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DIRECT SELLING IN TURKEY - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 71% in current terms in 2022 to TRY8.4 billion  

▪ Farmasi Enternasyonel Tic AS is the leading player in 2022, with a retail value share of 33% 

▪ Retail sales are set to increase at a current value CAGR of 20% (2022 constant value CAGR 

of 2%) over the forecast period to TRY20.8 billion 

 

 

2022 DEVELOPMENTS 
 

Direct selling agents on the rise as the landscape records growth 

  

Direct selling continued to grow in 2022 as the impact of COVID-19 waned. The continued 

depreciation of the Turkish lira and related price inflation was the most striking factor in 

challenging sales. Nevertheless, the Turkish direct selling market, compared to most Western 

European markets, is, in fact, a dynamic one.  

  

The number of entrepreneurs who have turned to direct selling as a primary or part-time job 

has grown. Following the outbreak of COVID-19, remote, flexible working conditions have 

become the new norm. Rising unemployment, diminishing real wages, increased awareness of 

social trading, technological developments, the fast-paced growth of e-commerce during the 

pandemic and greater exposure of individuals to micro-entrepreneurship have all impacted the 

recent increase in direct sellers (agents). Moreover, the comparatively low level of female 

employment in the labour force is a growth advantage for direct selling. 

  

 

The rising interest in health and wellness boosts the share of health-
focused brands 

  

Following the outbreak of COVID-19, interest in health and wellness increased in the country 

as consumers became concerned with their immune systems and overall health. This boosted 

demand for products that aided the body and supported a healthy lifestyle. As such, there is a 

growing demand for natural, healthy living and immune response-related products, and these 

sectors continued to perform well in 2022, with increasing awareness of the benefits of these 

items boosting sales. As a result, companies like Herbalife continued to expand their market 

share. 

  

 

Farmasi maintains the lead, while health-focused brands show positive 
growth 
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Domestic player Farmasi Enternasyonel Tic AS maintained its lead in direct selling in 2022 

after taking top place from Avon Kozmetik Urunleri San ve Tic AS in 2019. The company offers 

an extensive product portfolio, ranging from vitamins and dietary supplements to beauty and 

personal care products. During the review period, the company continued to invest in its 

capacity by opening a new operational centre, significantly improving its products' manufacturing 

and distribution. The company also enjoys an extensive network of direct-selling 

representatives, further improving its position. 

   

As a result of Farmasi's strong performance, Avon remains in second place and saw a 

continued decline in share in 2021, against Farmasi's growing share. Avon's main challenge is 

the depreciation of the exchange rate of the Turkish lira, which significantly increased its prices 

and decreased the appeal of its products amongst consumers, who were becoming more price-

sensitive due to the difficult economic conditions. 

  

  

  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Direct selling to grow over the forecast period as home working 
continues 

  

Over the forecast period, direct selling is set to continue recording positive growth. With the 

impact of the pandemic subsiding, the growth of direct selling is expected to be unhindered. 

There are many drivers for the growth in the channel, most of which have been enhanced by the 

event of COVID-19. For example, a stronger acceleration towards digitalisation and online 

channels with contact-free home delivery, alongside high unemployment rates, driving a larger 

number of people towards the format, with its flexible working hours and the ability to conduct 

the process from home through a computer and/or via telephone. 

  

 

Local players to increase market share on the landscape 

  

Farmasi – and other local companies - is expected to continue growing above the market 

average and pulling the direct selling market in Turkey with it. In 2022, the brand moved to 28th 

place from 30th place in direct selling News's 2022 global ranking. Over the forecast, favourable 

conditions for the company as a local player is likely to expand the company's share of the 

Turkish market. At the same time, international companies are set to face ongoing challenges 

and lose share to successful domestic brands. 

  

 

Cultural relevance will ensure the continued growth of direct selling 

Culturally speaking, direct selling lends itself to its target audience, which is mainly stay-at-

home parents and homemakers, many of whom prefer a more sociable shopping experience 

through which they can ask about product features through face-to-face interaction. Direct 

selling enables socialising amongst direct selling representatives and consumers, which leads to 

a stronger relationship between buyers and sellers over time. As consumer loyalty remains hard 
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to achieve through store-based retailing and e-commerce, this continues to be a competitive 

advantage of direct selling. 

 

 

CHANNEL DATA 
 

Table 1 Direct Selling by Product: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
- Other Products Direct 543.6 649.6 789.6 774.5 1,532.0 3,023.0 
    Selling       
- Home Products Direct 142.1 157.7 140.8 149.7 154.2 256.4 
    Selling       
- Foods Direct Selling 10.3 11.7 15.5 18.7 24.8 60.8 
- Drinks and Tobacco - - - - - - 
    Direct Selling       
- Appliances and 59.8 60.8 66.7 89.2 124.3 194.7 
    Electronics Direct       
    Selling       
- Health and Beauty 1,770.0 2,266.5 2,490.3 2,862.4 3,033.0 4,826.6 
    Direct Selling       
- Fashion Direct Selling 38.1 40.2 53.3 51.2 36.3 39.9 
Direct Selling 2,563.9 3,186.4 3,556.3 3,945.7 4,904.4 8,401.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Direct Selling by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products Direct Selling 97.3 40.9 456.1 
- Home Products Direct Selling 66.3 12.5 80.4 
- Foods Direct Selling 145.7 42.7 491.6 
- Drinks and Tobacco Direct Selling - - - 
- Appliances and Electronics Direct Selling 56.7 26.6 225.6 
- Health and Beauty Direct Selling 59.1 22.2 172.7 
- Fashion Direct Selling 9.9 0.9 4.5 
Direct Selling 71.3 26.8 227.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Direct Selling GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Tanalize Kosmetik AS 19.1 24.0 28.0 30.2 33.4 
Natura&Co - - 15.1 15.1 15.3 
Oriflame Cosmetics SA 9.4 8.9 8.0 7.9 7.8 
Amway Corp 7.4 7.1 6.5 6.2 5.6 
Herbalife Nutrition Ltd 7.7 6.4 5.2 4.9 5.2 
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Forever Living Products 4.3 4.2 3.9 4.0 3.9 
    International LLC      
Tupperware Brands Corp 5.2 5.0 4.7 4.5 3.5 
Hunca Kozmetik Sanayii AS 3.6 3.5 3.2 3.1 3.0 
Vorwerk & Co KG 1.0 1.0 0.9 0.8 0.7 
AMC International Alfa 0.2 0.2 0.1 0.1 0.1 
    Metalcraft Corp AG      
Avon Products Inc 19.3 17.7 - - - 
Herbalife Ltd - - - - - 
Others 22.8 22.2 24.3 23.2 21.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Direct Selling GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Farmasi Tanalize Kosmetik AS 24.0 28.0 30.2 33.4 
Avon Natura&Co - 15.1 15.1 15.3 
Oriflame Oriflame Cosmetics SA 8.9 8.0 7.9 7.8 
Amway Amway Corp 7.1 6.5 6.2 5.6 
Herbalife Nutrition Herbalife Nutrition Ltd 6.4 5.2 4.9 5.2 
Forever Forever Living Products 4.2 3.9 4.0 3.9 
 International LLC     
Tupperware Tupperware Brands Corp 5.0 4.7 4.5 3.5 
Hunca Hunca Kozmetik Sanayii AS 3.5 3.2 3.1 3.0 
Vorwerk Vorwerk & Co KG 1.0 0.9 0.8 0.7 
AMC AMC International Alfa 0.2 0.1 0.1 0.1 
 Metalcraft Corp AG     
Avon Avon Products Inc 17.7 - - - 
Herbalife Nutrition Herbalife Ltd - - - - 
Others  22.2 24.3 23.2 21.5 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Direct Selling Forecasts by Product: Value 2022-2027 

 

TRY million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products Direct 3,023.0 3,029.8 2,995.6 2,882.0 3,232.9 3,589.7 
    Selling       
- Home Products Direct 256.4 259.4 263.2 267.8 275.0 282.9 
    Selling       
- Foods Direct Selling 60.8 92.3 92.2 92.6 93.7 96.4 
- Drinks and Tobacco - - - - - - 
    Direct Selling       
- Appliances and 194.7 196.8 197.2 212.8 215.2 240.5 
    Electronics Direct       
    Selling       
- Health and Beauty 4,826.6 4,943.9 5,118.5 5,349.6 5,101.2 4,852.9 
    Direct Selling       
- Fashion Direct Selling 39.9 38.8 39.7 40.8 43.5 50.7 
Direct Selling 8,401.3 8,560.9 8,706.5 8,845.8 8,961.6 9,113.1 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 

 

 

Table 6 Direct Selling Forecasts by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products Direct Selling 0.2 3.5 18.7 
- Home Products Direct Selling 1.2 2.0 10.4 
- Foods Direct Selling 51.8 9.7 58.5 
- Drinks and Tobacco Direct Selling - - - 
- Appliances and Electronics Direct Selling 1.1 4.3 23.5 
- Health and Beauty Direct Selling 2.4 0.1 0.5 
- Fashion Direct Selling -2.7 4.9 27.3 
Direct Selling 1.9 1.6 8.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms. 
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RETAIL IN TURKEY - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retail in 2022: The big picture 

COVID-19 restrictions' impact on brick-and-mortar retailers was overcome in 2022, with 

outlets remaining open to the public throughout the year. Although recovery from the pandemic 

continued to build, consumer demand remained weak compared to 2019. Year-on-year revenue 

growth in current terms reached up to triple digits. However, the lack of corresponding volume 

growth highlights that value gain resulted from extreme inflation, pushing price points 

significantly high. The deterioration of the Turkish economy, hyperinflation, currency devaluation 

and downward sliding average consumer incomes forced consumers to reduce spending or 

trade down, impacting volume results.  

  

 

Retail e-commerce continues to expand at the expense of store based 
retail 

  

Although stores opened in 2022, consumers have not fully switched back to pre-COVID-19 

shopping behaviours. Previously, physical stores were the centre of the shopping experience, 

with e-commerce channels used sparingly. Due to the lockdown and ongoing restrictions, 

consumers in Turkey have become accustomed to the ease and convenience of e-commerce, 

with a host of new consumers having migrated to the platform. As a result, a preference for e-

commerce is growing, with the demand for delivery services increasing. In 2022, retailers 

continued to make investments in omnichannel strategies and logistical operations, allowing for 

the expansion of online sales and delivery services. 

  

 

High inflation dampens demand and reduces profitability 

  

The war in Ukraine and the ongoing impact of COVID-19 has continued to push up the price 

of many input costs for manufacturers, with supply-side material shortages and higher logistic 

costs challenging businesses. Furthermore, the Turkish Lira lost over 30% value against the US 

dollar in 2022 after plunging by 46% in 2021. As the local currency lost value and inflation levels 

approached triple digits, retailers had to make significant price increases numerous times 

throughout 2022. Companies that sought to maintain volume sales had to run high discounting 

campaigns that shrank profits. Companies that choose to pass rising input costs on to the 

consumer saw lower sales and, therefore, lost market share. As a consequence, profit margins 

across retail have diminished.  

  

 

What next for retail? 

  

Over the forecast period, retail e-commerce will continue to grow faster than offline retail, with 

over a quarter of all retail sales estimated to be generated online by 2027. As the significance of 
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e-commerce grows, strong omnichannel strategies, with brands having a dual online and offline 

presence, will be crucial for success. Brands that understand the necessity for omnichannel 

retail have already been implementing design changes to existing stores to accentuate an 

experience-driven shopping journey that compliments sales generated online. While stores will 

not disappear, brands integrating online and offline sales and marketing will be profitable and 

gain market share. 

 

 

OPERATING ENVIRONMENT 
 

Informal retail 

The informal economy tends to grow at times of market contraction. Given that real wages are 

in a negative trend in Turkey -inflation growth is above wage growth- not only has consumption 

shrunk, but we are also seeing consumers trade down. One way this trading down is taking 

place, is through growth in demand for informal retailing, such as open markets). As a 

proportion of total sales, informal retail is growing at the expense of formal retail in 2022, due to 

the economic problems domestically. Until the purchasing power of consumers starts its ascent 

(Turkish consumers are progressively getting poorer), informal retail will not go into decline. 

Over the forecast period, the picture is not positive. 

 

Opening hours for physical retail 

Pre-COVID standard opening hours were 8:30-19:00. Due to COVID-19, opening hours 

showed inconsistencies across retailers/sectors. Grocery Retailers Association advised opening 

hours for grocery outlets to be 10.00-20.00 during peak months of COVID-19 in 2020 and 2021. 

For shopping malls, most malls expanded their opening hours to 10:00-22.00.In 2022, shopping 

malls kept their opening hours fixed at 10.00-22.00, whilst high street retail stores operated 

between 9.00-21.00 (with divergences of 30 minutes on both ends). Grocery retailers were open 

between 8.30-22.00 hours.  

 

Summary 1 Standard Opening Hours by Channel Type 2022 

Channel 24-hour 

opening? 

Monday-

Thursday 

Friday Saturday Sunday 

Supermarket

s 

No  08.30-

22.00hrs 

08.30-

22.00hrs 

08.30-

22.00hrs 

08.30-

22.00hrs 

Apparel and 

footwear 

specialists 

No 9.00-21.00hr 9.00-21.00hr 9.00-21.00hr 9.00-21.00hr 

Department 

stores  

No 9.00-21.00hr 9.00-21.00hr 9.00-21.00hr 9.00-21.00hr 

Variety 

stores  

No 19.00-

21.00hr 

9.00-21.00hr 9.00-21.00hr 9.00-21.00hr 

Source: Euromonitor International 
Note: These reflect typical opening hours outside of lockdown 
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Seasonality 

New Year’s, Back to School, Eid and November Black Friday/Singles Day are the most 

prominent seasonal celebrations where consumers increase their purchases. Eid (Muslim 

Religious Holiday) dates change each year but over the past years it has coincided with 

summer. Due to Eid, retail sales peaked in July and gave hope to the industry on a whole. Back 

to school sales returned to pre-pandemic norms and provided an opportunity for growth as 

schools for all age groups, opened with all kinds of products purchased for the school year 

2022/2023. November sales (Black Friday and Singles Day) are particularly associated with e-

commerce and are customarily the highest revenue generating event of the year. 2022 was no 

exception.  

 

Black Friday 

▪ Date: 25 November 2022 

▪ Shopping season: Although Black Friday is a single day event, retailers over the review period 

have extended the day of discounts to include the following Saturday and Sunday. The Black 

Friday discount event run 25-27 November in 2022  

▪ Primary products bought: Black Friday has come to encapsulate all retail product branches, 

including but not limited to, apparel and footwear, electronics, households appliances, beauty 

products and jewellery. Although initially the day of discounts were associated more heavily 

with electronic goods discounts, by 2022, the day saw up to 60-70% discounts on products 

from all sectors.  

▪ Retailer strategy: Consumers are already aware and anticipate Black Friday sales. Retailers 

start advertising what price discounts will be on which products days before the event, to 

allow consumers to prepare and decide which items they will buy.  

 

Ramadan (Eid al Fitr) 

▪ Date: 2 May 2022- 4 May 2022 

▪ Shopping season: Ramadan is the ninth month of the Islamic calendar, observed by Muslims 

worldwide as a month of fasting, prayer, reflection and community. 

▪ Primary products bought: During the month of Ramadan, wider families tend to come together 

and break their fast under one roof. Throughout the month, as cooking tends to increase, 

grocery retailers see sharp increases in revenues. More recently, fast-casual brands like 

LCWaikiki, Defacto and Koton that have affordable prices for the mass market have also been 

seeing increased sales during the month of Ramadan and particularly on the day before 

(Arafah) the first day of Eid - May 1st in 2022- sales tend to grow.  

▪ Retailer strategy: Television and social media advertisements.  

 

 

MARKET DATA 
 

Table 7 Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
Retail E-Commerce 24,813.8 33,767.8 47,545.7 99,957.2 155,577.6 338,058.8 
Retail Offline 531,667.1 600,460.7 694,440.7 787,166.8 982,650.7 1,709,920.8 
Retail 556,480.9 634,228.5 741,986.3 887,123.9 1,138,228.4 2,047,979.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Content removed from sample 
 

 
 

 
 

Content removed from sample 
 

 

Data removed from sample 

 



D I R E C T  S E L L I N G  I N  T U R K E Y  P a s s p o r t  9 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

 

 

Table 8 Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2017-
2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Retail E-Commerce 117.3 68.6 1,262.4 
Retail Offline 74.0 26.3 221.6 
Retail 79.9 29.8 268.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 9 Sales in Retail Offline by Channel: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
Direct Selling 2,563.9 3,186.4 3,556.3 3,945.7 4,904.4 8,401.3 
Vending 32.9 38.7 47.9 49.0 65.0 112.8 
Non-Grocery Retailers 228,818.4 257,618.3 294,660.5 293,553.5 404,380.4 719,156.1 
Grocery Retailers 300,251.9 339,617.3 396,176.0 489,618.6 573,300.9 982,250.6 
Retail Offline 531,667.1 600,460.7 694,440.7 787,166.8 982,650.7 1,709,920.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 10 Sales in Retail Offline by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Direct Selling 71.3 26.8 227.7 
Vending 73.7 27.9 242.7 
Non-Grocery Retailers 77.8 25.7 214.3 
Grocery Retailers 71.3 26.7 227.1 
Retail Offline 74.0 26.3 221.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 11 Retail Offline Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
Non-Grocery Retailers 306,127.0 302,515.0 297,128.0 280,586.0 278,415.0 280,793.0 
Grocery Retailers 357,832.0 353,244.0 350,220.0 348,086.0 347,394.0 338,400.0 
Retail Offline 663,959.0 655,759.0 647,348.0 628,672.0 625,809.0 619,193.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

Data removed from sample 

 

Data removed from sample 

 



D I R E C T  S E L L I N G  I N  T U R K E Y  P a s s p o r t  10 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Table 12 Retail Offline Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Non-Grocery Retailers 0.9 -1.7 -8.3 
Grocery Retailers -2.6 -1.1 -5.4 
Retail Offline -1.1 -1.4 -6.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 13 Sales in Retail E-Commerce by Product: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
- Other Products E- 7,148.3 8,905.6 12,910.0 14,443.7 30,953.6 126,365.2 
    Commerce       
- Home Products E- 2,020.5 2,891.0 3,621.5 6,639.7 8,452.6 16,771.0 
    Commerce       
- Foods E-Commerce 3,061.6 3,729.1 4,977.5 7,287.2 14,217.1 31,498.9 
- Drinks and Tobacco E- 13.9 32.7 77.6 815.2 1,613.8 3,264.9 
    Commerce       
- Appliances and 6,960.5 9,637.4 12,425.5 50,444.9 71,520.1 104,857.6 
    Electronics E-Commerce       
- Health and Beauty E- 576.8 783.9 1,096.2 2,600.2 3,481.6 6,077.2 
    Commerce       
- Fashion E-Commerce 5,032.3 7,788.0 12,437.4 17,726.2 25,338.8 49,224.1 
Retail E-Commerce by 24,813.8 33,767.8 47,545.7 99,957.2 155,577.6 338,058.8 
    Product       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 14 Sales in Retail E-Commerce by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products E-Commerce 308.2 77.6 1,667.8 
- Home Products E-Commerce 98.4 52.7 730.0 
- Foods E-Commerce 121.6 59.4 928.9 
- Drinks and Tobacco E-Commerce 102.3 198.1 23,443.4 
- Appliances and Electronics E-Commerce 46.6 72.0 1,406.5 
- Health and Beauty E-Commerce 74.6 60.2 953.7 
- Fashion E-Commerce 94.3 57.8 878.2 
Retail E-Commerce by Product 117.3 68.6 1,262.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 15 Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 
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 2017 2018 2019 2020 2021 2022 
 
Value sales TRY million 300,251.9 339,617.3 396,176.0 489,618.6 573,300.9 982,250.6 
Outlets 357,832.0 353,244.0 350,220.0 348,086.0 347,394.0 338,400.0 
Selling Space '000 sq m 23,853.6 23,671.3 24,364.4 25,864.3 27,537.5 28,635.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 16 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2017-
2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales TRY million 71.3 26.7 227.1 
Outlets -2.6 -1.1 -5.4 
Selling Space '000 sq m 4.0 3.7 20.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 17 Sales in Grocery Retailers by Channel: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 116,033.2 123,148.7 138,049.7 151,578.6 164,917.5 248,823.6 
- Foods/Drink/Tobacco 35,982.0 38,224.0 42,849.0 47,048.0 51,188.0 87,338.2 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 47,983.1 63,313.5 78,662.5 114,471.0 147,084.1 296,121.4 
- Hypermarkets 5,134.4 5,254.3 6,181.9 7,186.6 7,956.0 12,956.7 
- Supermarkets 87,088.2 100,673.9 118,895.9 154,852.5 182,925.6 301,368.2 
-- Forecourt Retailers 2,646.8 2,916.8 3,462.1 3,980.9 4,705.4 8,092.2 
-- Convenience Stores 5,384.2 6,086.1 8,074.9 10,501.0 14,524.4 27,550.3 
- Convenience Retailers 8,031.0 9,002.9 11,537.0 14,481.9 19,229.8 35,642.5 
Grocery Retailers 300,251.9 339,617.3 396,176.0 489,618.6 573,300.9 982,250.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 18 Sales in Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers 50.9 16.5 114.4 
- Foods/Drink/Tobacco Specialists 70.6 19.4 142.7 
- Warehouse Clubs - - - 
- Discounters 101.3 43.9 517.1 
- Hypermarkets 62.9 20.3 152.4 
- Supermarkets 64.7 28.2 246.0 
-- Forecourt Retailers 72.0 25.0 205.7 
-- Convenience Stores 89.7 38.6 411.7 
- Convenience Retailers 85.3 34.7 343.8 
Grocery Retailers 71.3 26.7 227.1 

Data removed from sample 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 19 Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 206,138.0 201,493.0 197,520.0 193,438.0 189,702.0 178,214.0 
- Foods/Drink/Tobacco 104,658.0 102,300.0 100,282.0 98,210.0 96,314.0 95,456.0 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 18,847.0 21,423.0 23,930.0 26,861.0 30,212.0 32,433.0 
- Hypermarkets 105.0 87.0 87.0 87.0 85.0 83.0 
- Supermarkets 16,812.0 16,735.0 16,748.0 17,195.0 17,712.0 18,137.0 
-- Forecourt Retailers 7,944.0 7,682.0 7,723.0 7,780.0 7,875.0 7,961.0 
-- Convenience Stores 3,328.0 3,524.0 3,930.0 4,515.0 5,494.0 6,116.0 
- Convenience Retailers 11,272.0 11,206.0 11,653.0 12,295.0 13,369.0 14,077.0 
Grocery Retailers 357,832.0 353,244.0 350,220.0 348,086.0 347,394.0 338,400.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 20 Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers -6.1 -2.9 -13.5 
- Foods/Drink/Tobacco Specialists -0.9 -1.8 -8.8 
- Warehouse Clubs - - - 
- Discounters 7.4 11.5 72.1 
- Hypermarkets -2.4 -4.6 -21.0 
- Supermarkets 2.4 1.5 7.9 
-- Forecourt Retailers 1.1 0.0 0.2 
-- Convenience Stores 11.3 12.9 83.8 
- Convenience Retailers 5.3 4.5 24.9 
Grocery Retailers -2.6 -1.1 -5.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Non-Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales TRY million 228,818.4 257,618.3 294,660.5 293,553.5 404,380.4 719,156.1 
Outlets 306,127.0 302,515.0 297,128.0 280,586.0 278,415.0 280,793.0 
Selling Space '000 sq m 43,477.5 44,397.8 43,918.4 41,041.9 40,820.6 41,636.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 22 Non-Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 
2017-2022 

 

% growth 
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 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales TRY million 77.8 25.7 214.3 
Outlets 0.9 -1.7 -8.3 
Selling Space '000 sq m 2.0 -0.9 -4.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Sales in Non-Grocery Retailers by Channel: Value 2017-2022 

 

TRY million 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 21,054.6 24,011.5 28,436.0 23,115.5 31,231.8 50,260.8 
    Retailers       
- Leisure and Personal 27,380.0 29,867.8 33,067.2 24,632.2 39,507.8 64,741.3 
    Goods Specialists       
- Health and Beauty 20,176.8 23,338.5 27,068.5 27,871.1 34,773.8 61,141.8 
    Specialists       
- Home Products 42,809.2 47,114.2 54,054.5 62,020.6 84,830.5 134,416.6 
    Specialists       
- Appliances and 54,235.9 59,479.1 66,128.9 88,232.8 112,202.8 231,687.6 
    Electronics Specialists       
- Apparel and Footwear 58,573.0 68,482.3 79,966.9 64,283.9 97,220.7 168,614.4 
    Specialists       
- General Merchandise 4,589.0 5,324.9 5,938.5 3,397.6 4,613.2 8,293.5 
    Stores       
Non-Grocery Retailers 228,818.4 257,618.3 294,660.5 293,553.5 404,380.4 719,156.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 Sales in Non-Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers 60.9 19.0 138.7 
- Leisure and Personal Goods Specialists 63.9 18.8 136.5 
- Health and Beauty Specialists 75.8 24.8 203.0 
- Home Products Specialists 58.5 25.7 214.0 
- Appliances and Electronics Specialists 106.5 33.7 327.2 
- Apparel and Footwear Specialists 73.4 23.5 187.9 
- General Merchandise Stores 79.8 12.6 80.7 
Non-Grocery Retailers 77.8 25.7 214.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 Non-Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 41,226.0 39,885.0 38,777.0 35,847.0 35,477.0 35,429.0 
    Retailers       
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- Leisure and Personal 44,502.0 43,940.0 43,393.0 40,847.0 40,741.0 40,728.0 
    Goods Specialists       
- Health and Beauty 34,982.0 35,074.0 34,963.0 33,910.0 33,734.0 33,590.0 
    Specialists       
- Home Products 81,507.0 80,989.0 79,450.0 77,583.0 77,032.0 77,005.0 
    Specialists       
- Appliances and 20,311.0 19,967.0 18,556.0 18,392.0 18,014.0 17,938.0 
    Electronics Specialists       
- Apparel and Footwear 83,163.0 82,248.0 81,590.0 73,636.0 73,066.0 75,761.0 
    Specialists       
- General Merchandise 436.0 412.0 399.0 371.0 351.0 342.0 
    Stores       
Non-Grocery Retailers 306,127.0 302,515.0 297,128.0 280,586.0 278,415.0 280,793.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 Non-Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers -0.1 -3.0 -14.1 
- Leisure and Personal Goods Specialists 0.0 -1.8 -8.5 
- Health and Beauty Specialists -0.4 -0.8 -4.0 
- Home Products Specialists 0.0 -1.1 -5.5 
- Appliances and Electronics Specialists -0.4 -2.5 -11.7 
- Apparel and Footwear Specialists 3.7 -1.8 -8.9 
- General Merchandise Stores -2.6 -4.7 -21.6 
Non-Grocery Retailers 0.9 -1.7 -8.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Retail GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Alibaba Group Holding Ltd 0.7 1.6 4.5 5.9 8.0 
BIM Birlesik Magazacilik AS 4.8 5.1 5.9 5.8 6.7 
Turgut Aydin Holding 3.5 3.6 4.9 4.8 5.2 
Yildiz Holding AS 2.0 2.3 2.6 2.8 3.1 
Migros Tic AS 2.9 3.1 3.2 3.2 3.1 
D-Market Elektronik 0.6 0.8 1.9 2.3 3.0 
    Hizmetler Tic AS      
LC Waikiki Magazacilik 2.2 2.1 1.4 1.8 1.8 
    Hizmetleri Tic AS      
Koç Holding AS 1.3 1.4 1.6 1.8 1.5 
Dogus Grubu 0.5 0.6 0.9 1.2 1.3 
Carrefour SA 0.8 0.9 0.9 0.8 0.8 
Boyner Holding AS 0.6 0.6 0.5 0.6 0.6 
eBay Inc 0.4 0.4 0.6 0.6 0.6 
Vatan Bilgisayar San ve 0.7 0.7 0.7 0.7 0.6 
    Tic AS      
Teknosa Ic ve Dis Ticaret 0.6 0.6 0.6 0.7 0.5 
    AS      
Ceconomy AG 0.5 0.5 0.5 0.6 0.5 
Vestel Dayanikli Tuketim 0.5 0.4 0.5 0.6 0.5 
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    Mallari Pazarlama AS      
Ziylan Magazacilik ve Paz 0.3 0.4 0.3 0.4 0.5 
    AS      
Erciyes Anadolu Holding AS - 0.5 0.5 0.5 0.4 
Mayhoola for Investments - - 0.3 0.4 0.4 
    LLC      
Robert Bosch GmbH 0.3 0.4 0.4 0.4 0.4 
Boyner Perakende ve 0.4 - - - - 
    Tekstil Yatirimlari AS      
Others 76.5 74.2 67.2 64.0 60.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 28 Retail GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Trendyol Marketplace Alibaba Group Holding Ltd 1.1 3.9 5.1 7.1 
Bim BIM Birlesik Magazacilik AS 5.0 5.8 5.7 6.6 
A101 Turgut Aydin Holding 3.6 4.8 4.8 5.1 
Sok Yildiz Holding AS 2.2 2.4 2.5 2.7 
Hepsiburada D-Market Elektronik 0.3 1.1 1.6 2.1 
 Hizmetler Tic AS     
LC Waikiki LC Waikiki Magazacilik 2.1 1.4 1.8 1.8 
 Hizmetleri Tic AS     
n11.com Marketplace Dogus Grubu 0.6 0.9 1.2 1.3 
Arçelik Koç Holding AS 0.8 1.0 1.1 1.0 
Trendyol Alibaba Group Holding Ltd 0.5 0.6 0.8 0.9 
Hepsiburada Marketplace D-Market Elektronik 0.5 0.8 0.7 0.9 
 Hizmetler Tic AS     
M Migros Migros Tic AS 0.8 0.8 0.8 0.7 
Carrefour Carrefour SA 0.8 0.8 0.7 0.7 
eBay Marketplace eBay Inc 0.4 0.6 0.6 0.6 
Beko Koç Holding AS 0.6 0.6 0.7 0.6 
Vatan Bilgisayar Vatan Bilgisayar San ve 0.7 0.7 0.7 0.6 
 Tic AS     
Teknosa Teknosa Ic ve Dis Ticaret AS 0.6 0.6 0.7 0.5 
MM Migros Migros Tic AS 0.6 0.6 0.5 0.5 
M-Jet Migros Tic AS 0.5 0.5 0.5 0.5 
Media Markt/Saturn Ceconomy AG 0.5 0.5 0.6 0.5 
Vestel Vestel Dayanikli Tuketim 0.4 0.5 0.6 0.5 
 Mallari Pazarlama AS     
Others  77.6 71.1 68.4 64.9 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 29 Retail Offline GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
BIM Birlesik Magazacilik AS 5.1 5.5 6.6 6.7 8.1 
Turgut Aydin Holding 3.4 3.5 5.2 5.4 6.1 
Yildiz Holding AS 2.1 2.5 3.0 3.3 3.7 
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Migros Tic AS 3.0 3.2 3.3 3.2 3.1 
LC Waikiki Magazacilik 2.3 2.2 1.5 1.9 1.9 
    Hizmetleri Tic AS      
Koç Holding AS 1.4 1.5 1.6 1.9 1.7 
Carrefour SA 0.9 0.9 1.0 0.9 0.9 
Vatan Bilgisayar San ve 0.7 0.7 0.6 0.7 0.5 
    Tic AS      
Teknosa Ic ve Dis Ticaret 0.5 0.5 0.6 0.7 0.5 
    AS      
Vestel Dayanikli Tuketim 0.5 0.4 0.5 0.6 0.5 
    Mallari Pazarlama AS      
Erciyes Anadolu Holding AS - 0.6 0.6 0.6 0.5 
Ceconomy AG 0.5 0.5 0.5 0.6 0.5 
Robert Bosch GmbH 0.4 0.4 0.4 0.5 0.5 
Ziylan Magazacilik ve Paz 0.3 0.4 0.3 0.4 0.4 
    AS      
Mayhoola for Investments - - 0.3 0.4 0.4 
    LLC      
Inter IKEA Systems BV 0.3 0.3 0.3 0.4 0.3 
Hakmar Magazacilik Ltd Sti 0.2 0.3 0.3 0.3 0.3 
Anadolu Group 0.3 0.3 0.3 0.3 0.3 
Mavi Giyim San ve Tic AS 0.2 0.3 0.2 0.3 0.3 
Boyner Holding AS 0.4 0.4 0.2 0.3 0.3 
Boyner Perakende ve 0.4 - - - - 
    Tekstil Yatirimlari AS      
Boydak Holding AS 0.4 - - - - 
Others 76.7 75.8 72.6 70.8 69.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 30 Retail Offline GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Bim BIM Birlesik Magazacilik AS 5.3 6.5 6.6 7.9 
A101 Turgut Aydin Holding 3.5 5.1 5.3 6.0 
Sok Yildiz Holding AS 2.3 2.7 2.9 3.2 
LC Waikiki LC Waikiki Magazacilik 2.2 1.5 1.9 1.9 
 Hizmetleri Tic AS     
Arçelik Koç Holding AS 0.9 1.0 1.2 1.1 
M Migros Migros Tic AS 0.9 0.9 0.9 0.9 
Carrefour Carrefour SA 0.8 0.9 0.8 0.8 
Beko Koç Holding AS 0.6 0.6 0.7 0.6 
MM Migros Migros Tic AS 0.6 0.7 0.6 0.6 
M-Jet Migros Tic AS 0.5 0.6 0.6 0.6 
Vatan Bilgisayar Vatan Bilgisayar San ve 0.7 0.6 0.7 0.5 
 Tic AS     
Teknosa Teknosa Ic ve Dis Ticaret AS 0.5 0.6 0.7 0.5 
Vestel Vestel Dayanikli Tuketim 0.4 0.5 0.6 0.5 
 Mallari Pazarlama AS     
5 M Migros Tic AS 0.6 0.6 0.5 0.5 
Seç Market Yildiz Holding AS 0.2 0.3 0.4 0.5 
Media Markt/Saturn Ceconomy AG 0.5 0.5 0.6 0.5 
Bosch Robert Bosch GmbH 0.4 0.4 0.5 0.5 
MMM Migros Migros Tic AS 0.4 0.5 0.4 0.4 
IKEA Inter IKEA Systems BV 0.3 0.3 0.4 0.3 
Hakmar Hakmar Magazacilik Ltd Sti 0.3 0.3 0.3 0.3 
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Others  78.2 75.0 73.5 71.9 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 31 Retail Offline LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
A101 Turgut Aydin Holding 9,000 10,001 11,219 12,306 
Bim BIM Birlesik Magazacilik AS 7,438 8,407 9,451 9,978 
Sok Yildiz Holding AS 6,929 7,803 8,852 9,435 
Seç Market Yildiz Holding AS 673 1,017 1,726 2,300 
Ekomini Anadolu Group 1,935 2,063 2,181 2,173 
Petrol Ofisi Benzin Petrol Ofisi AS 1,770 1,800 1,700 1,840 
    Istasyonu Marketleri      
Arçelik (Koç Holding Arçelik AS 1,402 1,419 1,474 1,488 
    AS)      
Beko (Koç Holding AS) Arçelik AS 1,251 1,265 1,287 1,299 
Vodafone (Vodafone Vodafone Telekomünikasyon 1,262 1,232 1,275 1,250 
    Group Plc) AS     
Vestel Vestel Dayanikli Tuketim 985 1,073 1,173 1,212 
 Mallari Pazarlama AS     
Turkcell Iletisim Turkcell Iletisim 1,362 1,302 1,225 1,200 
    Merkezi Hizmetleri AS     
Ariston (Whirlpool Indesit Co Beyaz Esya 1,295 1,116 1,075 1,062 
    Corp) Pazarlama AS     
M-Jet Migros Tic AS 927 968 1,039 1,061 
Profilo BSH Ev Aletleri San ve 1,250 1,150 1,087 1,016 
 Tic AS     
Bosch (Robert Bosch BSH Ev Aletleri San ve 1,050 1,000 998 961 
    GmbH) Tic AS     
Türk Telekom Türk Telekomünikasyon AS 912 889 951 947 
M Migros Migros Tic AS 667 735 850 903 
Opet Full Market Opet Petrolculuk AS 1,123 1,039 957 866 
Hakmar Hakmar Magazacilik Ltd Sti 563 650 690 714 
Shell Select (Shell Shell & Turcas Petrol AS - - - 692 
    Plc)      
Others Others 605,554 583,743 576,599 566,490 
Total Total 647,348 628,672 625,809 619,193 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 32 Retail E-Commerce GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Alibaba Group Holding Ltd 12.3 24.4 40.0 43.1 48.6 
D-Market Elektronik 11.4 12.6 17.1 16.8 18.0 
    Hizmetler Tic AS      
Dogus Grubu 9.3 9.8 7.7 8.5 8.0 
eBay Inc 7.6 6.7 5.3 4.3 3.7 
Migros Tic AS 0.3 1.3 2.5 3.1 2.7 
Boyner Holding AS 3.1 3.2 2.6 2.7 2.3 
Amazon.com Inc 0.8 0.9 1.0 1.4 1.4 

Data removed from sample 
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LC Waikiki Magazacilik 0.7 0.9 1.0 1.2 1.1 
    Hizmetleri Tic AS      
Cicek Sepeti Internet 1.3 1.3 1.3 1.2 1.1 
    Hizmetleri AS      
Koç Holding AS 0.2 0.2 1.0 1.0 0.8 
Turgut Aydin Holding 5.0 5.0 2.4 1.5 0.6 
Modanisa Elektronik 18.2 7.6 2.2 1.2 0.6 
    Magazacilik ve Tic AS      
Ceconomy AG 0.5 0.5 1.1 0.9 0.6 
Vatan Bilgisayar San ve 0.8 0.7 1.2 0.9 0.6 
    Tic AS      
Ziylan Magazacilik ve Paz 0.3 0.3 0.3 0.6 0.6 
    AS      
Mayhoola for Investments - - 0.5 0.6 0.6 
    LLC      
Enucuz Pazarlama Turizm 1.3 1.0 0.8 0.8 0.5 
    Reklam Ve      
    Telekomunikasyon Tic Ltd      
    Sti      
Apple Inc 0.8 0.7 0.6 0.6 0.5 
Teknosa Ic ve Dis Ticaret 0.6 0.6 1.0 0.7 0.5 
    AS      
Defacto Perakende Tic AS 0.2 0.3 0.3 0.4 0.4 
Perabayt Bilisim 0.4 0.3 - - - 
    Pazarlama ve Dis Ticaret AS      
Boyner Perakende ve 0.4 - - - - 
    Tekstil Yatirimlari AS      
Others 24.5 21.6 10.1 8.5 6.6 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 33 Retail E-Commerce GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Trendyol Marketplace Alibaba Group Holding Ltd 16.4 34.9 37.5 43.0 
Hepsiburada D-Market Elektronik 4.2 10.1 11.4 12.5 
 Hizmetler Tic AS     
n11.com Marketplace Dogus Grubu 9.8 7.7 8.5 8.0 
Trendyol Alibaba Group Holding Ltd 8.0 5.1 5.5 5.6 
Hepsiburada Marketplace D-Market Elektronik 8.4 7.0 5.4 5.5 
 Hizmetler Tic AS     
eBay Marketplace eBay Inc 6.7 5.3 4.3 3.7 
Migros Migros Tic AS 1.3 2.5 3.1 2.7 
Morhipo Boyner Holding AS 2.7 2.1 2.0 1.6 
LC Waikiki LC Waikiki Magazacilik 0.9 1.0 1.2 1.1 
 Hizmetleri Tic AS     
CicekSepeti Cicek Sepeti Internet 1.3 1.3 1.2 1.1 
 Hizmetleri AS     
Amazon Marketplace Amazon.com Inc 0.3 0.4 0.6 0.8 
Boyner Boyner Holding AS 0.6 0.5 0.8 0.6 
Modanisa Modanisa Elektronik 7.6 2.2 1.2 0.6 
 Magazacilik ve Tic AS     
Media Markt/Saturn Ceconomy AG 0.5 1.1 0.9 0.6 
Vatan Bilgisayar Vatan Bilgisayar San ve 0.7 1.2 0.9 0.6 
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 Tic AS     
A101 Turgut Aydin Holding 5.0 2.4 1.4 0.6 
Amazon Amazon.com Inc 0.7 0.6 0.7 0.6 
Ebebek Enucuz Pazarlama Turizm 1.0 0.8 0.8 0.5 
 Reklam Ve     
 Telekomunikasyon Tic Ltd Sti     
App Store Apple Inc 0.7 0.6 0.6 0.5 
Arçelik Koç Holding AS 0.1 0.6 0.7 0.5 
Others  23.2 12.7 11.2 9.0 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 34 Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
BIM Birlesik Magazacilik AS 9.0 9.6 10.7 11.6 14.0 
Turgut Aydin Holding 5.9 6.1 8.3 9.1 10.4 
Yildiz Holding AS 3.8 4.4 4.8 5.6 6.5 
Migros Tic AS 5.3 5.6 5.3 5.4 5.5 
Carrefour SA 1.5 1.6 1.6 1.6 1.6 
Hakmar Magazacilik Ltd Sti 0.4 0.4 0.5 0.5 0.6 
Anadolu Group 0.5 0.5 0.5 0.6 0.6 
Özen Group 0.3 0.3 0.3 0.3 0.3 
Petrol Ofisi AS 0.2 0.2 0.2 0.2 0.2 
Yunus Market Isletmeleri 0.2 0.2 0.2 0.2 0.2 
    Tic AS      
Shell Plc - - - - 0.2 
Opet Petrolculuk AS 0.1 0.1 0.1 0.1 0.1 
BP plc 0.1 0.1 0.0 0.1 0.1 
Total Oil Turkiye AS 0.0 0.0 0.0 0.0 0.0 
Royal Dutch Shell Plc 0.2 0.2 0.2 0.2 - 
Adese Alisveris 0.2 0.1 0.1 - - 
    Merkezleri Tic AS      
Makro Market AS 0.2 0.1 - - - 
Metro AG - - - - - 
Begendik Magaza - - - - - 
    Isletmeleri Ticaret ve      
    Sanayi AS      
Kiler Alisveris - - - - - 
    Hizmetleri AS      
Others 72.1 70.4 67.2 64.5 59.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 35 Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Bim BIM Birlesik Magazacilik AS 9.4 10.4 11.3 13.7 
A101 Turgut Aydin Holding 6.1 8.3 9.1 10.4 
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Sok Yildiz Holding AS 4.1 4.4 5.0 5.6 
M Migros Migros Tic AS 1.5 1.5 1.5 1.5 
Carrefour Carrefour SA 1.4 1.4 1.4 1.4 
MM Migros Migros Tic AS 1.1 1.0 1.1 1.1 
M-Jet Migros Tic AS 0.9 0.9 1.0 1.1 
5 M Migros Tic AS 1.0 0.9 0.9 0.8 
Seç Market Yildiz Holding AS 0.3 0.4 0.7 0.8 
MMM Migros Migros Tic AS 0.8 0.7 0.7 0.7 
Hakmar Hakmar Magazacilik Ltd Sti 0.4 0.5 0.5 0.6 
Ekomini Anadolu Group 0.5 0.5 0.6 0.6 
File BIM Birlesik Magazacilik AS 0.2 0.3 0.3 0.3 
Onur Özen Group 0.3 0.3 0.3 0.3 
Macrocenter Migros Tic AS 0.2 0.2 0.3 0.3 
Carrefour Express Carrefour SA 0.2 0.2 0.2 0.2 
Petrol Ofisi Benzin Petrol Ofisi AS 0.2 0.2 0.2 0.2 
    Istasyonu Marketleri      
Yunus Yunus Market Isletmeleri 0.2 0.2 0.2 0.2 
 Tic AS     
Shell Select Shell Plc - - - 0.1 
Opet Full Market Opet Petrolculuk AS 0.1 0.1 0.1 0.1 
Shell Shop Royal Dutch Shell Plc 0.1 0.1 0.1 - 
Adese Adese Alisveris 0.1 0.1 - - 
 Merkezleri Tic AS     
Makromarket Makro Market AS 0.1 - - - 
Others  70.6 67.4 64.8 60.0 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 36 Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
A101 Turgut Aydin Holding 9,000 10,001 11,219 12,306 
Bim BIM Birlesik Magazacilik AS 7,438 8,407 9,451 9,978 
Sok Yildiz Holding AS 6,929 7,803 8,852 9,435 
Seç Market Yildiz Holding AS 673 1,017 1,726 2,300 
Ekomini Anadolu Group 1,935 2,063 2,181 2,173 
Petrol Ofisi Benzin Petrol Ofisi AS 1,770 1,800 1,700 1,840 
    Istasyonu Marketleri      
M-Jet Migros Tic AS 927 968 1,039 1,061 
M Migros Migros Tic AS 667 735 850 903 
Opet Full Market Opet Petrolculuk AS 1,123 1,039 957 866 
Hakmar Hakmar Magazacilik Ltd Sti 563 650 690 714 
Shell Select (Shell Shell & Turcas Petrol AS - - - 692 
    Plc)      
MM Migros Migros Tic AS 389 406 439 449 
Carrefour (Carrefour Carrefour SA Carrefour 421 447 438 439 
    SA) Sabançi Ticaret Merkezi AS     
Sok Mini Yildiz Holding AS 286 342 395 423 
Shell Shop (Shell Plc) Shell & Turcas Petrol AS - - - 391 
BP Shop (BP plc) BP Petrolleri AS 330 324 355 371 
Total Benzin Total Oil Turkiye AS 349 405 395 370 
    Istasyonu Marketleri      
Carrefour Express Carrefour SA Carrefour 195 228 256 262 
    (Carrefour SA) Sabançi Ticaret Merkezi AS     
File BIM Birlesik Magazacilik AS 93 123 160 181 
Onur Özen Group 147 155 163 151 
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Shell Select (Royal Shell & Turcas Petrol AS 450 600 680 - 
    Dutch Shell Plc)      
Shell Shop (Royal Shell & Turcas Petrol AS 696 550 480 - 
    Dutch Shell Plc)      
Others Others 315,839 310,023 304,968 293,095 
Total Total 350,220 348,086 347,394 338,400 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 37 Non-Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
LC Waikiki Magazacilik 5.2 5.1 3.9 4.6 4.5 
    Hizmetleri Tic AS      
Koç Holding AS 3.3 3.5 4.4 4.7 4.0 
Vatan Bilgisayar San ve 1.6 1.5 1.7 1.6 1.3 
    Tic AS      
Teknosa Ic ve Dis Ticaret 1.3 1.3 1.6 1.6 1.3 
    AS      
Vestel Dayanikli Tuketim 1.2 0.9 1.4 1.4 1.2 
    Mallari Pazarlama AS      
Erciyes Anadolu Holding AS - 1.3 1.5 1.4 1.2 
Ceconomy AG 1.1 1.1 1.3 1.4 1.1 
Robert Bosch GmbH 0.9 1.0 1.2 1.3 1.1 
Ziylan Magazacilik ve Paz 0.8 0.9 0.9 1.0 1.0 
    AS      
Mayhoola for Investments - - 0.7 0.9 0.9 
    LLC      
Inter IKEA Systems BV 0.7 0.7 0.9 0.9 0.8 
Mavi Giyim San ve Tic AS 0.6 0.6 0.5 0.7 0.8 
Boyner Holding AS 1.0 1.0 0.6 0.7 0.7 
Gratis Ic ve Dis Ticaret AS 0.6 0.6 0.7 0.6 0.7 
Defacto Perakende Tic AS 0.9 1.0 0.7 0.8 0.7 
Yatas Yatak ve Yorgan San 0.3 0.4 0.5 0.6 0.6 
    ve Ticaret AS      
Kingfisher Plc 0.6 0.6 0.6 0.7 0.6 
Koton Magazacilik Tekstil 1.0 0.9 0.6 0.6 0.6 
    San ve Tic AS      
Turkcell Iletisim 0.6 0.6 0.8 0.7 0.5 
    Hizmetleri AS      
Inditex, Industria de 0.6 0.6 0.4 0.5 0.5 
    Diseño Textil SA      
Boyner Perakende ve 0.9 - - - - 
    Tekstil Yatirimlari AS      
Boydak Holding AS 0.9 - - - - 
Others 76.0 76.4 75.1 73.3 75.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 38 Non-Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
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LC Waikiki LC Waikiki Magazacilik 5.1 3.9 4.6 4.5 
 Hizmetleri Tic AS     
Arçelik Koç Holding AS 2.1 2.7 2.9 2.5 
Beko Koç Holding AS 1.4 1.7 1.8 1.5 
Vatan Bilgisayar Vatan Bilgisayar San ve 1.5 1.7 1.6 1.3 
 Tic AS     
Teknosa Teknosa Ic ve Dis Ticaret AS 1.3 1.6 1.6 1.3 
Vestel Vestel Dayanikli Tuketim 0.9 1.4 1.4 1.2 
 Mallari Pazarlama AS     
Media Markt/Saturn Ceconomy AG 1.1 1.3 1.4 1.1 
Bosch Robert Bosch GmbH 1.0 1.2 1.3 1.1 
IKEA Inter IKEA Systems BV 0.7 0.9 0.9 0.8 
Flo Ziylan Magazacilik ve Paz AS 0.7 0.7 0.8 0.8 
Mavi Mavi Giyim San ve Tic AS 0.6 0.5 0.7 0.8 
Boyner Boyner Holding AS 1.0 0.6 0.7 0.7 
Gratis Gratis Ic ve Dis Ticaret AS 0.6 0.7 0.6 0.7 
Defacto Defacto Perakende Tic AS 1.0 0.7 0.8 0.7 
Beymen Mayhoola for Investments LLC - 0.6 0.7 0.7 
Koton Koton Magazacilik Tekstil 0.9 0.6 0.6 0.6 
 San ve Tic AS     
Istikbal Erciyes Anadolu Holding AS 0.6 0.7 0.7 0.6 
Turkcell Iletisim Turkcell Iletisim 0.6 0.8 0.7 0.5 
    Merkezi Hizmetleri AS     
Koçtaş Kingfisher Plc 0.5 0.5 0.6 0.5 
Bellona Erciyes Anadolu Holding AS 0.6 0.6 0.6 0.5 
Beymen Beymen Perakende ve 0.7 - - - 
 Tekstil Yatirimlari AS     
Others  77.0 76.7 75.1 77.6 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 39 Non-Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Arçelik (Koç Holding Arçelik AS 1,402 1,419 1,474 1,488 
    AS)      
Beko (Koç Holding AS) Arçelik AS 1,251 1,265 1,287 1,299 
Vodafone (Vodafone Vodafone Telekomünikasyon 1,262 1,232 1,275 1,250 
    Group Plc) AS     
Vestel Vestel Dayanikli Tuketim 985 1,073 1,173 1,212 
 Mallari Pazarlama AS     
Turkcell Iletisim Turkcell Iletisim 1,362 1,302 1,225 1,200 
    Merkezi Hizmetleri AS     
Ariston (Whirlpool Indesit Co Beyaz Esya 1,295 1,116 1,075 1,062 
    Corp) Pazarlama AS     
Profilo BSH Ev Aletleri San ve 1,250 1,150 1,087 1,016 
 Tic AS     
Bosch (Robert Bosch BSH Ev Aletleri San ve 1,050 1,000 998 961 
    GmbH) Tic AS     
Türk Telekom Türk Telekomünikasyon AS 912 889 951 947 
Istikbal (Erciyes Istikbal Mobilya Sanayi 630 653 664 678 
    Anadolu Holding AS) ve Ticaret AS     
Siemens (Siemens AG) BSH Ev Aletleri San ve 720 690 670 660 
 Tic AS     
Gratis Gratis Ic ve Dis Ticaret AS 605 640 650 660 
Bellona (Erciyes Boytas Mobilya San ve Tic 570 583 581 592 
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    Anadolu Holding AS) AS     
Idas Salteks Salvin Tekstil 530 573 573 591 
 San ve Tic AS     
LC Waikiki LC Waikiki Magazacilik 472 481 504 534 
 Hizmetleri Tic AS     
Penti Penti Giyim Ticaret As 384 386 393 412 
Flo Ziylan Magazacilik ve Paz AS 355 350 380 400 
Mavi Mavi Giyim San ve Tic AS 381 384 395 398 
Watsons Your Personal AS Watsons Guzellik ve 340 350 360 365 
    Store (AS Watson Group) Bakim Urunleri Ticaret AS     
Mondi (Erciyes Mondi Yatak Yorgan San ve 307 316 342 356 
    Anadolu Holding AS) Tic AS     
Others Others 281,065 264,734 262,358 264,712 
Total Total 297,128 280,586 278,415 280,793 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 40 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2022-
2027 

 

TRY million 
 2022 2023 2024 2025 2026 2027 
 
Retail E-Commerce 338,058.8 404,396.5 489,724.2 576,432.5 663,005.7 757,152.5 
Retail Offline 1,709,920.8 1,768,471.8 1,824,070.8 1,874,419.3 1,915,374.4 1,950,011.8 
Retail 2,047,979.6 2,172,868.3 2,313,794.9 2,450,851.8 2,578,380.1 2,707,164.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 41 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: % Value 
Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Retail E-Commerce 19.6 17.5 124.0 
Retail Offline 3.4 2.7 14.0 
Retail 6.1 5.7 32.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 42 Forecast Sales in Retail Offline by Channel: Value 2022-2027 

 

TRY million 
 2022 2023 2024 2025 2026 2027 
 
Direct Selling 8,401.3 8,560.9 8,706.5 8,845.8 8,961.6 9,113.1 
Vending 112.8 120.4 129.7 135.5 176.3 194.3 
Non-Grocery Retailers 719,156.1 749,733.3 778,340.3 803,262.1 825,569.0 844,355.5 
Grocery Retailers 982,250.6 1,010,057.2 1,036,894.3 1,062,176.0 1,080,667.5 1,096,348.9 
Retail Offline 1,709,920.8 1,768,471.8 1,824,070.8 1,874,419.3 1,915,374.4 1,950,011.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Note 1: Forecast value data in constant terms 

 

 

Table 43 Forecast Sales in Retail Offline by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Direct Selling 1.9 1.6 8.5 
Vending 6.7 11.5 72.2 
Non-Grocery Retailers 4.3 3.3 17.4 
Grocery Retailers 2.8 2.2 11.6 
Retail Offline 3.4 2.7 14.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 44 Forecast Retail Offline Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
Non-Grocery Retailers 280,793.0 282,315.0 284,216.0 286,634.0 289,310.0 292,209.0 
Grocery Retailers 338,400.0 336,594.0 334,626.0 332,840.0 331,360.0 330,979.0 
Retail Offline 619,193.0 618,909.0 618,842.0 619,474.0 620,670.0 623,188.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 45 Forecast Retail Offline Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Non-Grocery Retailers 0.5 0.8 4.1 
Grocery Retailers -0.5 -0.4 -2.2 
Retail Offline 0.0 0.1 0.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 46 Forecast Sales in Retail E-Commerce by Product: Value 2022-2027 

 

TRY million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products E- 126,365.2 172,947.4 229,578.8 286,663.9 341,025.4 397,104.1 
    Commerce       
- Home Products E- 16,771.0 18,113.4 19,054.0 20,432.8 21,469.4 22,587.4 
    Commerce       
- Foods E-Commerce 31,498.9 39,992.2 48,651.4 56,784.0 65,768.7 75,487.4 
- Drinks and Tobacco E- 3,264.9 4,664.1 7,250.7 9,500.6 11,598.4 14,809.7 
    Commerce       
- Appliances and 104,857.6 113,453.1 125,278.2 138,400.2 153,372.7 172,043.2 
    Electronics E-Commerce       
- Health and Beauty E- 6,077.2 6,486.3 6,980.8 7,505.4 8,044.2 8,549.5 
    Commerce       
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- Fashion E-Commerce 49,224.1 48,740.0 52,930.2 57,145.6 61,726.9 66,571.2 
Retail E-Commerce by 338,058.8 404,396.5 489,724.2 576,432.5 663,005.7 757,152.5 
    Product       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms 
Note 2: Vending data captures vending systems installed in public and semi-captive environments only. For 

further details refer to definitions. 

 

 

Table 47 Forecast Sales in Retail E-Commerce by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products E-Commerce 36.9 25.7 214.3 
- Home Products E-Commerce 8.0 6.1 34.7 
- Foods E-Commerce 27.0 19.1 139.7 
- Drinks and Tobacco E-Commerce 42.9 35.3 353.6 
- Appliances and Electronics E-Commerce 8.2 10.4 64.1 
- Health and Beauty E-Commerce 6.7 7.1 40.7 
- Fashion E-Commerce -1.0 6.2 35.2 
Retail E-Commerce by Product 19.6 17.5 124.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 48 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales TRY million 982,250.6 1,010,057.2 1,036,894.3 1,062,176.0 1,080,667.5 1,096,348.9 
Outlets 338,400.0 336,594.0 334,626.0 332,840.0 331,360.0 330,979.0 
Selling Space '000 sq m 28,635.5 29,318.5 29,961.8 30,597.5 31,295.7 32,037.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 49 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales TRY million 2.8 2.2 11.6 
Outlets -0.5 -0.4 -2.2 
Selling Space '000 sq m 2.4 2.3 11.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 50 Forecast Sales in Grocery Retailers by Channel: Value 2022-2027 
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TRY million 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 248,823.6 245,091.2 241,660.0 240,451.7 237,806.7 235,904.2 
- Foods/Drink/Tobacco 87,338.2 91,093.7 94,646.4 98,148.3 100,994.6 103,519.5 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 296,121.4 318,304.4 335,174.5 348,916.7 360,430.9 368,720.8 
- Hypermarkets 12,956.7 12,582.8 12,237.3 11,967.1 11,733.4 11,512.0 
- Supermarkets 301,368.2 305,348.2 313,534.8 321,291.9 326,662.3 332,035.6 
-- Forecourt Retailers 8,092.2 8,240.7 8,510.9 8,806.8 9,044.5 9,267.8 
-- Convenience Stores 27,550.3 29,396.1 31,130.5 32,593.7 33,995.2 35,389.0 
- Convenience Retailers 35,642.5 37,636.8 39,641.4 41,400.5 43,039.7 44,656.8 
Grocery Retailers 982,250.6 1,010,057.2 1,036,894.3 1,062,176.0 1,080,667.5 1,096,348.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 51 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers -1.5 -1.1 -5.2 
- Foods/Drink/Tobacco Specialists 4.3 3.5 18.5 
- Warehouse Clubs - - - 
- Discounters 7.5 4.5 24.5 
- Hypermarkets -2.9 -2.3 -11.2 
- Supermarkets 1.3 2.0 10.2 
-- Forecourt Retailers 1.8 2.8 14.5 
-- Convenience Stores 6.7 5.1 28.5 
- Convenience Retailers 5.6 4.6 25.3 
Grocery Retailers 2.8 2.2 11.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 52 Forecast Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 178,214.0 174,558.0 171,267.0 168,391.0 166,212.0 164,712.0 
- Foods/Drink/Tobacco 95,456.0 95,124.0 94,607.0 94,312.0 93,525.0 92,915.0 
    Specialists       
- Warehouse Clubs - - - - - - 
- Discounters 32,433.0 33,706.0 34,700.0 35,333.0 36,121.0 37,158.0 
- Hypermarkets 83.0 82.0 81.0 80.0 79.0 78.0 
- Supermarkets 18,137.0 18,536.0 18,906.0 19,227.0 19,515.0 19,788.0 
-- Forecourt Retailers 7,961.0 8,093.0 8,220.0 8,365.0 8,513.0 8,675.0 
-- Convenience Stores 6,116.0 6,495.0 6,845.0 7,132.0 7,395.0 7,653.0 
- Convenience Retailers 14,077.0 14,588.0 15,065.0 15,497.0 15,908.0 16,328.0 
Grocery Retailers 338,400.0 336,594.0 334,626.0 332,840.0 331,360.0 330,979.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 53 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers -2.1 -1.6 -7.6 
- Foods/Drink/Tobacco Specialists -0.3 -0.5 -2.7 
- Warehouse Clubs - - - 
- Discounters 3.9 2.8 14.6 
- Hypermarkets -1.2 -1.2 -6.0 
- Supermarkets 2.2 1.8 9.1 
-- Forecourt Retailers 1.7 1.7 9.0 
-- Convenience Stores 6.2 4.6 25.1 
- Convenience Retailers 3.6 3.0 16.0 
Grocery Retailers -0.5 -0.4 -2.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 54 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-
2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales TRY million 719,156.1 749,733.3 778,340.3 803,262.1 825,569.0 844,355.5 
Outlets 280,793.0 282,315.0 284,216.0 286,634.0 289,310.0 292,209.0 
Selling Space '000 sq m 41,636.5 42,051.0 42,552.6 43,054.8 43,621.3 44,274.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

Table 55 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales TRY million 4.3 3.3 17.4 
Outlets 0.5 0.8 4.1 
Selling Space '000 sq m 1.0 1.2 6.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

Table 56 Forecast Sales in Non-Grocery Retailers by Channel: Value 2022-2027 

 

TRY million 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 50,260.8 51,001.5 51,974.0 53,227.0 54,835.2 56,771.1 
    Retailers       
- Leisure and Personal 64,741.3 67,078.8 69,528.6 72,020.1 74,351.6 76,575.6 
    Goods Specialists       
- Health and Beauty 61,141.8 61,501.9 62,069.6 62,848.7 63,812.3 64,921.2 
    Specialists       
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- Home Products 134,416.6 136,514.0 138,645.9 140,736.6 142,806.3 145,295.7 
    Specialists       
- Appliances and 231,687.6 246,283.9 259,337.0 269,969.8 278,878.8 285,293.0 
    Electronics Specialists       
- Apparel and Footwear 168,614.4 179,237.1 188,736.7 196,474.9 202,958.6 207,626.6 
    Specialists       
- General Merchandise 8,293.5 8,116.2 8,048.6 7,985.0 7,926.2 7,872.2 
    Stores       
Non-Grocery Retailers 719,156.1 749,733.3 778,340.3 803,262.1 825,569.0 844,355.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 57 Forecast Sales in Non-Grocery Retailers by Channel: % Value Growth 2022-
2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 1.5 2.5 13.0 
- Leisure and Personal Goods Specialists 3.6 3.4 18.3 
- Health and Beauty Specialists 0.6 1.2 6.2 
- Home Products Specialists 1.6 1.6 8.1 
- Appliances and Electronics Specialists 6.3 4.3 23.1 
- Apparel and Footwear Specialists 6.3 4.3 23.1 
- General Merchandise Stores -2.1 -1.0 -5.1 
Non-Grocery Retailers 4.3 3.3 17.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 58 Forecast Non-Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 35,429.0 35,560.0 35,773.0 36,094.0 36,563.0 37,148.0 
    Retailers       
- Leisure and Personal 40,728.0 40,793.0 40,961.0 41,265.0 41,571.0 41,891.0 
    Goods Specialists       
- Health and Beauty 33,590.0 33,523.0 33,490.0 33,555.0 33,675.0 33,841.0 
    Specialists       
- Home Products 77,005.0 77,770.0 78,631.0 79,710.0 80,878.0 82,116.0 
    Specialists       
- Appliances and 17,938.0 17,853.0 18,113.0 18,394.0 18,704.0 19,059.0 
    Electronics Specialists       
- Apparel and Footwear 75,761.0 76,484.0 76,922.0 77,296.0 77,605.0 77,846.0 
    Specialists       
- General Merchandise 342.0 332.0 326.0 320.0 314.0 308.0 
    Stores       
Non-Grocery Retailers 280,793.0 282,315.0 284,216.0 286,634.0 289,310.0 292,209.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 59 Forecast Non-Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 
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% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 0.4 1.0 4.9 
- Leisure and Personal Goods Specialists 0.2 0.6 2.9 
- Health and Beauty Specialists -0.2 0.1 0.7 
- Home Products Specialists 1.0 1.3 6.6 
- Appliances and Electronics Specialists -0.5 1.2 6.2 
- Apparel and Footwear Specialists 1.0 0.5 2.8 
- General Merchandise Stores -2.9 -2.1 -9.9 
Non-Grocery Retailers 0.5 0.8 4.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 13 February 2023 

Report closing date: 9 March 2023  

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2022 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis.  

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 2 Research Sources 

Official Sources Ministry of Employment & Social Security 

 State Statistical Institute 

 Turkish Statistical Institute 

Trade Associations AKDM (Trade Council of Shopping Centres & 

Retailers) 

 Alisveris Merkezi Yatirimcilari Dernegi 

 Association of Shopping Malls & Retailers 

(AMPD) 

 Bankalar Arasi Kredi Merkezi 

 Beyaz Esya Yan Sanayicileri Dernegi 

 Dogrudan Pazarlama Iletisimcileri Dernegi 

(DPID) (Turkish Direct Marketing Association) 

 Dogrudan Satis Dernegi 

 ETID (Electronic Commerce Managers 

Association) 

 Istanbul Altin Borsasi (Precious Metals & 
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Diamond Market Trade Exchange Board) 

 Istanbul Kuyumcular Odasi/Istanbul Chamber 

of Jewellery Retailers 

 Istanbul Ticaret Odasi (Istanbul Chamber of 

Commerce) 

 MASKO (Istanbul Manufacturers of Furnitures 

Co-operation) 

 MOSDER (Funtiture Manufacturers 

Association) 

 TPIC (Turkish Petrelium International Co) 

 Tum Alisveris Merkezleri ve perakendeciler 

Federasyonu 

 TÜRKBESD 

 Turkey Retailers Association (TPF) 

 Turkish Direct Seller's Association (DSD) 

 TÜTSAB 

 World Federation of Direct Selling 

Associations 

Trade Press Aktif Haber 

 Alisveris Rehberi 

 Anadolu Ajansi 

Source: Euromonitor International 
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