recorded a trade
of 3 billion dollars there, and we
anticipate reaching those figures again
starting this year. Starting next year,
we will go on an upward trend again.”
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CEREALS SECTOR EXPORTS IN TURKIYE
JUNE 2024 EXPORTS

809 MILLION 193 DOLLARS

TURKIYE-WIDE CEREAL SECTOR
JUNE 2025 EXPORTS

870 MILLION 886 DOLLARS
%7.62 INCREASE BY

TURKIYE-WIDE CEREAL SECTOR
JANUARY- JUNE 2024 EXPORTS

5 BILLION
827 MILLION DOLLARS

TURKIYE-WIDE CEREAL SECTOR
JANUARY - JUNE 2025 EXPORTS

6 BILLION 93 MILLION DOLLARS
%4.56 INCREASE BY

IHBIR JUNE 2024 EXPORTS
238,909 MILLION DOLLARS

IHBIR JUNE 2025 EXPORTS
269,421 MILLION DOLLARS
%12.77 INCREASE BY

IHBIR JANUARY-JUNE 2024 EXPORTS

3 BILLION
959 MILLION DOLLARS

IHBIR JANUARY-JUNE 2025 EXPORTS

4 BILLION
175 MILLION DOLLARS

75.46 INCREASE BY

JUNE
MAIN CLASSIFICATION  SUB-CLASSIFICATION 2024 ($/KG) _ 2025($/K6)  Change
COCOA PRODUCTS 4106855362 | 6.346645616 | 54.54%
SPICES 3261987232 | 3254121904 | 0.37%
OTHER FOOD PREPARATIONS 1926084913 | 1971523924 |  2.36%
Grains, Pulses. SUGAR AND SUGARY PRODUCTS | 1544402318 | 1500265705 | 355% _sdme
Oil Seeds, and OIL SEEDS AND FRUITS 1331843893 | 1460083772 | 9.63% icm
Products VEGETABLE OILS 1102608603 | 1352665871 | 22.68% deiue
PASTRY 600DS 1255742582 |  1.28981669 271% (.
PULSES 0.898178115 | 0775049688 | -I37I% |- &
GRAIN 0396143269 | 0.435640583 997% N
MILLING PRODUCTS 04133416 | 0.426813806 |  376% |
GRAND TOTAL 0.8923874h | 1108820321 | 26.37% [

JUNE
MAIN CLASSIFICATION  SUB-CLASSIFICATION 2024 ($/K6)  2025($/K6)  Change
COCOA PRODUCTS 5.061436951 | 7.846423872 | 55.02%

SPICES 5519935848 | 5.655605758 |  2.46%

OTHER FOOD PREPARATIONS 359936232 | 3.862851308 732%

Grains, Pulses, PASTRY GOODS 2797333585 | 3.254522181 | 16.34%
Oil Seeds, and OIL SEEDS AND FRUITS 4700386347 | 2.8337TTA4 | -39.M1%
Products SUGAR AND SUGARY PRODUCTS | 2030644127 | 2.446353163 | 20.47%
PULSES 0.877668125 | 1995016502 | 127.41%

VEGETABLE OILS 1102244785 | 1735373421 | 51.44%

GRAIN 0.44472634 | 0.474158609 6.62%

MILLING PRODUCTS 0389715483 | 0.4325190T1 | 10.98%

GRAND TOTAL 178401854 | 2.29800837 | 28.81%
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TURKIYE-WIDE - 10 PRODUCT GROUPS WITH THE HIGHEST

EXPORTS OF THE CEREALS SECTOR IN JUNE 2025 (S THOUSAND)

JUNE

MAIN CLASSIFICATION  SUB-CLASSIFICATION 2024 2025 Change Share
PASTRY GOODS 2004 | 196508 | 1425% | 22.56%

VEGETABLE OILS 8602 | 144068 | 21.47% | 16.54%

OTHER FOOD PREPARATIONS 123825 | 138423 | TI79% | 15.89%

Grains, Pulses, MILLING PRODUCTS 105883 | T8 | T.55% | 13.56%
Oil Seeds, and COCOA PRODUCTS 56,643 | 109600 | 93.49% | 1258%
Products SUGAR AND SUGARY PRODUCTS | 74,460 | 82750 | T.13% | 9.50%
OIL SEEDS AND FRUITS 19655 | 27769 | 4128% | 319%

GRAIN 80501 | 27070 | -66.37% | 3%

PULSES 53157 | 20929 | -60.63% | 2.40%

SPICES 4,463 5659 | 26.80% | 0.65%

GRAND TOTAL 809,193 | 870,886 | 7.62% | 100.00%

JUNE

MAIN CLASSIFICATION  SUB-CLASSIFICATION 2024 2025  Change  Share
OTHER FOOD PREPARATIONS 59339 | 68902 | 1612% | 27.45%

COCOA PRODUCTS 28370 | 56167 | 97.98% | 22.37%

SUGAR AND SUGARY PRODUCTS | 45432 | 52936 | 1652% | 21.09%

Grains. Pulses. PASTRY GOODS 36708 | 44702 | 2178% | 11.81%
Oil Seeds, and MILLING PRODUCTS 13297 | 15849 | 1769% | 6.23%
Products VEGETABLE OILS 13,612 7166 | -47.36% | 2.85%
GRAIN 3,890 3796 | -241% | 151%

OIL SEEDS AND FRUITS 1585 M8 | -29.46% | 0.45%

SPICES ) 436 | B34% | 0M7%

PULSES 646 167 | -7410% | 0.07%

GRAND TOTAL 238,909 | 268,421 | 12.77% | 100.00%
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TURKIYE-WIDE - 10 PRODUCTS WITH THE HIGHEST EXPORTS OF

. T

THE CEREALS SECTOR IN JUNE 2025 (S THOUSAND)

—

JUNE

PRODUCTS 2024 2025 Value Share
SUNFLOWER SEED 0IL 61,063 80,943 32.56% 21.12%
BREAD AND SPELT (RED) WHEAT FLOUR 7,683 62,125 -13.33% 16.21%
GUMMY CANDIES 35,564 43,207 21.49% 1.28%
PASTA-UNCOOKED, PLAIN, NOT STUFFED 32,702 35,093 1.31% 9.16
SOYBEAN OIL FRACTIONS -RAW. OTHERS 34,240 34,064 -0.51% 8.89%
STUFFED 1675 30,183 | 293.25% 7.88%
SOLID MILK OIL, THOSE CONTAINING NO SUCROSE, ISOGLUCOSE, STARCH OR GLUCOSE OR CONTAINING LESS THAN 1.5%

BY WEIGHT OF SOLID MILK FAT, LESS THAN 5% OF SUCROSE OR ISOGLUCOSE, LESS THAN 5% OF GLUCOSE OR STARCH 24,922 21,378 9.86% 115%
THOSE CONTAINING 5% OR MORE SUCROSE, INVERT SUGAR OR ISOGLUCOSE BY WEIGHT - OTHERS | 24,709 25,241 2.15% 6.59%
PULP AND OTHER SOLID LEFTOVERS FROM SOYBEAN OIL PRODUCTION 6,07 23,829 | 292.48% 6.22%
BAKER'S YEAST - DRY. FRESH 17,076 21m 23.63% 5.51%
FIRST 10 PRODUCTS TOTAL 315,707 383,173 037% | 44.00%
OTHER PRODUCTS 493,485 481,713 -1.17% | 56.00%
GRAND TOTAL 809,193 870,886 7.62% | 100.00%

HBIR - 10 PRODUCT WITH THE HIGHEST EXPORTS IN JUNE 2025 ($ THOUSAND)

JUNE

PRODUCTS 2024 2025 Value Share
GUMMY CANDIES 31,340 38,469 2275% | 15.32%
SOLID MILK OIL, THOSE CONTAINING NO SUCROSE, ISOGLUCOSE, STARCH OR GLUCOSE OR CONTAINING LESS THAN 15%

BY WEIGHT OF SOLID MILK FAT, LESS THAN 5% OF SUCROSE OR ISOGLUCOSE, LESS THAN 5% OF GLUCOSE OR STARCH | 18,974 20,249 6.72% 8.07%
BAKER'S YEAST - DRY. FRESH 15,875 20,184 2715% 8.04%
STUFFED 3,099 14026 | 352.64% 5.59%
BREAD AND SPELT (RED) WHEAT FLOUR 9,936 1,647 17.22% 4.64%
COCOA POWDER - (THOSE CONTAINING NO ADDED SUGAR OR OTHER SWEETENERS) 4,783 9,660 101.95% 3.85%
THOSE CONTAINING 5% OR MORE SUCROSE, INVERT SUGAR OR ISOGLUCOSE BY WEIGHT - OTHERS 7031 7,003 -0.40% 2.19%
CHOCOLATES (EITHER STUFFED OR NOT). OTHER 1,847 6,507 | 252.28% 2.59%
OTHER FOOD PREPARATIONS IS NOWHERE ELSE IN THE RECIPE (LEZZO0) 5,844 5,527 -5.42% 2.20%
WAFERS OTHERS 3,066 5,192 69.37% 207%
FIRST 10 PRODUCTS TOTAL 101,795 138,463 36.02% | 55.16%
OTHER PRODUCTS 101,495 12,573 10.92% | 44.84%
GRAND TOTAL 238,909 | 269,421 12.77% | 100.00%
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TURKIYE-WIDE - 10 COUNTRIES WITH THE HIGHEST EXPORTS
OF THE CEREALS SECTOR IN JUNE 2025 (S THUUSAND)

JUNE

COUNTRIES 2024 2025 Value Share
IRAQ 133,529 132,975 -041% | 15.27%
UNITED STATES 44,033 66,597 51.24% 7.65%
SYRIA 26,905 43,341 61.09% 4.98%
CIBUTI 17,869 36,761 105.72% 4.22%
IRAN (ISLAMIC REPUBLIC) 10,838 32,888 | 203.46% 3.78%
UNITED KINGDOM 18,018 29,885 65.87% 3.43%
ALGERIA 85,805 27975 -67.40% 3.20%
RUSSIAN FEDERATION 19,013 25,841 35.91% 2.97%
SAUDI ARABIA 18,849 233N 23.99% 2.68%
GERMANY 17,307 20,153 16.45% 2.31% |
FIRST 10 COUNTRIES TOTAL 392,166 439,788 1214% | 50.50%
o L | e TURKIYE-WIDE - 10 COUNTRIES WITH THE HIGHEST EXPORTS

SUNE 01 JULY - 30 JUNE (12 MONTHS) m\ ']
COUNTRIES 2024 2025 Value  Share m':]"““s 2023;22':]2]'575 zoz:;;zgn::ﬁ :;;"/’ 1:';'/‘ e
UNITED STATES 18,441 30,532 6557% | 12.16% - e "oy ey ,
UNITED STATES 645,326 751,033 16.38% | 6.18%
IRAQ 16,197 18568 | 14.64% | 7.40% o o
SYRIA 445,145 573,125 28.75% 471%
UNITED KINGDOM 10,582 17,440 64.82% | 6.95% ALGERIA 509 464 we1w2 | 1w | 367%
ALGERIA 8,785 8,716 -079% | 3.41% | ' 700 000,
GERMANY 319,354 392,105 2278% | 3.22%
RUSSIAN FEDERATION 5,175 8,637 64.98% | 3.40% 0 0
SAUDI ARABIA 259,705 359,568 38.45% | 2.96%
GERMANY 6,766 8499 | 2562% | 3.39% o o
CIBUTI 363,541 316,124 1306% | 2.60%
IRAN (ISLAMIC REPUBLIC) 2,41 7506 | 2M.34% | 2.99% 0 0
UNITED KINGDOM 242,094 309,535 27.86% | 2.55%
THE NETHERLANDS 5,561 7267 | 30.67% | 2.89% o o
UNITED ARAB EMIRATES 5,966 6,034 113% | 2.40% LIBYA 330,535 23672 “TLI7% 2:41%
TRNC 397 oo | 3238 / 208 / IRAN (ISLAMIC REPUBLIC) 473,655 277,517 W% | 2.28%
v " 00 7% 0% FIRST 10 COUNTRIES TOTAL | 5,789,954 5,709,817 1.38% | 46.95%
FIRST 10 COUNTRIES TOTAL 83,829 118,323 5% | 4113% 0 o
OTHER COUNTRIES 6,877,323 6,451,258 -6.20% | 53.05%
OTHER COUNTRIES 119,461 132,714 109% | 52.87% GRAND TOTAL 12.667276 | 12161075 £.00% |100.00%
GRAND TOTAL 238,909 | 269,421 12.77% |100.00%

OF THE CEREALS SECTOR IN THE PAT 12 MONTHS (S THUUSAND)

01 JULY - 30 JUNE (12 MONTHS)

COUNTRIES 2023-2024 2024-2025 Value Share
UNITED STATES 283,831 333,808 17.61% 9.62%
IRAQ 242,592 232,705 -4.08% 6.70%
GERMANY 146,244 189,720 29.13% 5.47%
UNITED KINGDOM 147,237 186,000 26.33% 5.36%
ALGERIA 100,192 134,553 34.30% 3.88%
SAUDI ARABIA 86,693 101,896 17.54% 2.94%
THE NETHERLANDS 75,247 90,342 20.06% 2.60%
IRAN (ISLAMIC REPUBLIC) 113,527 89,005 -21.60% 2.56%
RUSSIAN FEDERATION 101,832 86,375 -15.18% 2.49%
CZECH REPUBLIC 79,039 11573 -1.85% 2.23%
FIRST 10 COUNTRIES TOTAL | 1,376,435 1521977 1057% | 43.85%
OTHER COUNTRIES 1,973,126 1,949,016 -1.22% | 56.15%
GRAND TOTAL 3,349,562 3,470,992 3.63% |100.00%
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The global halal food market
has become a strong and dynamic
segment of the global food industry,
reaching a value of USD 2.71
trillion by 2024. The expansion of
the Muslim demographic, raised
global awareness regarding halal
nutrition, and consumer behaviour
on health and safety are the primary
drivers supporting the growth of
the market. The Asia Pacific region
stands out as the frontrunner in
this field, commanding a market
share exceeding 48.5%, drawing
attention with both the size of its
consumer population and its strong
production capacity. The concept
of halal food has evolved beyond
merely a consumption preference
that meets religious obligations but
serves as a worldwide benchmark for
quality, intertwined with values such
as ethics, health, and sustainability.
Advancements in technology, the
expansion of e-commerce, and the
standardisation of halal certification
processes improve product
traceability and reliability, thereby
strengthening consumer confidence.
Against the backdrop, the halal food
market presents a diverse array
of products, broadening its scope
to include basic categories such
as meat, seafood, dairy, cereals,
oils, and confectionery, along with
processed foods, cosmetics, and
pharmaceuticals.

The global halal food market, as
noted earlier, attained a value of USD
2.71 trillion in 2024 and is projected
to expand at a compound annual
growth rate (CAGR) of 8.92% from
2025 to 2033, ultimately reaching
USD 5.91 trillion by 2033. By 2024,
the Asia Pacific region will hold

Global
Halal Food

MAY/JUNE 2025

Annual variations in expenditure on halal
products (Statista, 2025)
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the leading position with a market
share exceeding 48.5% (IMARC,
2025). The expansion of the market
is propelled by raised awareness,
swift multicultural integration and
globalisation, strict standardisation,
extensive utilisation of e-commerce
platforms, and growing sensitivities

regarding health and safety matters.

An expansion of the Muslim
demographic and rising awareness
of halal dietary requirements

mIvg mraras MILia IS

are supporting steady market
growth. Moreover, swift advances

in technology, from supply chain
management to certification
processes, as well as sophisticated
track and trace systems, guarantee
product integrity and bolster
consumer confidence. Halal food is
not limited to traditional categories,
but covers a wide range of products,
from processed foods to cosmetics
and pharmaceuticals. It should be
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noted that the halal food market
extends beyond countries that have
substantial Muslim populations. The
rise in demand for halal products in
Western nations is indicative of their
multicultural structure, reflecting

the global appeal of halal cuisine.
Nonetheless, this market features

a robust competitive environment
made up of multinational food giants
and niche halal food producers.

This competition encourages
innovation and the development

of novel products that cater to
diverse consumer preferences.
Furthermore, while adhering to
strict halal standards and navigating
intricate certification processes

can be challenging, this situation
opens up avenues for businesses
that specialise in halal certification
services and logistics. The future of
the global halal food market appears
bright, driven by raised consumer
awareness and the establishment of
more standardised regulations. Soon,
the market is anticipated to grow and
present substantial opportunities for

businesses.

The swift growth of the global
Muslim population stands as a
significant factor propelling the halal
food market. By 2050, the Muslim
population is projected to grow
by almost 50%, reaching a total
of 2.76 billion. This demographic
shift has directly boosted the
demand for halal products not
only in Muslim-majority countries
but also in countries with Muslim
minorities. Awareness of halal dietary
requirements has also been growing
among hon-Muslim populations.
Consumers care more about the
ingredients of the products they
consume, transparency in production
processes, as well as ethical use of
sources. This boosts the demand
for halal-certified products that
are associated with quality and
ethical standards. Another factor
to consider is multiculturalism and
globalisation. Globalisation and
multiculturalism have expanded the
accessibility of halal food products
across the globe. Many non-Muslim
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countries are recognising the value
of cultural diversity and adapting
their food markets to cater to
various dietary preferences. This
trend has prompted chain grocery
stores, restaurants, and food
manufacturers to broaden their
product offerings to include a greater
variety of halal options. At the same
time, consumers are increasingly
demanding health-focused
products and seeking safe food.
Halal food is frequently perceived
as more nutritious and secure due
to the strict hygiene and quality
control measures implemented
during production. This perception
leads non-Muslim health-oriented
consumers to prefer halal products.

Meat, poultry, and seafood
account for the most significant
portion of the market. Meat and
seafood have a critical importance in
the halal food market. In particular,
halal meat (beef, lamb, chicken and
seafood) is a key category for Islamic
dietary guidelines. This segment
includes both fresh and processed
meat products and undergoes
stringent certification processes
to comply with halal standards.

The fruit and vegetable market has
been booming due to its inherent
compliance with halal principles
and rising demand for healthy diets.
Although halal certification is not
required for these products, the
trust that comes with additive-free
and clean production processes
has a positive impact on consumer
preferences.

Dairy products (milk, cheese,
yoghurt, butter, etc.) hold a crucial
position in the halal food market.
The rising demand for halal-certified
dairy products can be attributed to
strict standards pertaining to hygiene
and sourcing practices. Cereals and
grains (rice, wheat, oats and various
flour products) are staples in many
cultures and form an essential part of
the halal food market. This segment
includes both staple grain products
and processed products such as
halal-certified breakfast cereals and
pasta.

Halal-certified oils, fats, and
waxes play a critical role in food
preparation and processing. This
segment includes vegetable oils,
margarine, and an array of fats
utilised in food processing. The
halal confectionery segment covers
a diverse array of snacks, such as
chocolates, candies, biscuits and
sweets. These products appeal to
consumers from different cultures
and reflect the global popularity of
halal snacks.
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Supermarkets and hypermarkets
account for the largest share of
the sector. Supermarkets and
hypermarkets have grown in
importance as distribution outlets
for halal food products, especially in
cities and suburbs. These expansive
grocery stores provide a broad range
of halal products, encompassing
fresh produce, meats, as well as
packaged foods and snacks. This
outlet is appealing due to its ability to
deliver convenience and an extensive
selection of products, allowing for
a seamless one-stop shopping
experience. Furthermore, many large
supermarket chains offer their own
halal-certified private label products.
Investing in halal certification and
labelling allows these outlets to
earn the trust of consumers who are
seeking convenient access to halal
products in a contemporary retail
setting.

Traditional retailers play an
important role in the distribution of
halal food, particularly in regions
where there is a strong cultural
emphasis on local markets and small
enterprises. These retailers include
local butchers, neighbourhood
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grocers, and shops that specialise

in halal products. They offer a wide
range of halal products, including
fresh meat, fruit and vegetables,

due to their intimate knowledge of
their communities. Their tailor-made
service approach allows them to
offer personalised services, such

as specific cuts of meat or custom
packaging. In regions characterised
by a scarcity of large supermarkets,
conventional retailers are critical in
ensuring that local communities have
access to halal food.

The online distribution channel
has undergone substantial expansion
in the halal food market, attributed
to the convenience offered by
e-commerce and its capacity to
connect with a worldwide consumer
base. Online retailers provide an
extensive selection of halal products,
encompassing exclusive products
that may be challenging to locate in
local stores. Consumers can review
and purchase products, enjoying
the convenience of having them
delivered right to their doorsteps
without the need to go outside.
Online platforms offer detailed
product descriptions, ingredient
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lists and certification details, making
them an attractive option, particularly
for consumers who are sensitive to
halal requirements. Moreover, the
ability to compare prices and read
user reviews further enhances the
shopping experience.

The Asia Pacific region holds
the largest share of the halal food
market. The Asia Pacific region
stands as a powerhouse in the global
halal food market. Hosting the largest
Muslim population in the world,
this region generates a significant
demand for halal products. Countries
such as Indonesia, Malaysia,
Pakistan and Bangladesh have well-
established halal food industries
and regulatory bodies. The region’s
abundant culinary diversity and
cultural habits foster a dynamic
marketplace for an extensive array of
halal products, spanning from street
food to exquisite gourmet delights.
Furthermore, the Asia Pacific region
serves as both a major consumer
market and a pivotal production hub,
facilitating the export of halal food to
global markets.

The demand for halal food in
North America is predominantly

driven by multiculturalism. The
demand for halal products in
mainstream supermarkets and
restaurants has been significantly
driven by the Muslim populations in
the US and Canada. Halal products
are also appealing to non-Muslim
consumers due to their perceived
quality and safety. This trend has
encouraged many food producers
in North America to pursue halal
certification in order to cater to this
expanding market. The European
halal food market has experienced
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Major Halal Food Exporters to Organisation of Islamic
Cooperation Countries in 2021 (billion USD) (Statista, 2025).
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notable growth, propelled by a
growing demand from the Muslim
population as well as non-Muslim
consumers who are seeking ethical
and high-quality products. Countries
such as France, the UK and Germany
have significant Muslim populations,
driving demand for halal products.
The European Union has taken steps
to standardise halal certification
processes, streamlining trade and
reinforcing consumer confidence.
The halal food market in Latin
America has been expanding
rapidly, with countries such as
Brazil and Argentina standing out
as major players in halal meat
production and exports. The halal
food market in the region is fuelled
by production for both the needs of
Muslim minorities and international
markets, such as the Middle East
and Asia. The Brazilian halal meat
industry, in particular, is known
for its compliance with strict halal
standards and exports significantly

Highest Halal Food Importers among the Member Countries
of the Organisation of Islamic Cooperation (billion USD)

(Statista, 2025)
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to global markets.

The Middle East and Africa
inherently hold a central position in
the halal food market due to their
predominantly Muslim populations.
These regions feature a dynamic
halal food industry that focuses on
high-quality and premium products,
ranging from traditional dishes to
modern processed products. The
tourism sector fuels demand for halal
options in these regions, appealing
to Muslim tourists in pursuit of halal
cuisine.

Consequently, the halal food
market is set to maintain its
sustainable growth over the next
decade. The compound annual
growth rate is projected to attain
8.92% during the period from
2025 to 2033, with the market
size anticipated to reach USD 5.91
trillion by 2033. This growth is
underpinned by a booming Muslim
population, raised awareness of halal
nutrition principles, multiculturalism
and new areas of demand spurred
by globalisation. Technological
innovations, the harmonisation
of certification processes, the
proliferation of online sales
platforms, and health and safety-
oriented consumer behaviours
will continue to be decisive in the
development of the market. In
particular, the strong consumption
and production capacity of the
Asia Pacific region will enable it
to maintain its dominance in this
area. Nonetheless, the rigorous
adherence to halal standards,
intricate certification procedures,
and the diversity of regulations
in international trade bring both
challenges and novel opportunities
in the market. Overall, the halal food
market has been shaping up to be
one of the most dynamic and rapidly
expanding areas of the global food
industry, transcending mere religious
considerations and incorporating
principles of ethics and sustainability.
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Carob Powder:

Composition and
Potential as a Cocoa

The notable rise in cocoa prices
has prompted producers to consider
carob powder as a viable alternative
ingredient. The powder derived
from this plant, which is cultivated
in our country as well, is referred
to as carob flour. The table below
presents the chemical composition
of carob powder. Nonetheless, this
composition varies depending on
genetic, environmental and climatic
factors (Brasecco et al., 2021). The
carob fruit must be roasted, ground,
and sifted to produce powder or
flour. Traditional roasting utilising
hot air has been practised since
ancient times. Recent studies have
indicated that microwave roasting
requires less time and consumes less
energy, resulting in end products that
possess a higher nutritional value
when compared to those produced
through conventional heat treatment.

The roasting stage is critical
for maintaining the stability of
the product during storage and
affecting its chemical composition.
Here, the caramelisation of
sugars and the Maillard reaction
promote the formation of volatile
compounds, such as furans, esters
and pyrroles that resemble cocoa
aroma. Furthermore, phenolic
compounds are released either by
the decomposition of high molecular
weight complexes within the
carob matrix or through the partial
degradation of phenolics, leading to
the formation of different molecules
that exhibit antioxidant properties.
These phenolic compounds and

Table. Chemical composition
of carob powder (Faik A.
Ayaz et al., 2009; Carbas et
al., 2019; Ozcan et al., 2009;
Petkova et al., 2017)

Compound Ratio (%)
Moisture 6.3-7.6
Protein 1.7 -5.90
Ash 23-3.2
Fat 0.2-4.4
Total dietary fibre 11.7 - 47
Starch 01

Total carbohydrate 42 -86
Fructose 2-74
Glucose 3-73
Sucrose 15-34
D-Pinitol 5.5

Maillard reaction products contribute
to the health-beneficial properties of
carob products, such as antioxidant
capacity.

The chemical properties of
carob powders differ significantly
depending on the plant variety,
geographical origin and the degree of
ripeness of the carob fruit. Moreover,
differences in roasting degree and
variety showed a significant positive
effect on total phenolic matter
content and antioxidant activity.
A study conducted in Turkiye
produced carob flour by roasting,
grinding and sieving the fruits from
local carob processing plants in
Antalya and compared the chemical
composition and mineral content of
both the carob fruit and its flour. No
statistically significant differences
were found in the values of protein,
fat, crude fibre, ash, and energy.
Nonetheless, the water solubility of
carob flour was found to be less than
that of the fruit. When examining
the mineral composition, carob flour
exhibits elevated concentrations of
potassium, phosphorus, calcium, and
sodium. Moreover, the peak values
were found for the content of silver,
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aluminium, barium, iron, and zinc.
Another study analysed the
chemical composition of carob
powder sourced from the Aswan
region in Egypt, reporting that
the powder was rich in vitamins
E, D, C, niacin, B6, and folic acid.
Another study reported that carob
flours sold commercially in the Faro
region of Portugal contained high
dietary fibre, total phenol, D-pinitol,
monosaccharides, and exhibited
significant antioxidant activity.
A study conducted in Turkiye
revealed that carob flour was rich
in protein (22.56%) and dietary
fibre (28.17%), and it served as an
excellent source of antioxidants,
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particularly polyphenolic compounds
and essential minerals (Mg, Fe, Zn).
The health and nutritional benefits
of these phytochemicals support
the use of carob flour as a food
ingredient. Instances include the

use of carob flour as a substitute for
cocoa in confectionery products and
blends with beverages and cereal-
based products.

A significant challenge confronting
the food industry is how to effectively
showcase the health benefits related
to natural ingredient sources. The
successful utilisation of these
benefits in functional food products is
contingent upon meeting regulatory
requirements and achieving

consumer acceptance. Many studies
in recent years have demonstrated
the versatility and functional
properties of different carob products
in the production of functional

foods. The processing of carob fruit
into different products significantly
affects the physicochemical and
functional properties of the products.
These products can be used as
natural ingredients in the food
industry as they improve the quality
of the final products, as well as
providing flavour and colour.

The conditions under which carob
pods are processed to produce syrup
and powder define the functional
properties required by the food
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industry. Carob syrups with 60%,
70% or 80% dry matter content

are characterised by important
functional properties, such as high
reductive sugar content, dark colour,
heightened antioxidant activity

and emulsifying capacity. These
properties are acquired through
non-enzymatic browning reactions,
especially during the heat treatment
phase. Microwave heating (utilising
power levels of 100, 300, and 600
W) serves as an effective method
for drying by-products from syrup
production, resulting in carob
powders that are rich in dietary fibre,
exhibit a brown colour, and have
water and fat retention capacity.
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Roasting carob flour at different
temperatures can also affect the
physicochemical properties and
consumer acceptance of various
bakery products. The use of carob
flour in cakes and cookies has been
shown to improve the viscosity
of the cake batter and the solid
and elastic structure of the cookie
dough, enhancing the interactions
between the ingredients. The
addition of highly roasted carob
flour only lowered the acceptability
of the cakes, whereas in cookies,
it resulted in a loss of consumer
acceptability in all carob flour-added
samples. Another study showed
that beverages formulated with
roasted carob powder scored higher
for sediment level, colour, odour
(caramel and roasted coffee), taste
(roasted coffee), viscosity, mouthfeel
and bitter aftertaste.

It is important to understand the
physical and chemical properties
of carob products, as well as their
interrelationships, in order to use
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them efficiently as functional food
ingredients. Upon analysing the
physicochemical properties of
carob flours, both with and without
seeds, it was found that the flours
containing seeds exhibit a greater
cohesion index and enhanced cake
stability. They also showed that
the extraction yield of polyphenols
and flavonoids, and the antioxidant
capacity were dependent on the
cohesion and cake-forming ability
of the flour. Upon evaluation of
carbohydrates, it was determined
that samples lacking seeds exhibited
greater total sugar and soluble
polysaccharide content.

Another study conducted in our
country found that sponge cakes
produced by replacing 50% of wheat
flour with carob flour improved the
dietary fibre content, protein amount,
and carbohydrate level. Cakes
produced with carob flour differed
in cell size, smoothness, sweetness,
and the softness of their internal
structure. These variations confirm
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that modifying the content has a

positive effect on sensory properties.

Such properties confer nutritional
and biological value to traditional
food products, depending on the
remaining components.

Another important advantage of
carob products lies in their potential
use as gluten-free flour in the baking
industry. Many researchers have
studied the effects of adding carob
flour to various gluten-free cakes,
breads, and snacks. Gluten-free
cracker snacks have been developed
by including carob by-products
(embryo and seed coat), and it has
been demonstrated that these by-
products add protein and antioxidant
activity to the formulated food
products. For phenolic compounds,
the addition of the embryo fraction,
in particular, improved the phenolic
content, and these phenolics
included procyanidins, gallotannins,
tannins, catechins, and flavanols.
These polyphenols were responsible
for the antioxidant activity of the
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product. The addition of embryo
and husk improved the product’s
water absorption and water retention
capacity; however, a high proportion
of embryo addition caused the
product to taste bitter and astringent
and resulted in colour differences,
thereby lowering consumer
acceptance.

A study on the substitution
of rice flour with carob flour and
resistant starch in gluten-free
bread production reported that the
addition of carob flour improved
the water absorption of the
dough and that these properties
were due to protein and dietary
fibre. Additionally, studies on the
nutritional composition and bioactive
component content of various
gluten-free formulations (carob,
pea and rice flour blends) achieved
by the extrusion process. Extruded
products containing carob fruit
showed to be rich in protein, dietary
fibre and phenolic compounds
(anthocyanins, flavanols, tartaric

esters and total phenols). However,
an increased amount of carob flour
resulted in a less favourable product
colour for consumers.

Tsatsaragkou et al. (2017)
determined the effect of particle
size of carob kernel flour on the
quality of fresh and stored gluten-
free rice-based breads and found
that breads containing carob flour
had lower specific volume compared
to commercial mixtures, but the use
of coarser or finer particle size flour
increased the specific volume. Carob
flours with and without seeds were
reported to affect the rheological
properties of dough and bread
quality differently and to have a
decelerating effect on staling.

Consequently, carob powder has a
rich chemical composition that varies
depending on many factors, such
as genetic variation, geographical
provenance, and climatic conditions.
This product, produced by roasting,
grinding and sieving, has the
potential for widespread use in the
food industry due to its nutritional
and functional properties. Besides
maintaining the storage stability of
the product, the roasting process
contributes to the formation of
characteristic volatile compounds
reminiscent of cocoa aromas and
the release of phenolic compounds
through the caramelisation of sugars
and Maillard reactions. This process
improves the antioxidant capacity of
carob powder, resulting in positive
health outcomes. Scientific literature
reports that carob flour is high in
dietary fibre, D-pinitol, phenolic
compounds, and various minerals
and therefore holds significant
potential as a functional food
ingredient.

In food applications, carob
products are preferred for their
nutritional and functional properties
as well as their natural flavour and
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colouring properties. Its use in
products, such as cakes, cookies and
beverages, has been shown to affect
textural and sensory properties and,
in most cases, to raise nutritional
value. Carob flour improves the
nutritional quality of gluten-free
products such as bread, crackers,
and snacks by increasing their
protein and dietary fibre content,
while also boosting their antioxidant
capacity. However, depending on the
product formulation, some sensory
challenges (colour darkening, bitter/
bitter taste) may appear and limit
consumer appreciation. Therefore,
it is important to equilibrate the
functional contribution of carob
products with sensory acceptance.
Flours derived from carob kernels
and embryos improve the water
retention capacity and rheological
properties of dough due to their
high protein and galactomannan
content, but may alter the
structure of the gluten network
and cause differences in some
quality parameters such as volume.
Carob products can also retard
lipid oxidation with their natural
antioxidant capacity and contribute
to the shelf life of food products.
Carob powder and its derivatives
are promising ingredients in the
food industry due to their wealth
of nutrients, functional properties,
and natural flavour potential.
Proper optimisation of roasting and
processing conditions can raise the
nutritional value and improve the
sensory properties of the products,
thereby enhancing consumer
acceptance. Carob is a strategic
alternative raw material, both from a
technological and health perspective,
especially for gluten-free products
and functional foods.
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Global

Functional

The global functional
confectionery market was valued
at USD 68.35 billion in 2024 and is
projected to grow from USD 73.79
billion in 2025 to USD 136.78 billion
by 2033, reflecting a compound
annual growth rate (CAGR) of 7.96%
throughout this timeframe (Goradel,
2025). One of the key drivers of
the market is the growing demand
for health-supportive products
offered in convenient formats.
Consumers are gravitating
towards confectionery products
enriched with collagen,
caffeine, probiotics, omega-3
and vitamins that offer benefits
such as energy boosting,
digestive support and improved
cognitive functions. Functional
gum products for smoking
cessation or reduction, stress
relief, and oral care are also in strong
demand. The ageing population
is also a key market driver, with a
growing trend towards chewable and
palatable supplements that promote
heart, joint, and brain health.
Advances in technology that improve
ingredient stability and bioavailability
are paving the way for the launch
of more innovative products.
Moreover, the proliferation of
e-commerce and direct-to-consumer
platforms is allowing niche brands
to concentrate on particular health
requirements, thus broadening the
range of functional products offered
in the market. These trends are
contributing to reshaping consumer
preferences and facilitating growth
across multiple regions.

One of the most prominent trends
in the functional confectionery
market is the rapidly growing
demand for clean-label and organic
products. Today’s consumers

Confectionen
Market

check ingredient labels
more closely with
diligence, preferring
products that are free of
additives, synthetic colourings, and
preservatives. This shift aligns with
prevailing health and sustainability
trends, driving brands to use natural,
plant-based, and transparent
ingredients. An example of this trend
is the introduction of Wild Thingz
Vegan Functional Gummies, set to
launch in 2025. This approach utilises
organic and plant-based ingredients
in traditional gummies, featuring no
artificial components and offering

up to 50% less sugar compared to
mainstream alternatives. Featuring
innovative options like Zesty Pests,
Fruity Flyers, and Gummy Grubs, it
leads the clean label movement and
is becoming increasingly popular,
particularly among health-conscious
consumers seeking guilt-free snacks
that do not compromise on taste.
The clean label trend is expected

to gain momentum, drive product
innovation and redefine consumer
preferences in the confectionery
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sector.
One of the key growth dynamics
of the functional confectionery
market is the strengthening trend
towards preventive health and
healthier snacks. The accelerating
pace of life and growing health
awareness have pushed consumers
towards snacks that offer functional
benefits such as immune support,
energy boost, or digestive health.
A survey released in February 2025
involving 2,000 US consumers
reported that 57% of participants
are actively pursuing healthier
snack alternatives. 58% of those
under 45 prefer snacks with health
benefits, and 62% pay attention to
health claims on packaging. The
findings indicate a notable rise in
consumption behaviour focused
on healthy eating and preventive
health. Functional products, such as
vitamin gummies, collagen-infused
chocolates and probiotic gummies,
cater to these evolving consumer
needs and are gaining popularity,
particularly among millennials and
Gen Z, who seek convenience and

ISTANBUL CEREALS PULSES OIL SEEDS AND PRODUCTS EXPORTERS ASSOCIATION

health.

The high cost of production is
a key factor limiting growth in the
functional confectionery market. The
use of functional ingredients, such
as probiotics, omega-3 fatty acids,
herbal extracts, or vitamins, notably
elevates production costs compared
to conventional confectionery.
Moreover, sophisticated processing
technologies are required
for maintaining the stability,
bioavailability, and efficacy of these
ingredients, which consequently
raises the production costs.
Another major constraint is the
strict regulations governing health
claims and ingredient usage at the
regional level, which raises R&D and
quality control expenses. Therefore,
small-scale businesses can come
across challenges in getting into
the market or sustaining their
operations. Consequently, functional
confectionery products are often
offered with a high price tag, and
their availability in the mass market

may be restricted.

Furthermore, functional
confectionery products that are
vegan and free from allergens offer
considerable potential for growth
in the market. As health awareness
rises among consumers and the
trend towards ethical, plant-based
alternatives strengthens, there has
been a notable acceleration in the
demand for functional products that
are free from common allergens.
Millennials and Generation Z are,
particularly, leading this trend,
emphasising the importance of
transparency, clear labelling, and a
diverse range of nutritional options.

The North American functional
confectionery market has been
going through significant growth,
driven by a rising consumer interest
in nutritious snacks and fortified
desserts. The spike in lifestyle-
related diseases has led to a growing
demand for low-sugar, vitamin-
enriched confections and functional
gummies. High consumer awareness
of label transparency and clean
ingredients is driving innovation
in plant-based and allergen-free
products. Furthermore, the swift
emergence of direct-to-consumer
brands via e-commerce platforms
equipped with sophisticated retail
infrastructure simplifies market
accessibility. There is a strong
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demand for functional chewing
gums that focus on immune support,
energy boost, and sleep health. The
US market has been growing rapidly,
fuelled by a rise in awareness of
health and a preference for healthy
products that are convenient for
on-the-go consumption. Functional
gummies infused with caffeine, CBD,
or vitamins have recently become

a trend among the youth. Different
brands offer gum supplements that
blend convenience with targeted
health benefits. Also, growing
demand for ketogenic diet-friendly
and allergen-free products is driving
innovation in functional chocolate
and soft candies across US retail
and e-commerce platforms. In
Canada, the functional confectionery
industry has been going through

a strong growth, driven by a rising
demand for clean-label, vegan, and
immune-supportive confectionery.
Consumers are opting for products
that offer additional health benefits,
such as natural sweeteners and
vitamin-infused gummies or
probiotic chocolates. SmartSweets,
a Canadian brand, has become
widely popular for its gummies that
are low in sugar and rich in fibre.
The consumption of health-oriented
snacks and support for plant-based
innovation continue to shape product
development and retail trends.
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Asia-Pacific stands out as a region
with a high potential for growth in the
functional confectionery market due
to urbanisation, elevated disposable
income, and altered dietary
preferences. Rising awareness about
nutritional supplements has boosted
the demand for vitamin-enriched
gums and candies, especially
among children and young adults.
The popularity of traditional herbal
products has promoted the addition
of regionally compatible functional
ingredients in confectionery.
Moreover, the impact of social
media and a health-oriented lifestyle
accelerates consumer interest in
portable and functional snacks that
offer additional health benefits. The
Chinese market has experienced
significant growth, propelled by
rising awareness of health and the
ongoing process of urbanisation.
Gummies fortified with vitamins
and herbal confections infused with
traditional Chinese botanicals, such
as ginseng and goji berries, are
becoming popular. Some producers
have introduced functional goods
that target immune and digestive
health. The burgeoning middle class
and growing demand for practical
products have turned China into a
dynamic market for health-oriented
confectionery innovation.

The Indian functional
confectionery sector has been
growing due to the surging
demand for Ayurveda-based and
health-oriented confectionery
products. Products enriched with
ashwagandha, tulsi, and vitamins
appeal to health-conscious
consumers. In this region, brands
such as Dabur and Himalaya have
launched herbal lozenges and
immune-boosting candies that
target both adults and children.
Increasing disposable income and
the rising trend of a preventive health
approach are boosting the demand
for functional confectionery products
in both urban and semi-urban areas.

The European functional
confectionery market has been

demonstrating a stable growth due
to the trend to focus on preventive
health and natural ingredients. The
region features a mature, clean-label
market, with a significant demand for
organic, sugar-free, and probiotic-
enhanced confectionery products.
Health claims and regulatory support
for food fortification drive product
innovation. Moreover, the ageing
population fuels interest in functional
confectionery products that promote
joint, heart and cognitive health.

Sustainable packaging and ethical
sourcing practices have also become
critical for brand success in a health-
conscious and environmentally
aware market. For example, the
German functional confectionery
market has been growing rapidly
due to strong demand for health-
promoting snacks. Dextro Energy
vitamin-infused gummies and

Ricola herbal candies are popular

for their ancillary benefits, such

as immune and energy support. A

.
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focus on preventative health and
organic ingredients boosts demand
for clean-label, sugar-free and
vegan options. Functional chewing
gums that promote oral health

have also become more popular
among German consumers. The

UK functional confectionery market
has been growing strongly with the
ascent of health-focused snacks.
Brands such as Biona and Nutrigums
are attracting health-conscious
consumers by offering vegan, sugar-

free gummies with added vitamins
and minerals.

Consequently, the functional
confectionery market has been
experiencing strong and sustainable
growth worldwide. The market size,
estimated at USD 68.35 billion in
2024, is projected to reach USD
136.78 billion by 2033. The key
drivers of this growth are rising
consumer awareness of preventive
health approaches, the diversification
of functional ingredients, the trend
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towards clean label and plant-
based products, the proliferation

of digital sales channels and the
impact of lifestyle changes. The fact
that interest in immune health has
become a permanent consumer trend
in the aftermath of the pandemic
serves as an important catalyst

for market growth. Among adult
consumers, functional confectionery
products have garnered significant
popularity. This group prefers
products containing adaptogens,
probiotics, and vitamins that boost
energy, cognitive performance,
digestive health, and immune system
functions. The ease of accessing
health support while maintaining
one’s daily routine has positioned
adult consumers as the primary
demographic for these products.
Supermarkets and hypermarkets
dominate the distribution channels,
whereas the rapid proliferation of
e-commerce platforms facilitates the
access of niche and personalised
products to consumers. Direct-to-
consumer brands have fortified their
standing in the market with products
tailored to the target audience.

The functional confectionery
market occupies a strategic position
at a time when the relationship
between nutrition and health has
become ever more important.
Consumer expectations are
concentrated on health-oriented
benefits, clean ingredients,
plant-based formulations, and
sustainability. Product innovation
extends beyond vitamin and mineral
supplements and includes the
use of new functional ingredients
such as probiotics, adaptogens,
and herbal extracts. Moreover, the
proliferation of digital sales outlets
facilitates market access for small-
scale and innovative brands and
intensifies competition. However,
high production costs and strict
regulatory frameworks on health
claims pose significant challenges
for market penetration and product
development. In the coming period,
developing more cost-effective
production technologies, optimising
regulatory compliance and
strengthening consumer education
strategies will contribute to the
sustainable growth of the market.
Especially vegan, allergen-free and
personalised functional products
stand out as the primary domains of
innovation that will set the growth
trajectory of the market in the
forthcoming years.
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Miami, formally referred to as the
City of Miami, is a coastal metropolis
and serves as the central hub of
Miami-Dade County in South Florida.
The city has a population of 442,241
as recorded in the 2020 census,
making it the second most populous
city in the state of Florida, following
Jacksonville. The city serves as the
central component of the expansive
Miami metropolitan area. The
metropolitan area, with a population
of 6.14 million, ranks as the second-
largest in the Southeast and the
ninth-largest in the United States.
Miami boasts the third-largest
skyline in the United States, featuring
more than 300 high-rise buildings.
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Miami stands as a prominent
hub and frontrunner in finance,
commerce, culture, arts, and
international trade. The Miami
metropolitan area stands as Florida’s
most substantial urban economy,
boasting a gross domestic product
of $344.9 billion as recorded in 2017.
A 2018 study conducted by UBS,
which analysed 77 global cities,
reveals that Miami ranks as the third
wealthiest city in the United States
and holds the same position globally
when considering purchasing power.
As of 2020, Miami stands as a city
characterised by a majority minority
demographic, comprising 310,472
Hispanic and Latin residents, which
accounts for 70.2% of the city’s total

population.

Downtown Miami boasts the
most significant concentration of
international banking institutions in
the United States and hosts many
prominent national and international
corporations. The Port of Miami,
serving as the city’s maritime
gateway, holds the distinction of
being the most frequented cruise
port globally, surpassing in both
passenger traffic and the number
of cruise lines operating. Miami
ranks as the second most significant
tourist destination for international
travellers, following New York. Miami
is sometimes referred to as the
‘gateway to Latin America’ due to the
significant depth of its commercial
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and cultural ties with the region.

WHEN TO TRAVEL TO MIAMI?

Miami experiences a tropical
monsoon climate. It undergoes long,
hot, and humid summers, contrasted
with short, warm, and dry winters.
The winter months represent a
particularly favoured period for
visiting Miami. Throughout the period
spanning from December to April,
temperatures typically fluctuate
between 70°F (21°C) and 80°F
(27°C). Spring and autumn bring
a more serene and contemplative
experience.

VISA FOR MIRMI

For tourist trips to Miami, you are

THE TROPICAL PORT OF TRADE: MIAM

e

required to first fill out the DS-160
visa application form online and
then digitally upload a photograph
that was taken in compliance with
the biometric photo standards for
US visas to the website. You must
print out the barcoded application
confirmation form once you fill out
the application form. Then, when
you attend your appointment at the
US embassy or consulate, you are
required to bring the printed form
and the necessary documents.

PLAGES TO VISIT IN MIAMI

1- Miami Beach

A delightful day lies ahead on the
smooth sands facing the deep blue
ocean, which appears to extend
endlessly. Additionally, do not be
deceived by the name Miami Beach,
as it encompasses much more than
just a breathtaking beach where
one can relish the sea, sun, and
sand. The area stands out as one of
Miami’s most opulent and spacious
neighbourhoods. With a diverse
range of accommodation choices,
upscale dining establishments,
shopping centres, and venues that
provide continuous entertainment,
Miami Beach truly offers everything.

2- South Beach

South Beach, a highly sought-
after tourist destination in Miami, is
known for its Hollywood films, art
festivals, and fashion events. South
Beach presents a stunning display
with its pristine sandy shores and
vibrant turquoise waters. The Art
Deco buildings along Ocean Drive
are visually striking and integral
to Miami’s enchanting identity and
cultural essence.

3- Everglades National Park

Everglades National Park, the
largest wilderness and subtropical
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area in the United States, offers an
unforgettable experience, particularly
for those who enjoy observing natural
environments. Covering approximately
650,000 square metres, this
renowned park attracts more than a
million visitors each year. This vast
park hosts alligators, a variety of bird
species, sea otters, turtles, panthers,
and countless other species.

4- Vizcaya Museum and Gardens

A captivating place in Miami,
Vizcaya Museum and Gardens
was built as a residence in the
early 20th century, but has since
become one of the most renowned
tourist attractions in the world. The
ambience of the area is enhanced
by the dazzling Italian-style
gardens, which exude a sense of
enchantment. The garden provides
an experience that takes visitors
back to the 17th and 18th centuries.
The fountains and sculptures are
notably striking. The area features
not only gardens but also an
impressive museum that captivates
many visitors. The Vizcaya Museum
displays many objects worth seeing,
from contemporary artworks to
antiques, from 15th-century artefacts
to paintings.

5- Bayside Marketplace

Bayside Marketplace, situated
in Miami's harbour area, offers
an exceptional destination for
individuals seeking shopping, dining,
and entertainment experiences.
Bayside Marketplace is situated
in Miami’'s harbour area, offering a
stunning view of Biscayne Bay. It
provides easy access to the primary
tourist destinations in Miami. This
location features a diverse selection
of shops, including boutiques, gift
shops, clothing stores, and jewellery
and accessory outlets.
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6- Spanish Monastery

Reflecting traces of European
architecture, the Spanish Monastery
was originally built in Europe but
was transported to Miami on
another continent. The monastery
has managed to endure through
the ages, retaining all of its
historical allure. Since 1953, this
building has been a focal point
for magnificent tours, featuring
stunning stained-glass windows and
elegantly designed pipe-shaped
passageways.

7- Little Havana

Miami stands out as one of the
most cosmopolitan cities in the
United States. It is home to many
people of Latin origin. A large
proportion of these people have
migrated to the city from Cuba.
Cuba is a nation that captivates
global interest, sparks intrigue, and
boasts a distinctive culture and
lifestyle. Therefore, Little Havana
is bustling with visitors from all
around the globe. The streets offer
an exhaustive panorama of the
Cuban way of life. Every corner
is adorned with shops offering
Cuban coffee and cigar sellers. The
venues reflect the essence of the
Cuban lifestyle, as anticipated, and
naturally, they serve the traditional
cuisine of the country.

AGTIVITIES TO ENJOY IN MIAMI

©® Skyviews Ferris Wheel:
The Ferris wheel provides a
stunning bird's-eye view of the
distinctive scenery of Biscayne Bay,
establishing itself as one of the city’s
iconic landmarks.

@ Night Canoe Tour: As the
sun sets, Miami transforms into a
uniquely captivating environment.

A canoe tour on the moonlit sea is
highly recommended.

@ Strolling along Lincoln Road:
Lincoln Road, one of Miami’s iconic
shopping destinations, is celebrated
for its elegant architecture and
upscale dining options.

® Wynwood: Where Art Meets
Walls: For those interested in Miami’s
skilled street artists and vibrant
murals, the Wynwood district is a
remarkable destination.

©® The World of Entertainment at
the Adrienne Arsht Centre: Located
on Biscayne Boulevard, this centre
captures the pulse of the city’s
vibrant arts scene.

@ Phillip & Patricia Frost Science
Museum Planetarium: The depths
of the cosmos are brought straight to
your doorstep with its 8K resolution
dome, laser shows, and sound
system.

THE MOST DELICIOUS
RESTAURANTS IN MIAMI

Miami is a city that presents
a delightful array of cuisine from
various cultures and boasts a vibrant
gastronomic scene. Miami boasts a
diverse array of restaurants, ensuring
that there is something to satisfy
every palate.

@ Joe's Stone Crab: This
renowned restaurant in Miami
Beach specialises in stone crab and
seafood delicacies.

@ Versailles: Nestled in Little
Havana, this Cuban restaurant has
been delighting patrons with its
exquisite Cuban cuisine for more
than 40 years.

® Doya: A contemporary Aegean
Meze + Bar restaurant situated in
Miami's Wynwood district.

@ Yardbird Southern Table &
Bar: For those seeking a taste of
Southern cuisine, this restaurant is a
must-visit.

® Michael's Genuine Food
& Drink: Led by Chef Michael
Schwartz, this establishment
presents inventive American
dishes crafted from locally sourced
ingredients.
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® Komodo: Presents
contemporary takes on Asian and
Pan-Asian cuisine.

® Coyo Taco: Serves traditional
Mexican dishes prepared with fresh
ingredients.

@ Fiola Miami: Offers refined
examples of Italian cuisine.

WHERE T0 STAY IN MIAMI?

South Beach, Downtown, Bal
Harbour, and Coconut Grove are
some of the best places to stay in
Miami. Taxis are primarily utilised for
transportation within urban areas.
The South Beach area lends itself
well to pedestrian exploration.

The metro, buses, and Pirate
Duck Tours are popular choices
for navigating the city. Brickell
serves as the financial hub of Miami
and South Florida, embodying
the contemporary essence of the
city. Bal Harbour, nestled between
Surfside and Haulover beaches,
is renowned for its exceptional
shopping prospects. Coconut Grove
is a locale replete with a variety
of entertainment venues, retail
establishments, and dining options.
Downtown Miami serves as a central
hub within the urban landscape of
the city.

ISTANBUL CEREALS PULSES OIL SEEDS AND PRODUCTS EXPORTERS ASSOCIATION

ECONOMY: MIAMI: THE
GATEWARY TO LATIN AMERICA

Miami presents considerable
economic prospects in tourism,
finance, international trade,
logistics, and the entertainment
sector. This location serves as a
significant business hub, strategically
positioned in relation to Latin
America and the Caribbean.

® The economic value of Miami
stands at around $400 billion.

@ It serves as a central point for
international trade due to its robust

America for the United States.
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commercial connections with Latin

America.

@® Miami International Airport and
PortMiami serve as pivotal hubs for
logistics and transportation.

® Miami is the gateway to Latin

FOOD FAIRS: EMERGING MARKETS,
EXPANDING FRONTIERS

Miami is a strategic location for

trade fairs, particularly for the food

sector. In 2025, Miami will host a
major food fair:

America’s Food & Beverage
Show Fair — to be held at the Miami
Beach Convention Centre from 10

to 12 September 2025. The event

has welcomed in excess of 800
participants, featuring 20 national
pavilions, and attracting over 10,000

visitors from 112 different countries.
The coordination of the Turkish

National Participation Organisation

will be managed by the General

Secretariat of the Istanbul Exporters’

Associations.

REFERENGES

@ Turkish Ministry of Trade

@ Vikipedi

@ Tripadvisor.com

® Gezipgordum.com

® Gezimanya.com

® Miamirehberi

® www.biletdukkani.com

® www.americasfoodandbeverage.com
® Greater Miami & Miami Beach

@ usawelcome.net






