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FROZEN & CANNED 
BUSINESS UNIT



CATEGORY OF THE FUTURE
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FROZEN FOOD - CATEGORY OF THE FUTURE

MARKET VOLUME (in ton) MARKET VALUE (in billion)

The retail market has grown by over +76 
thousand tons in the last 36 months and saw a 

15% increase in 2025 MAT compared to the
previous period.

The retail market, which has grown 3x in value 
over the past 36 months, recorded an 72% 
increase in the 2025 MAT compared to the 

previous period.
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Source: Nielsen Frozen Food Report MAT June 2025

%112,4

%71,8
(SF: %72,3)

9,2

19,6

33,8



STRENGTHENING OUR LEADERSHIP

Source: Nielsen, Frozen Food, YTD June’25

SUPERFRESH IS THE 
MARKET LEADER IN ALL OF 
THE PRIORITY CATEGORIES!

TOTAL MARKET SHARE

FOCUS: BAKERY PRODUCTS STRATEGIC: POTATO & CROQUETTE

Excl. Discounters
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EDIBLE FATS & OILS (EFO) BUSINESS UNIT



MARGARINE MARKET REACHED 11 BILLION TRY SALES VALUE 

Source: NielsenIQ, Margarine, MAT June’25

TOTAL MARGARINE VALUE (BILLION TL)
%27 VALUE GROWTH

Segment VALUE SHARE% 

3 main margarine segments
Weighted ones: Brick & Tube

5.921

MAT 25MAT 24MAT 23

8.673

11.013

%30,6

%3,4 %66,0



WE ARE LEADING IN MARGARINE SECTOR

Margarine Market, Value Share (%)

%38,7

68,1%

Sourve: Ipsos HTP, Margarine Dashboard, MAT June’25
NielsenIQ, Total Turkey excl. Hard Discounters, YTD June’25

Margarine Market, Value Share (%)

-40,9 pts

-63,9 pts

-68,0 pts

27,2%

4,2%

0,1%

%66,7

%85,2 4,1 kg

2,5 kg

1,6 kg

%
70,3

%
64,0

% 
22,9

%
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WE ARE THE LEADERS OF 
THE BRICK MARKET

WE ARE THE LEADER OF 
TUB MARKET

MARGARİNE MARGARİNE

+47 
points

+29 
points



FINANCIAL RESULTS



30.06.2025, HIGHLIGHTS

%9

SALES REVENUE GROSS PROFIT EBITDA

6.279

6.451

14.667

13.791

+%2,7

-%6

1.725
1.428

3.135

3.363

-%17,2

+%7,3

%27,5
margin %22,1

margin

%21,4
margin

%24,4
margin

1.002

731

1.469

1.707%16
margin %11,3

margin

%10
margin

%12,4
margin

-%27

+%16,2

2Q’24 2Q’25 6M’24 6M’25 2Q’24 2Q’25 6M’24 6M’25 2Q’24 2Q’25 6M’24 6M’25

* in Million TRY, TAS 29 effects are included.



30.06.2025, HIGHLIGHTS

NET PROFIT / (LOSS)

* In Million TRY, TAS 29 Effects are included.

2Q’24 2Q’25

154

-271

6M’24 6M’25

663

-191

%2,4
margin

-%4,2
margin

%4,5
margin

-%1,4
margin



30.06.2025, HIGHLIGHTS

Haz’25

-1.349

-0,28x

%9,6
-1.133

2.789

-0,36x %9,8

2.763

NET DEBT / EBITDA NET WORKING CAPITAL / SALES

Dec’24 Jun’25 Dec’24 Jun’25

*  Net Working Capital= Trade Receivables+Inventories+Short Term Prepaid Expenses-Trade Payables-Short Term Deferred Revenue
** Net Debt is calculated by deducting cash and cash equivalents and other receivables from related parties from the total debt amount.  *** In Million TRY, TAS 29 Effects are included.



RESULTS BY BUSINESS UNIT



FROZEN&CANNED PRODUCTS BUSINESS UNIT

%95.244-%3,2

+%0,6

905
770

1.461

1.699

-%14,9

+%16,3

%34,2
margin %30

margin

%27,9
margin

%32,2
margin

532

407

713

847%20,1
margin %15,9

margin

%13,6
margin

%16,1
margin

-%23,4

+%18,8

2Q’24 2Q’25 6M’24 6M’25

2.651
2.568

5.278

SALES REVENUE GROSS PROFIT EBITDA

2Q’24 2Q’25 6M’24 6M’25 2Q’24 2Q’25 6M’24 6M’25

* in Million TRY, TAS 29 effects are included.



EFO BUSINESS UNIT

%9

3.628

3.883

9.422

8.513

+%7

-%9,6

820
658

1.674

-%19,7

-%0,6

%22,6
margin %16,9

margin

%17,8
margin

%19,6
margin

470

324

756

859%13
margin %8,3

margin

%8
margin

%10,1
margin

-%31,1

+%13,7

1.664

SALES REVENUE GROSS PROFIT EBITDA

2Q’24 2Q’25 6M’24 6M’25 2Q’24 2Q’25 6M’24 6M’25 2Q’24 2Q’25 6M’24 6M’25

* in Million TRY, TAS 29 effects are included.



REVENUE BY BUSINESS UNIT

FROZEN&CANNED BUSINESS UNIT EFO BUSINESS UNIT

2Q’24 Revenue
2.651 TRY

2Q’25 Revenue
2.568 TRY

%18,6
%16,1

%5
%5

%3
%4,5

%30,8

%36,1

%40,3

%40,1

%39,7

%36,0

%25,7

%26,0 %37,9

%34,6

2Q’2025

2Q’2024

6M’24 Revenue
5.244 TRY

6M’25 Revenue
5.278 TRY

2Ç’24 Revenue
3.628 TRY

2Ç’25 Revenue
3.883 TRY

6M’24 Revenue
9.422 TRY

6M’25 Revenue
8.513 TRY

2Q’2025

2Q’2024

6M’2025

6M’2024

6M’2025

6M’2024

* in Million TRY, TAS 29 Effects are included.

Potato& Frozen Fruit
and Vegetables

Frozen Bakery Products

Tuna Fish&Canned
Fruit and Vegetables

Agricultural material 
and by-product sales

Others

Consumer Margarine

Industrial Oils

Pastry&Catering&Edible
Oils



SALES VOLUME BY BUSINESS UNIT

FROZEN&CANNED BUSINESS UNIT EFO BUSINESS UNIT

2Q’24 Sales Volume
28.442 tons

2Q’25 Sales Volume
27.944 tons

%18,6
%16,1

%5
%5

%3
%4,5

%30,8

%36,1

%40,3

%40,1

%39,7

%36,0

%25,7

%26,0 %37,9

%34,6

6M’24 Sales Volume
58.423 tons

6M’25 Sales Volume
57.803 tons

2Q’24 Sales Volume
50.895 tons

2Q’25 Sales Volume
54.862 tons

6M’24 Sales Volume
125.337 tons

6M’25 Sales Volume 
119.051 tons

2Q’2025

2Q’2024

6M’2025

6M’2024

* Agricultural Materials and By-product sales are not included due to their impact on distribution because of their high tonnage structure.

Potato& Frozen Fruit
and Vegetables

Frozen Bakery Products

Tuna Fish&Canned
Fruit and Vegetables

Other

Consumer Margarine

Industrial Oils

Pastry&Catering&Edible
Oils

2Q’2025

2Q’2024

6M’2025

6M’2024



OUR REPORT CARD IN 10 POINTS

1 2 3 4 5

6 7 8 9 10

WE CONTINUED TO 

GROW ABOVE THE 
MARKET IN RETAIL

WE BECAME «BESLER» WE ARE MORE 

ACTIVE AT SALES 
POINTS

WE TOOK OWNERSHIP OF 

THE HARVEST IN OUR 
AGRICULTURAL 

PRODUCTS

WE SAVED COSTSWE ARE GROWING 

THROUGH INCLUSIVITY 
AND DIVERSITY, SETTING 

NEW BENCHMARKS

WE EXPANDED OUR 

BAKE-OFF BUSINESS

WE STRENGTHENED 

OUR BRAND THROUGH 
COMMUNICATION

OUR LEADERSHIP IN 

DIGITAL IS GROWING 
STRONGER

WE CONTINUED TO 

GROW THROUGH 
INNOVATION



APPENDIX



CAPACITY UTILIZATION, %

2Q’24

Frozen & Canned

Edible Fats & Oils

2Q’25 6M’24 6M’25

61,7

67,2

49,6
48,1

58,5

60,4

41,3
43,7



CONSOLIDATED QUARTERLY RESULTS

%9

2Q’24 3Q’24 4Q’24 1Q’25 2Q’25

6.279

6.813

7.691

7.340

6.451

2Q’24 3Q’24 4Q’24 1Q’25 2Q’25

1.725

1.390

2.374

1.935

1.429 1.002

623

1.649

976

731

2Q’24 3Q’24 4Q’24 1Q’25 2Q’25

%27,5
margin

%20,4
margin

%30,9
margin

%26,4
margin

%22,1
margin %16

margin

%9,1
margin

%21,4
margin

%13,3
margin

%11,3
margin

SALES REVENUE GROSS PROFIT EBITDA

* in Million TRY, TAS 29 effects are included. Amounts expressed in the purchasing power of the Turkish Lira as of 30 June 2025.



CONSOLIDATED SUMMARY BALANCE SHEET

16 farklı
kategoride

yaklaşık
1.500 ürün ve
57 marka ile

gıda sektöründe
öncü olmaya

devam ediyoruz.



CONSOLIDATED SUMMARY INCOME STATATEMENT

16 farklı
kategoride

yaklaşık
1.500 ürün ve
57 marka ile

gıda sektöründe
öncü olmaya

devam ediyoruz.



LEGAL NOTICE!

This presentation contains financial statements, data, and various market-related information and 
analyses belonging to Besler Gıda ve Kimya Sanayi ve Ticaret A.Ş. (Besler), and is shared solely for 
informational purposes.

The presentation may include certain forward-looking statements and opinions. These views are based 
on expectations and assumptions regarding macroeconomic indicators, market conditions, etc., which 
are valid as of the date of the presentation and are beyond Besler’s control and inherently 
unpredictable. Any changes or developments in these expectations and assumptions may affect the 
outcomes and lead to significant differences from actual results.

This presentation may not be reproduced, shared, or published without Besler’s permission.

Figures used in the presentation may be rounded for ease of display, and rounding differences may 
occur due to this representation.

Besler’s board of directors, senior executives, employees, or any other individuals cannot be held 
responsible for any damages arising from the use of this presentation.



Investor Relations
yatirimci@besler.com.tr

Borsa İstanbul: BESLR.IS - Bloomberg: BESLR TI


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26

