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Wh o Are We ?

85 Country

Export

Highest Production Capacity

Soft Candy

2,100
Employees

Export Leader

72,300 Tons Production
2 0 2 0  T a r g e t

70,000 m2

Production Facility

3 Plant s

ISTANBUL

MAN ISA

Incentive Zone

Logistic Advantage
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1999

2005

2007

2010

2006
2008

2011

1994

Establishment

Gum Production

Jelly Production

Initiation

FirstLicorice Line

PL Production

Second Jelly

Line

Second

Licorice Line

FritoLay 

Cooperation

History



History

2013

2014

2017

2019

2016
2018

2020

2012
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Third Licorice

Line

First Halal 

Certified 

Soft Candy 

Producer

Kervan USA

Purchase Of 

Akas

Kervan UK

FirstMarshmallow

Line

Purchase of 

Uc antay

Third Jelly Line

Expansion of 

Akhisar Plant
R&D Center

Second

Marshmallow Line

Uc antay Plant

Purchase

Kervan Germany

(Erti Food )

Fourth Jelly Line

Fourth Licorice

Line

Functional 

Product 

Category 

Initiation

Moving of 

Ucantay to 

Akhisar

Kervan Russia

Purchase Of 

Happy Life

Fifth Jelly Line

Fifth Licorice Line

New Factory Land 

Acquisition In 

Akhisar

Akhisar Warehouse 

Installation of 

10.000 Pallets

Expansion Of The 

Factory Building

History



4 Sales Off ices Abroad

USA

UK

Germany

Russia
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Growth Oriented

Offices Abroad

Production 
Flexibility / Diversity

Ha lal 
Production

Domestic 
Market 
Share

High Export

Innovative Products

High Taste &

Quality Standar ds

Turkeyõs Biggest
Soft Candy Producer

Return On Investment
1-2 Years

Rising Profitability
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All companyõsare fully consolidated except Team Lojistik (sugar import ,

logistics) and Matik Otomat (vending systems in corporates ).

Ucantay produces dragee chocolate, toy products and surprise eggs .

Sistem Pazarlama is a marketing and sales company for the domestic market .

Dunya 93 is a marketing and sales company for the export market .

Uc antay

100%

Sistem 

Pazarlama

100%

Dunya 93 

100%
KERVAN USA

50%
KERVAN UK

100%

Erti Food

Germany

55%

KERVAN RS

100%

Happy Life

60%

Matik Otomat

25%

Taricho Gida

100%

Kelebek2

100%

Yunus 

Da gitim

100%

Team Lojistik

30%

Aff i l ia tes

& Subsid iar ies
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12

37.5

138
150

Pre IPO Post IPOShares 
Offered

49.5

26.4%

Existing Shareholder Sales

Capital Increase

Total Publicly Traded Shares

* Amounts are in TL million.

Capi ta l  St ructure
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Product  Based Capaci t ies

Jelly (4 Line)

34,000 ton/y ear

Licorice (4 Line)

10,000 ton/ year

Dragee Chocolate

5,400 ton/y ear

Marshmallow (2 Line)

4,200 ton/y ear

Hard Candy (1 Line) Gum Surprise Eggs

3,000 unit / year

Toys Group

3,600 unit /y ear 43 Million unit / year 40 Million unit /y ear
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687
TL Million

124
TLMillion

75
TL Million

ô17-õ19 Net Sales

CAGR 39%
õ17 -õ19 EBITDA 

CAGR 69%
õ17 - õ19 Net Profit

CAGR 167% 18%

ô19 

EBITDAMargin
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Net Profit (TLmn )

12,3%

16,8%
18,1%

15,6%

19,9%
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EBITDAMargin
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Turkishconfectionery industry grew by 1.5% YoY in 2019 reaching 86,700 ton s.

Per capita consumption in Turkey is at 1kg/ year . Compared to the per capita consumption of

the similar countries, per capita consumption has major room for growth in Turkey.

Top three countries in confectionery consumption per capita are ;

Denmark ð6.1 kg

Finland ð5.7kg

Sweden ð5.3kg

It is difficult to relate per capita income with per capita consumption directly in the sector as
there are differences in tastes of the different countries .

Global

C onfect ionery Indust ry

Source : Euromonitor, World Bank

0
1
2
3
4
5
6
7

0
10.000
20.000
30.000
40.000
50.000
60.000
70.000
80.000
90.000

2019 USD GDP/capita (LHS) Per capita candy consumption (kg)- (RHS)

Global Per Capita Candy Consumption & GDP Per Capita (USD)
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Growth Prospects
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Global

Confect ionery Indust ry

4.2%
õ20 -õ25 CAGR

Source : Euromonitor

5.2% 

3.7% 

3.9% 

4.1% 
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14.145 14.403
15.348

7.884 8.13717,9 19,1

24,4 23,2

27,7
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Sectoral Volume and Price Trends 

Hacim ton Ortalama Fiyat (TL/kg) saķ eksen

1.8% 6.6% 3.2%

(Ton) (TL/kg)

1H19 1H20

Volume in tons Avg. Price (TL/kg) rhs
Source: Nielsen

23%1H20

Growth36%2019

Growth8.7%2018

Growth

TL375 mil lionTL275 mil lion TL225 mil lion

Turkey

Soft  Candy Indust ry
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In terms of consumption volume, 63% of the total soft candy market consists of branded products (Bebeto ,

Competitor 1, Competitor 2, Competitor 3 and Rocco) , while remaining 37% consists of private label and

other small contract producersõproducts .

63%

37%

Turkey Market Structure (Volume )

MarkalĕPrivate Label - FasonBranded Private Label, Outsourced

62%
19% 19%
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40%
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70%

ĸndirimli

Perakende

S¿permarketGeleneksel

Turkey Market Structure

(Volume )

Discounter

75%

2% 23%
0%

10%

20%

30%

40%

50%

60%

70%

80%

ĸndirimli PerakendeS¿permarketGeleneksel

Domestic Sales Channels

(Volume )

Source : Nielsen Source : Nielsen

Source : Nielsen

Supermarket Traditional

Discounter Supermarket Traditional

Turkey

Soft  Candy Indust ry



According to the volume based market share data as of 1H20, Bebeto brand of Kervan Gĕdaranks second
with its 19% market share (9%) after Competitor 1, which has a market share of 31% (2017:29%).

Including the Company's PL production and Rocco production, the producer share is at 47.8% (2017: 43.8%)
as of 1H20.

Considering Kervan Gĕda'sproducer and Bebeto branded market share ; branding strategy, high penetration
in the organized retail market and improvements in its sales and distribution channel resulted in increasing
market share in recent years .
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Source : Nielsen, Company, Kervan Producer Share= Bebeto , Rocco, PL production

Turkey Soft Candy Market Value Based

% 2017 2018 2019 1H19 1H20

Kervan
Producer
Share

31.6 31.6 38.4 36.6 35.5

Bebeto
(Kervan)

8.0 8.0 17.0 13.0 17.0

Other
(Kervan)

17.6 17.6 18.4 21.6 16.5

Rocco
(Kervan)

6.0 6.0 3.0 2.0 2.0

Competitor 1 38.0 44.0 38.0 39.0 43.0

Competitor 2 15.0 10.0 9.0 9.0 8.0

Competitor 3 11.0 10.0 10.0 10.0 8.0

Other 4.4 4.4 4.6 5.4 5.5

Turkey Soft Candy Market Volume Based

% 2017 2018 2019 1H19 1H20

Kervan
Producer
Share

43.8 42.8 49.6 49.6 47.8

Bebeto
(Kervan)

9.0 8.0 18.0 14.0 19.0

Other
(Kervan)

28.8 28.8 29.6 33.6 27.8

Rocco
(Kervan)

6.0 6.0 2.0 2.0 1.0

Competitor 1 29.0 35.0 28.0 29.0 31.0

Competitor 2 11.0 7.0 7.0 6.0 6.0

Competitor 3 9.0 8.0 8.0 7.0 6.0

Other 7.2 7.2 7.4 8.4 9.2

Turkey

Soft  Candy Indust ry



S
T

R
A

T
EG

I
C

P
L

A
N

N
I
N

G

0 0

1

2

3

Acquisition Of A Company In Europe

Custom tax advantages, reducing geographical
risks and strengthening Bebeto brand's position in
the European modern channel are the main drivers
for the acquisition . Approximately 55% of the
proceeds is planned to be used to finance an
acquisition .

Financing New Investments

25% of the proceeds are planned to be used in
completing the ongoing investments and
purchasing a new plant in Turkey.

Financial Debt Repayment

Short term debt in foreign currency is planned to be 
reduced to decrease short FX position of the 
Company with the remaining 20% of the proceeds.

Use Of IPO Proceeds



Strate gic

Planning
2020-2023

S
T

R
A

T
E

G
I
C

 
P

L
A

N
N

I
N

G

0 0

Finalization of IPO

Become one of the top five producers
in the sector with the acquisition of a
company in Europe with IPO
proceeds

Penetrating into the European modern
channel by the help of newly
acquired company

Benefiting from EU's custom tax
advantages by extending production
geographically

Focusing on more profitable channels
like OTC, increasing R&D expenses
and new product development

2

3

1



2020

INVESTMENTS

0 0

5. Jelly Line (10,000 ton/year)

5. Licorice Line (2,500 ton/year)

10,000 Pallets Logistic Warehouse

New Factory Land Purchase

Expanding Of Akhisar Plant

Completion Of Surprise Egg 

Investment

OTC Bottling
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Kervan Gida Consolidated Sales Volume (ton)
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10%

24%
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Kervan G ida Consolidated Revenue (TLmn )

50%

29%

41%

Consolidated revenue surged by 41% YoY to TL469

million in 1H20.

Consolidated sales volume reached 25,000 tons in 1H20,

indicating a 24% YoY increase .

1H19 1H20 1H19 1H20

Sales



0 0
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Kervan Gida Consolidated Unit Price (TL/kg)

36%

20%

13%

1,3

1,7
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1,9
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Kervan G ida Consolidated Unit Price (TL/unit )

33%

19%
15%

The price per kg increased by 13% YoY to TL17.2 in 1H20. The price per unit rose by 15% YoY to TL2.1 in 1H20.

F
I
N

A
N

C
I
A

L
S

1H201H19 1H201H19

Unit  Pr ices



333

469

92

29
15

0

100

200

300

400

500

1Y2019 Tonaj Kur Fiyat 1Y2020

1H19 ð1H20 Sales Evolution (TL)

0 0

355

534

687
55

75
49

50
42

61

0

100

200

300

400

500

600

700

2017 Tonaj Kur Fiyat 2018 Tonaj Kur Fiyat 2019

2017-2019 Sales Evolution (TL)

F
I
N

A
N

C
I
A

L
S

1H19 1H20Price

Price

Volume

Volume FX

FX

Volume FX Price

Sales Evolut ion



199

335

397

190

268

0

50

100

150

200

250

300

350

400

450

2017 2018 2019 1Y19 1Y20
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Organized Retail (TL mn )

48%

58%
48%

Export Channel : Export revenues
has 58% share in the Company's
consolidated sales in 2019. The
Company focuses on organized
retail channel with the necessary
amendments made in sales
organization recently . Despite the
Covid -19 impact, the Company's
exports has grown by 41% YoY in TL
and 22.6% in USDterms.

0 0

Organized Retail Channel : The
channel consists of sales to
organized retailers . The highest
growth achieved in this channel in
recent years . The sales by this
channel increased by 48% YoY
reaching TL134 million in 1H20.

Traditional Sales Channel : This
channel consists of wholesales and
retail sales to groceries . The sales
by this channel grew by 27% YoY in
1H20.
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Sales by Channel



Export
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Traditional

Export, 57%Organized Retail, 

29%
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14%

1H20
56% 58%

63%

57%

21%

26%

21%

29%

23%

17% 16%
14%

0%

10%

20%

30%

40%

50%

60%

70%

2017 2018 2019 1Y201H20

0 0

F
I
N

A
N

C
I
A

L
S

Sales by Channel (%)



USD
Million7

USD
Million2

USD
Million6

USD
Million5

USD
Million2

The share of exports in total sales is at 57% in 1H20.

USD, EUR and GBP share in total exports are at

75.3%, 10.1% and 14.6% respectively .

USA, UK and Iraq are the top three export

destinations of the Company . Exports to these

three countries correspond to 45% of the total

exports .
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US, 17%

UK, 16%

Iraq, 10%

Palestine, 5%
Germany, 4%

Other, 48%

US, 18%

UK, 15%

Iraq, 9%

Palestine, 5%Germany, 3%

Other, 50%

0 0

Export Count ry Breakdown 

US, 17%

UK, 16%

Iraq, 12%

Palestine, 4%Germany, 4%

Other, 47%

US, 23%

ĸngiltere; 17%

Iraq, 10%

Palestine, 3%Germany, 4%

Diķer; 43%

USD53 million

2017

USD65 million

2018

USD69 million

2019

USD41 million

1H20
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In the organized retail channel, Kervan Gĕdahas presence mainly in BIM and A101 stores in Turkey and has products in

Dollar General , Dollar Tree stores in US,Rewe in Germany, B&M, Morrisons in UK, in international organized retail market .

Kervan products were listed in SOK stores recently and negotiations for listing its products in BIM owned File stores

continues .

In the g lobal market, Kervan has agreement for selling new products to ATB stores in Ukraine, and new cooperation

agreements with Araz stores in Azerbaijan , X5 stores in Russia. Negotiations with Kroger , Target in US, Wallmart in Mexico,

Edeka in Germany and ALDI in UK continues .

Total sales in BIM and A101 had 20% share in consolidated revenues in 2017 and 2018 and had increased to 25% share

in 2019. The upward trend has continued in the first half of 2020 and share in consolidated revenue reached 28% in this

period .

Kervan Gida has private label production for both domestic and international markets and private label share in

consolidated revenue for 2017, 2018 and 2019 were 31%, 29% and 32% respectively . As of 1H20, the share of private

label products in the consolidated revenue was at 30%.
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Package, gelatin, sugar and glucose are

the most important four inputs in raw

material breakdown . The share of these

inputs in the raw material are ; 26%, 19%,

14% and 9%, respectively .

A material amount of raw material costs

such as gelatin, sugar, glucose and half of

the packaging costs are in foreign

currency denominated .

Thanks to the decision of building a three -

month supplier and two -month safety

stocks for raw materials and packages

procured from China and Italy after

spreading of Covid -19 pandemic to

those countries, the company

experienced no major problems during

the period .

Raw Mater ia l  Procurement

0 0

Other

32%

Package

26%

Gelatin

19%

Sugar

14%

Glucose

9%

1H20
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0 0

Approximately 57.1% of the company's turnover is foreign currency based . Considering that the ratio of raw

material costs in foreign currency to sales is at 31.1%, depreciation of TLagainst other currencies has positive

contribution to the profitability on the operational side.

Production Cost

20,0%

Raw Material in 

FX

31,1%Raw Material in 

TL

16,8%

Gross Margin

32,1%

Costs and Gross Margin

27,0%

28,0%

29,0%

30,0%
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32,0%
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Gross Margin (%)

+5,0 pp

+1,9 pp +3,8 pp

Kervan Gida's consolidated gross profit margin realized at 32.1% in 1H20, indicating a substantial improvement

compared to 28.3% gross profit margin in 1H19.

The consolidated gross margin increased from 23.7% in 2017 to 28.7% in 2018 and to 30.6% in 2019.

The robust gross profit margin improvement of the company in recent years has been achieved thanks to the

economies of scale achieved with the capacity increases, depreciation of TLand the increasing share of value

added products in the product mix.

Gross Margin
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Gross Prof i t Margin
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Increasing capacity utilization rate, growth in sales volume, rising product prices and increasing share of value

added products in total sales resulted in strong EBITDAgeneration and EBITDAmargin improvement .
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The EBITDAmargin, which was at

12.3% in 2017, increased to 19.9%

in 1H20. The drivers behind this

improvement are summarized in

the chart .

Production expenses to sales

ratio decreased from 26.4% to

20% in the period thanks to the

rise in sales volume, automation

investments and increases in

kilogram sales prices .

In this period, the ratio of raw

material costs to sales

decreased by 2%, thanks to the

TL depreciation and increase in

average sales prices with rising

share of value -added products

in the total product mix, and has

positive contribution to the

EBITDAmargin .
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MOC : Manufacturing Overhead Costs, DMC : Direct Material Costs

EBITDA Margin 2017 EBITDA Margin 2020OPEX ImpactDMC ImpactMOC Impact

6%

2% -1%

EBITDAMargin Progress



Net  Prof i t and Net  Prof i t  Margin
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Capacity increases and CUR improvements resulted in sales growth and operational profitability improvement,

which pave the way for higher net profit .
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C ovid -19 Impact

0 0

With Covid -19õsinitial severe and quick spread in China and Italy, the company decided to build inventory for

raw materials and packaging items with three monthsõhorizon for procurement and two months for security .

Thiswas later also applied to other European countries for raw material supply and the company did not have

production related disruptions in the period .

With respect to industry trends, switch to packaged products gained pace and due to lockdowns in April and

May, demand was weak since working hours of supermarkets were restricted and children were not allowed to

enter markets with general stay at home orders .

On exports side, there was no disruption in container shipments but there were some problems in trailer traffic in

April and May . There were no problems in distribution to domestic market .

Despite Covid -19 impact, the companyõsy/y revenue growth was 41% in 1H20.
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Product ion Capaci ty

0 0

As of end -1H20, the companyõston and unit based capacities were 60,200 tons/year and 83.2mn units/year .

Capacity utilization rates based on tons and units were 83.7% and 61.6%, respectively .

Completion of new jelly and licorice lines at end -2019 and new surprise egg (Cosby Fun) line in April 2020 led to

capacity increases in 2020. The production capacity is targeted to reach 72,300 tons/year at end -2020, with the

planned completion of new jelly and licorice lines.

1 January -30 
June 2020

(%)
Change

1 January -30 
June 2019

1 January - 31 
December 2019

(%)
Change

1 January - 31 
December 2018

(%)
Change

1 January - 31 
December 

2017

Production Capacity
(Ton)

60,200 28.6% 46,800 48,800 6.1% 46,000 10.3% 41,700

Production Capacity
(ô000unit )

83,200 108.0% 40,000 40,000 0.0% 40,000 14,3% 35,000

Sales (Ton) 25,186 24.3% 20,269 42,417 10.2% 38,485 12,1% 34,336

Sales (ô000unit ) 16,753 28.3% 13,060 27,361 -17.8% 33,267 1.1% 32,911

Capacity Utilization 
Rate(Ton)

83.7% 86.6% 86.9% 83.7% 82.3%

Capacity Utilization
Rate(Unit)

61.6% 65.3% 68.4% 83.2% 94.0%

2017201820192020
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Capaci ty Ut i l izat ion By Product

0 0

The capacity utilization rate of the jelly and licorice product groups, which make up 70.8% of the company's

sales, was at 98.7% and 86.9%, respectively in 2020. Details on other product groups are shown in the below

table .

*Surprise egg CUR was calculated with two months of capacity as Surprise egg line activated at the end of April 2020.

Product Groups Unit Capacity (annual ) Production (1H20) Capa c ity (1H20) CUR

Jelly Ton 34,000 16,781 17,000 98.7%

Licorice Ton 10,000 4,346 5,000 86.9%

Marshmallow Ton 4,200 884 2,100 42.1%

Gum Ton 3,600 956 1,800 53.1%

Hard Candy Ton 3,000 984 1,500 65.6%

Dragee Ton 5,400 1,236 2,700 45.8%

Candy Toys Adet 40,000,000 12,929,735 20,000,000 64.6%

Surprise Egg* Adet 43,200,000 3,824,160 7,200,000 53.1%

Ton 60,200 25,186 30,100 83.7%

Unit 83,200,000 16,753,895 27,200,000 61.6%
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The Companyõsend -1H20 net debt/trailing 12M

EBITDA is 1.73x implying improvement compared to

end -2017õs3.48x.

According to end -1H20 balance sheet, the company

had net short FX position of TL92.5mn (USD8.1mn and

EUR5.4mn) .

As of end -1H20õsfinancial loansõcurrency breakdown,

USD, TL, EURand GBP had respective shares of 55%,

24%, 17% and 4% with average funding costs of 2.9%,

8.6%, 2.7% and 2.2%, respectively .
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CAPEX

ON RISE

0 0

The companyõscapital expenditures have gained
pace in the recent years

In 2017, the companyõsinvestments were mainly
concentrated on new jelly line and Akhisar plant
expansion .

In 2018, a plant was purchased for Ucantay and
establishment of R&D center took place .

2019õsinvestments included transfer of Ucantayõs
plant to Akhisar and new jelly and licorice lines.

In 2020, surprise egg line, OTC bottling line,
warehouse construction in Akhisar and new plant
acquisition in Akhisar were completed . Investments
regarding fifth jelly and licorice lines and expansion
of Akhisar plant area continue .

14

29

52

31
25

3,9%

5,5%

7,6% 9,4%

5,3%

0%

1%

2%

3%

4%

5%

6%

7%

8%

9%

10%

0

10

20

30

40

50

60

2017 2018 2019 1Y2019 1Y2020

CAPEX Evolvement (TL mn ) & CAPEX to Sales Ratio

(%)

Yatĕrĕmlar Yatĕrĕmlar/ciro saķ eksen

1H20

F
I
N

A
N

C
I
A

L
S

1H19

CAPEX CAPEX to Sales, rhs



0 0

97 99
126 119

-100

-50

0

50

100

150

200

250

2017 2018 2019 2020

Cash Conversion Cycle

Alacak Stok Bor­ Nakit Dºng¿s¿

F
I
N

A
N

C
I
A

L
S

151
222

286

10,1% 10,3%
7,8%

0%

2%

4%

6%

8%

10%

12%

0

50

100

150

200

250

300

350

2018 2019 1Y20

T
Lm

n

Working Capital Requirement (TL mn ) & to Sales (%)

ĸĺletme Sermayesi ĸhtiyacĕĸĺletme Sermayesi ĸhtiyacĕ / Ciro

1H201H20

WCR WCR to Sales, rhs A. R. Inv. A. P. Cash Conversion

Working 

Capital



I
N

N
O

V
A

T
I
V

E
 P

R
O

D
U

C
T

S

0 0

R&D Expenses to Sales Ratio increases every year.

14 Projects : 10 Ongoing , 4 Completed

TURKEY'S 872th CENTER 

2018 R&D CENTER CERTIFICATE

R&D Center
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2020

Functional

Soft Candy 
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Development
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Innovat ive Product  Features

Jelly

Fruit juicy

NAF/NAC

Vegan

Vegetarian

Palm oil free

Reduced sugar

Organi c

First ingredient fruit

Antioxidant

Fibre rich

Licorice

Fruit juicy

NAF/NAC

Vegan

Vegetarian

Palm oil free

Reduced sugar

100% Fruit (Dried fruit 
pulp )

Marshmallow

Fat Free

OTC

Collagen

Vitamin C

Vitamin D

Multivitamin

Omega 3
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Innovat ive Products

Soft candy

With Vitamin

Fruit juicy

Natural colors ve flavor

Food supplement

Daily vitamin requirement 

can be met with 

2 soft candies
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OTC ðPrivate Label
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Vegan Reduced Sugar Organi c
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Innovat ive Products


