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Executive summary 
Southeast Anatolia (SEAR) has a huge potential for a very successful organic agriculture cluster 
development. In organic cotton and textile it can become the Number One in the world. The organic 
food cluster could develop well in the slipstream of the organic cotton cluster. Organic textiles and food 
could become a major business in SEAR providing employment and income for many people including 
women and youth. The analysis of the four interrelated forces that make an organic cluster competitive 
shows good opportunities for both an organic textile and food cluster (see diamond model). These 
opportunities must be used and threats avoided.  

This study analyses in-depth the organic value chains of cotton and textiles and of seven field and tree 
crops (pulses, wheat, oilseeds, tomatoes, pomegranates, pistachios and olives). It finds three major 
critical points each in organic cotton/textile and in organic food cluster developments. In organic 
cotton/textile these are contracts and prices for organic cotton, the lack of know-how and technology 
for growing organic cotton as well as the challenge of cluster building and governance in a sector with 
no history of such collaboration. In organic food cluster development there are similar critical points, 
yet they come in a different order. Here number one is cluster building and governance among 
farmers, number two the lack of organic farming know-how and number three the lack of marketing 
support. 

Organic cotton – as the carthorse of organic cluster development in SEAR – will either grow 
sustainably dragging organic food along, or not grow at all. 

 
Factor Conditions 

 
Strength: Good soils, irrigation and large 
filed sizes make sufficient raw material 
available (20,000 ha of organic farming in 
SEAR); low-cost labour on hand 
Weakness: Lack of organic farming know-
how; feudal land tenure with much of the 
land in use not yet officially registered 

 

 

 

Opportunity: 1) 100,000 ha of organic cotton 
with textile manufacturing; 2) development of 
organic veg. oil fruit and juice value chains 
Threat: Soils will become saline if too much 
irrigation water is used 

Rivalry 

Strength: High competition betw. organic 
traders (and processors to a lesser degree) 

Weakness: Small number of actors with 
dominance of two large companies; the 
owners of organic projects holding the 
organic land certificates prevents farmers 
from changing alliances  

Opportunity: Collaboration between 
several firms to attract large clients which 
one company cannot serve alone 

Threat: Price-based competition undermines 
organic idea of sustainability and better food 

Demand Conditions 

Strength: Strong and growing demand for 
organic textiles; growing for organic food; 
SEAR is located near to textile markets 

Related&Supported Industries 

Strength: Strong support from GAP, Cham-
bers, Agricultural Directorates and Textile 
Exchange; availability of a range of proces-
sing facilities, many already certified organicWeakness: Organic cotton price depends 

on few major buyers; low demand in Turkey 
for organic food; no local organic market in 
SEAR; mixed image of Turkey regarding 
pesticide residues 

Weakness: Lacking oil processing facilities 
prevent wide-spread sunflower cultivation; 
non availability of bio-labs hinder the 
expansion of organic cotton; poor organic 
extension and weak organic research  

Opportunity: Attracting new organic 
businesses to SEAR (cut & sew, oil mills) 

Opportunity: Collaboration between 
producers from SEAR and large global 
mainstream retailers and global brands to 
pay fair prices and make commitments 

Threat: Mainstream organic market volatile 
Threat: Business climate in some Eastern 
areas of SEAR is sub-optimal 

Diamond model of cluster 
 

3 competitiveness  
(M. Porter, 2001) 
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Preface 
 

A team of six organic farming and market experts and two team associates was asked by the GAP 
Regional Development Administration and UNDP to analyse organic cluster elements in South-
Eastern Anatolia, conditions for cluster development as well as existing and potential value chains for 
different products grown organically in the region: Cotton, pulses, wheat, oil seeds, field tomatoes, 
pomegranates, pistachios and olives. This was done between September 2010 and January 2011. 

The development of an organic cluster in South-Eastern Anatolia must be market-driven. To help 
understand the distinctiveness of organic markets as well as the fundamental changes they have gone 
through since 2007 some essential principles of these markets will be illustrated.  

In the past, prices for major food and feed commodities like grains and oil crops were relatively stable, 
even if slowly declining due to increasing productivity. These times are over. In 2007/2008 markets 
experienced a sudden strong rise in world food prices due to the long-term trends of growing 
competition between food and energy use of agricultural crops as well as growing consumption of 
higher value foods in emerging countries. However, with the economic crisis that started in 2008 
prices plummeted again. This was very difficult for farmers as the prices for inputs fell only to a much 
smaller degree, leaving farmers with next to no profit between relatively high input prices and relatively 
low product sales prices. Even though times look a little better now for farmers, nobody can predict 
future market developments any more. All experts agree that even though food commodities will have 
a general upward trend, high volatility of markets will remain. This makes any short or mid-term 
planning risky.  

There are some organic food markets which are less influenced by general food market trends – for 
example the specialised wholly organic food stores in Germany and France which even increased 
sales during the economic crisis. In mainstream food stores, however, organic products must always 
compete with conventional food. They are therefore more influenced by general food market trends 
including high volatility of markets. The share of mainstream retailing of organic products (food and 
textiles) is constantly on the rise worldwide, and volatility is therefore influencing organic products 
more and more. Despite the extremely high competition in mainstream retailing, the way forward to 
reach comprehensive organic farming shares is to market organic produce via large retailers: 
Supermarkets, hypermarkets and discounters. One challenge is to make mainstream retailers 
understand the need of farmers for higher and stable prices necessary for the farmers’ long-term 
commitments. Many large retailers advertise the sustainability programmes they are part of; however, 
it is up to organic farming representatives now to make sure that these sustainability programmes 
translate into higher and stable prices for organic raw material. The other challenge in working with 
large retailers is to produce large quantities at identical, high standards – indispensable for large 
retailers to minimise logistic costs. What this means for the selected organic crops grown in South-
Eastern Anatolia, is the red thread running through the value chain analysis. 

Inside Turkey, there seems to be only one city really ready for organic products, Istanbul. Like in any 
western mega-city with lots of highly educated people living far away from rural “natural” life, 
consumers desire “natural food”. Some have even understood the concept of organic certification so 
that special natural and organic food stores as well as open bazaars can exist. These organic food 
stores usually focus in the first years on dry goods with a long shelf life, as they lack the customer 
frequency needed for selling fresh products with a short shelf life. Fresh organic products are best sold 
on open bazaars and in mainstream supermarkets as for these products logistics are crucial, 
technically e.g. ensuring an unbroken cool chain, but also cost-wise. Also for Turkey applies: Logistic 
costs are often the bottle-neck for the marketing of organic products as long as quantities are small.   

The organic cluster and value chain analysis must be read with this appraisal of the distinct organic 
markets in mind. To put statements about the different organic value chains into perspective, one must 
know the market context. It is equally important to distinguish between various market developments 
and their suitability for organic products.  

 

The Team 
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1. Theoretical background 
The purpose of the “Organic Agriculture Cluster in 
Southeast Anatolia” Project is to improve the 
competitiveness of the organic agriculture sector in 
SEAR through activating a regional organic agriculture 
cluster and improving the local business environment. In 
an effective cluster, companies: 

i. Generate and make use of innovations  

ii. Access global knowledge flows  

iii. Attract investment 

iv. Upgrade internal competencies  

Factor Conditions 

Rivalry 

Demand Conditions Related & Supported 
Industries

v. Access skilled labour and other factors of production 

vi. Pool resources to reach markets more effectively 

vii. Become internationally specialised and competitive 

In the “diamond model” of Michael Porter, the 
mastermind of cluster analysis, there are four sets of 
interrelated forces that make clusters competitive. These 
are associated with i) demand conditions; ii) factor 
conditions; iii) the institutional framework enabling 
competition (“rivalry”), innovation development and 
productivity growth; and finally iv) the network of related 
and supporting companies. 

Diamond model (M. Porter, 2001) 

The Regional Cluster Analysis will first give an overview 
over the state of development of organic production in 
Turkey and SEAR (Chapter 2). Demand conditions will 
then be outlined in Chapter 3 by describing the market 
for Turkish organic products. Chapter 4 analyses the 
factor conditions of SEAR which are for organic food and 
fibre production as well as processing: Land and soils, 
water and irrigation infrastructure, human resources, 
access to capital and access to energy. The institutional 
framework will then be described from government-run 
knowledge centres as universities and research 
institutes (Chapter 5) to organic farming support 
mechanisms and policies that influence the business 
climate (Chapter 6). Finally, businesses which are 
relevant for building an organic cluster in SEAR are 
portrayed (Chapter 7): Primary producers, input 
providers, certification firms, processors and traders.  

According to Porter, these companies should be in 
spatial proximity to facilitate the flow of information and 
promote a continuous exchange of ideas and 
innovations: “Clusters are geographic concentrations of 
interconnected companies, specialised suppliers, service 
providers, firms in related industries, and associated 
institutions (for example, universities, standards 

Key firms  
exporting goods 

outside the region 

 

NETWORK OF SUPPLIER FIRMS 

Firms supplying inputs,  
raw materials and services 

 

 

Land, 
Soils 

Water, 
Irrigation 

Access  
to  

Capital 

Access  
to 

Energy 

Human 
Re-

sources 

Techno-
logy 

Business 
Climate 

REGIONAL ECOCNOMIC FOUNDATION 

Structure of a Cluster (modified after Economic 
Competitiveness Group, Berkeley) 

LEADING 
FIRMS 
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agencies, and trade associations) in particular fields that 
compete but also co-operate.” 

Among the companies in a cluster leading firms can 
often be identified. They are those that sell goods or 
services outside a region, bringing economic wealth into 
the region. But to maintain competitive advantage, these 
leading firms rely on a vast network of specialized 
suppliers and providers. The cluster foundation includes 
schools, research centres, banks, trade associations and 
regulators strongly tied to the clustered industry. For 
example, human resources, research and development, 
access to finance, the business climate and physical 
infrastructure are key to either enhance or inhibit supply 
chain competitiveness.   

 

Organic ag2. The organic sector in Turkey 
and SEAR  

ricultural area beginning 2010 
(Source: Eurostats, 2011, MARA  
and EkoConnect) 

Organic agriculture in Turkey is well established and 
plays a notable role in the farming sector. Looking at the 
absolute figures, the Turkish organically cropped area is 
by far smaller than that of Italy, Spain and Germany – 
the doyens of organic farming in Europe. However, 
compared to its European neighbours Turkey is among 
the leaders in organic cropping. The official figures of the 
Turkish Ministry of Agriculture MARA for the beginning of 
2010 show 325,800 ha of organic agricultural land plus 
175,800 ha of organic wild collection. The organic 
agricultural land which is composed of arable land and 
orchards is, however, mostly still in conversion to 
organic farming. Only 73,900 ha have already been 
certified as organic. According to MARA, 35,600 farms 
in Turkey are practicing organic farming – this is around 
9 ha per farm in average.  

Country Organic area (ha) 

Italy 1,106,700 

Spain 1,602,900 

Germany 947,100 

Greece 326,300 

Turkey 325,800 

Ukraine 280,000 

Romania 168,300 

The above figure of 325,800 ha has been made up of 
the applications for organic farming subsidies. Organic 
farming experts unanimously believe that only a minority 
of the in-conversion area will eventually become 
certified, as the majority of applicants “is mostly 
interested in the direct payments, not in the organic 
market”. The number of 325,800 ha for in-conversion 
and certified organic agricultural land is therefore likely 
to decrease again when application for subsidies 
becomes more difficult.  

Hungary 140,300 

Bulgaria 12,300 

Turkish organic products 2009 (ranked 
according to sales value) (Source: MARA) 

According to trade estimates the domestic market for 
organic produce in Turkey is still small (15 to 25 million 
USD per year); however organic farmers’ markets and 
sales through health food shops and supermarkets are 
on the increase. The driving force for organic agricultural 
production is the growing demand abroad – mainly in 
Germany, France, The Netherlands, UK, Italy and United 
States. More than 85% of the organic produce of Turkey 
is exported – to a value of 200 to 270 million USD per 
year (expert estimates). The main export products of 
Turkish organic agriculture therefore also give a good 
picture about its main crops. The table on the right 
shows the five most important Turkish crops according 
to their export value in 2009.  

  1. Figs 

  2. Apricots 

  3. Hazelnuts 

  4. Raisins 

  5. Cotton  
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Other important product groups for export are: Frozen 
(IQF) vegetables (tomatoes, paprika) and fruits (plums, 
strawberries, raspberries), herbs and spices (oregano, 
cumin, laurel), lentils and chickpeas, fruit juices, 
concentrates and purees (apple, cherry, apricot, 
pomegranate), tomatoes (dried, canned) and pine nuts. 
Looking at the organic products which are also grown in 
SEAR, the most important is cotton (rank 5) which is 
exported as yarn or ready-made textiles, followed by 
lentils (rank 7) and processed tomatoes (rank 8). 
Chickpeas are on rank 12, pistachios – so famous for 
the area – only on rank 15 and olive oil on rank 16. 

Organic area in SEAR 2009  
(Source: OTBiS 02.11.2010) 

Province Farmers 
Area 
(ha) 

Adıyaman 109 2,834 

Batman 8 389 

Diyarbakır 33 339 

Gaziantep 111 2,037 
According to the latest data of the Organic Farming 
Information System (OTBiS), there is about 20,000 ha of 
organic farming in SEAR. This would be 10% of the 
entire country’s organic area. There are over 600 
registered organic farmers. Şanlıurfa is leading with 
more than 60% of the organic area of SEAR and 50% of 
its farmers.  

Kilis* 5 134 

Mardin 37 1,533 

Siirt 0 0 

Şanlıurfa 300 

 

12,075 3. Market demand 
Şırnak 0 0 As mentioned above, more than 85% of the organic 

produce grown in Turkey finds a market abroad. Exports 
mainly go to Germany – Europe’s largest organic market 
with 5.8 billion EUR turnover per year. Germany is the 
destination for 40% of the Turkish exports followed by 
France (16%, MARA). For Germany, Turkey is the 
second most important partner in organic imports after 
China. In 2010, out of 1875 import licences for organic 
products issued by the German government (BLE), 220 
have been given out for products from Turkey (see table 
on the right).  

Total 603 19,341 

*) actual data received for 2010 from Kilis 
Agricultural Directorates mention 120 certified 
farmers and 720 ha of organic land. 

According to the data of BLE main organic imports from 
Turkey to Germany are lentils, apricots, raisins/sultanas, 
tomatoes, plums, hazelnuts, figs, pomegranates, 
cherries and strawberries. European consumers buy 
organic products firstly for health concerns trying to 
avoid pesticide residues of conventional food. However, 
there is also increasing appreciation of food quality (slow 
food), environmental awareness (biodiversity, climate 
change) as well as concerns over food production 
practices (fair trade, animal welfare).  

Licences issued by the German 
government for organic imports 
(Source: BLE, 2010) 

 

Another market that could be of special interest for 
SEAR due to its vicinity is the Middle East. Its market for 
organic food products is estimated to be approximately 
300 million USD per year while the demand is increasing 
by 20% annually (Fruchtportal, 2010). In the United Arab 
Emirates alone the organic market grows by annually 
30% with a turnover of currently about 35 million USD 
(Menope, 2010).  

The volume of the organic market in Turkey is estimated 
to be 15 to 25 million USD per year – and it is steadily 
growing. More than half of the turnover is made in the 
city of Istanbul. According to the Team’s numerous 
interviews with market experts Consumers in Turkey are 
educated, urban and with a higher than average income. 
The ordinary Turkish consumer, however, perceives 

China Turkey 

2007 214 229 

2008 270 236 

2009 245 212 

2010 280 220 
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Turkish food products as already very healthy. The 
appeal of certified organic products is therefore not 
immediately apparent to them. Low trust in authenticity 
of labels is also a barrier and increases the need for 
effective marketing strategies.  

A Focus Group Experiment study carried out by the Ege 
University in Izmir (Faculty of Agriculture, Department of 
Agricultural Economics) for the CERTCOST project in 
2009 found that the Government organic logo (“Organik 
Tarım – Türkiye Cumhuriyeti”) was best known 
compared to logos of the individual certification bodies. 

The SWOT analysis below compares the strengths, 
weaknesses, opportunities and threats of different 
markets for organic produce from SEAR. 

 

 

Local or regional markets 

Strengths 

Easy access 

Short and quick transport 

Good for fresh fruit and vegetables  

Weaknesses 

No premium for organic 

No marketing channels established for organics 

Little demand for organics 

Opportunities 

To produce a variety of good quality organic F&V 

To find ways to meet consumers wanting organic 

To establish marketing channels for organics 

Threats 

No production of good quality organic F&V 

No consumers found willing to pay a higher price  

No lasting marketing channels for organics  

 

 

National Markets 

Strengths 

Same language 

Relatively short and quick transport 

Good for fresh fruit and vegetables  

Weaknesses 

Limited markets with premiums for organic 

Very few marketing channels established for organics 

Mostly little demand for organics 

Opportunities 

Find established traders, especially supermarket 
chains, who want organic products 

Find established processors and packers who want 
organic products 

Produce for the demand of traders and processors 
(quality and quantity) 

Threats 

Production doesn’t meet quality or quantity 
requirements 

No traders or processors found who pay the price 
needed for organics 

No lasting marketing channels for organics 
established 
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Old EU and North American Markets 

Strengths 

Established markets for organics 

Relatively stable prices and requirements 

Relatively stable growth of quantities  

Weaknesses 

High competition and established competitors 

Difficult to enter 

Mixed image of Turkish organic products because of 
pesticide residues found  

Opportunities 

For products with new added values 

For products with a better cost-value ratio 

For attractive new products 

Threats 

Pesticide residues found in Turkish organic products 

Cheaper competitors 

Buyers of major traders not interested in new 
suppliers 

 

 

Emerging Organic Markets  
(Central & Eastern Europe, Russia, Middle East, Far East & Oceania) 

Strengths 

New unsaturated markets 

Growing consumer awareness 

Growing upper middle class exploring quality 

Weaknesses 

Lack of knowledge about certified organic food 

Lack of established market channels 

Lack of trust in Turkish foods 

Opportunities 

To establish one’s brand 

To form a newly arising market 

To establish oneself as a reliable supplier 

Threats 

Customers not paying, lack of qualified points of sale  

Consumers and markets not ready 

Too high investments needed to develop a market  

 

 

 

4. Factor conditions 
The following factor conditions play a role for organic 
farming as well as food and textile processing:  

1. Climate, land, soils and irrigation infrastructure 

2. Human resources 

3. Capital resources 

4. Energy resources 

 

Climate 

Provided that irrigation is available or – in rainfed 
farming – soils store sufficient moisture from winter and 
spring rains, the climate with its dry summers and 
autumns is very favourable for the major crops grown in 
SEAR. Dry summers and autumns mean in general 
comparatively little disease pressure. For cotton the 
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climate allows for high fibre quality with a good colour. 
Annual precipitation (from November to May) ranges 
from less than 400 mm in the Southern plains to above 
700 mm in the Northern mountainous regions of SEAR. 
However, there are large yearly variations which make 
rainfed farming a risky business. In the 2007/2008 
precipitation period, for example, Diyarbakır received 
only 203 mm. In 2010 rains in SEAR have not started 
before the 2nd week of December. By that time 80 mm 
should have come down in normal years.  

Soil quality in SEAR 
(Source: GAP RDA) 

Province % of soil 
in class I 

(best) 

% of soil 
in class II 
(2nd best) 

Kilis 1 4 

Gaziantep 7 11 

Adıyaman 3 7 

Şanlıurfa 53 

Soils 

28 Upper Mesopotamia has good arable soils. 1.8 million ha 
in SEAR belong to the best categories I and II according 
to the Turkish soil classification system which goes from 
I to IV for cultivated soils. 730,000 ha of these good soils 
are located in the one province of Şanlıurfa. The table on 
the right clearly demonstrates that the majority of best 
soils are found in the province of Şanlıurfa, followed by 
the provinces of Diyarbakır and Mardin. Siirt, Kilis and 
Batman have the smallest areas of good arable soils. 

Diyarbakır 15 25 

Mardin 16 12 

Batman 2 3 

Siirt 1 2 

Şırnak 2 8 

  

Progress on creating irrigated land in 
SEAR, 2009 (Source: GAP RDA) 

Irrigation area: 300,397 ha (17%)

Projected: 1.450 million ha (79%)

72,093 ha   (4%)Under construction: 

Irrigation infrastructure 

SEAR makes up 10% of Turkey’s area, but has 20% of 
the country’s irrigated land.  

The area that can potentially be irrigated is 
1.82 million ha, which is more than half of all cultivated 
land in SEAR. Atatürk Dam was completed in 1994. 
Since then, over 300,000 ha have been transformed to 
irrigation land. The most prominent example is the 
Harran plain. Here 142,000 ha of irrigatable land have 
been created. Too high irrigation rates and insufficient 
drainage, however, have led here to a severe salinity 
risk (7,000 ha in the district of Akcakale). 
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Asiret is a socio-political unit with generally 
territorial integrity. Asirets are organised on 
the base of a kinship or a common ancestor 
which are real or assumed as real. They are 
made up of clans and extended families 
providing physical security to its members as 
well as land and meadows. According to 
research by the Turkish Chamber of 
Agricultural Engineers upon the request of 
GAP RDA (1993) social organisation 
especially in Adıyaman, Diyarbakır, 
Gaziantep, Mardin and Şanlıurfa provinces 
is based on Asirets. Commitment there to 
Asirets was 57% in rural and in 33% in 
urban areas. Villages belonging to Asirets 
were 83% in Mardin, 56% in Şanlıurfa, and 
only 17% in Gaziantep. Although the Asiret 
structure is in a state of dissolution, it still 
has influence on rural development 
activities.  

The most important new irrigation land which is now 
being developed lies: 

 West of Diyarbakır 

 between Viranşehir and Kızıltepe  

 between Bozova and Siverek 

 in a 90 km strip South of Adıyaman stretching 
West to East 

Adıyaman province – in many respects a pioneer for 
organic farming in SEAR leading in organic wheat and 
pulses and possessing exemplary organic processing 
initiatives – has currently only 10% of its land irrigated. 
With further GAP projects this will, however, be 
increased up to 40%.  

Another great opportunity for organic irrigated farming 
opens up in Kızıltepe. This large plain (80,000 ha) has 
one of the most fertile soils in upper Mesopotamia. 
Pumped irrigation had started seven years ago enabling 
farmers to switch from a simple rainfed farming rotation 
(wheat – barley – lentils) to a more elaborate rotation 
including maize, cotton, chickpeas and vegetables. 
Pumped irrigation is, however, expensive and 
unpredictable due to frequent electricity cuts. Farmers 
are therefore yearning for 2015 when the irrigation 
infrastructure will be put in place allowing for gravity 
irrigation. It is to be hoped that the mistakes leading to 
salinisation which have been made in the Harran plain 
will not be repeated. Organic farming can help avoiding 
this. 

 

Ağa is the head of an Asiret and may be the 
only decision maker for agricultural pro-
duction based on his authority over the land. 
In this case he provides the cost of living to 
the workers, but collects all profit himself. 
The relationship between workers and Ağa 
is traditional; it does not refer to market 
dynamics. Although Ağas are partially 
disappearing, there are still some in SEAR – 
especially among the Kurdish and Arabic 
populations of Şanlıurfa province. The 
MARA Village Inventory (1964) still counted 
48 villages in Şanlıurfa province owned by 
only one person meaning that one person 
owns all agricultural land. 29 villages were 
owned by one family and 28 by one 
extended family. As a result, the size of 
enterprises in Şanlıurfa is significantly higher 
than the Turkish average. Small and 
medium farms up to 50 ha are 95% of all 
farms in Şanlıurfa, but possess only 51% of 
the land. Large farms of more than 50 ha 
own 49% of the land (with an average farm 
size of 132 ha, S. Benek, 2006). 
Consequently the number of rural families 
being tenants or having to do sharecropping 
is high in Şanlıurfa province (15% of all rural 
families involved in agriculture). Tenancy 
agreements and sharecropping provides 
farming opportunities for landless families. 
At the same time they are reason for 
concern as tenants do not make any long-
term agricultural investments and yields are 
low due to short-sighted managerial farming 
decisions.  

Feudal land tenure and consolidation 

The Southern and Eastern provinces of SEAR are 
characterised by a feudal society with Asiret and Ağas 
(see box) where some family heads manage 1000 ha or 
more. In the whole of Turkey, the average farm size is 
only less than 5 ha. In contrast, the average organic 
cotton producer has 70 ha in Şanlıurfa. For organic 
farming this has advantages and disadvantages. On the 
one hand, leading families have a strong influence on 
their clans, and if sizeable areas of land are managed 
homogenously, large lots of a uniform product can be 
produced and sold to large processors. This reduces the 
costs of transaction and logistics. However, in a feudal 
system those in charge of the day-to-day operations and 
those making strategic decisions may be different 
people. And although the head of the family decides to 
do organic farming, the farm manager may have little 
inclination and incentive to do a careful job resulting in a 
product not meeting the high organic standards.  

Land fragmentation due to sales and inheritance is 
another problem in SEAR – yet less pronounced thanin 
other parts of Turkey. In response consolidation as a 
type of soil reform was implemented in several parts of 
SEAR. Consolidation aims to integrate fragmented lands 
along with the provision of infrastructure. In Şanlıurfa 
province about 30% of the 1078 villages have already 
been consolidated. 
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Land issue: Cropping on unregistered land 

Interviews showed that a lot of private cropping 
(including organic cropping) is done on land which is 
officially not registered to a private land owner. This 
certainly is more pronounced in areas where agricultural 
land unofficially belongs to Ağas. Farmers using these 
lands on the one hand are not tax registered, and the 
other hand cannot receive any direct payments. In 
organic farming, these lands contribute to the frequent 
discrepancies between the inspection reports of the 
control bodies and the official organic registry in MARA. 

Land issue: Demined area along the Syrian border 

A widely discussed land issue in SEAR is that of the 
877 km strip of land stretching along the Syrian border 
from Hatay to Şırnak. This area comprising 17,000 ha of 
arable land (Öztürkmen, 2010) will now be demined and 
a fruitful discussion among stakeholders has started how 
to best use it. One opinion which is put forward by the 
Gaziantep Chamber of Agriculture is to use this land – 
which should be leased to individuals from the local 
communities – exclusively for organic production. This 
might also include the certified organic wild collection of 
liquorice. The border area has largely been overgrown 
with this pioneer plant, and cultivation of the land will first 
require getting the soil cleared from liquorice roots. 

Labour 

Population growth in SEAR is higher than in the rest of 
Turkey. It has led to out-migration and ballooning of the 
cities of Gaziantep, Diyarbakır and Şanlıurfa which are 
home to 0.8 to 1.2 million inhabitants each.  

Throughout SEAR more than half of the workforce is still 
employed in the agricultural production, often based on 
small family operations. Employment in agriculture is 
highest in the province of Şanlıurfa and lowest in the 
province of Gaziantep. In Şanlıurfa, Diyarbakır and 
Adıyaman between 64 and 74% of the workforce are 
found in agriculture while only 4-5% in industry. In 
Gaziantep, however, more than 20% of the workforce 
received employment in industry making labour limited 
and more expensive. The unemployment rate is 
especially high in Diyarbakır with 25% – this is twice the 
average rate for Turkey as a whole. 

Many problems of low productivity in agriculture and 
poor product quality in organic farming can be directly 
related to the degree of education which farmers have. 
The fact that quality control has to be made by the 
traders and is not done by the farmers themselves 
makes operations expensive and often does not allow 
for organic premiums to be paid. Low degree of farmer 
education is a major bottleneck for the development of 
organic agriculture in SEAR. It can be overcome only by 
intensive hands-on training and extension with 
demonstrations – showing short-term effects of better 
practices. The whole approach of organic agriculture, 
designing longer-term crop rotations and managing the 
entire farm as an eco-system is a definite challenge for 
those who have just learned to use the potential of newly 
created irrigation land. 
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According to 2004 statistics (SIS, 2004), literacy rates 
still remain low in SEAR. For example, in Diyarbakır only 
69%, in Şanlıurfa and Adıyaman 67% and in Şırnak 
merely 65% of men and women can read and write. 
Female literacy rates are even lower (55% for Diyarbakır 
and 52% for Şanlıurfa).  

Şanlıurfa produces eight times as much cotton today 
than twenty years ago. This has bound a lot of labour in 
the region, having at the same time strong effects on the 
cotton growing areas in Western Turkey: The shortage 
of labour for cotton picking in Western Turkey has even 
led to changes in the cropping pattern. On the other side 
cotton production has attracted textile companies into 
the region. In the sub-region of Batman, Siirt, Şırnak and 
Mardin, 35% of employment is provided by the textile 
industry (Tigris Development Agency, 2010). 

However, many of the interviewed textile companies did 
also mention the difficulties to find high qualified staff. 
Despite the obvious economic improvements in South-
Eastern Turkey there are still lots of reservations of well 
educated young people from the Western part of Turkey 
to move to SEAR. 

From the interviews the Team held it can be concluded 
that due to human and social factors, some provinces 
find it easier to attract investment. Since a great deal of 
arable land in Adıyaman province disappeared when the 
Atatürk Dam was built, much labour is available for 
industrial development. Many new companies, especially 
in the textile sector, have moved into the industrial park. 
Adıyaman has therefore the potential to follow Gaziantep 
in industrial development.  

Capital 

Spinning factory in Gaziantep 
(Photo: M. Günak) 

The economic growth which took place in SEAR would 
not have been possible without an efficient banking 
system. The benchmark interest rate was only 6.5% in 
December 2010. It had been 15.6% two years before. 
While inflation in 2010 was down to 6.3%, investment 
loans could be received for 9% p.a. Agricultural seasonal 
loans though usually cost 14% p.a. Government 
subsidises interest rates for a number of agricultural 
schemes. Organic farmers receive seasonal and 
investment loans (up to five years) at 60% discount 
which results in an interest rate of only 5.6% p.a. For 
investments into drip irrigation the loans are even 
completely interest-free; MARA pays the interest.  

Energy 

Electricity prices in Turkey are about 30% cheaper than 
in average in the EU (Eurostats). Many farmers in 
Batman, Diyarbakır and Mardin provinces use electric 
pumps to irrigate their fields. Electricity bills are a heavy 
burden for them. They complained of frequent power 
cuts, but also admitted on the other hand that numerous 
farmers access electricity illegally.  

Whereas natural gas is about 40% cheaper than in 
average in the EU (Eurostat), diesel prices in Turkey are 
about 25% higher. Farmers in Europe receive tax-
reduced diesel which even increases the disparity: 
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Farmers in SEAR have to pay about 60% more for their 
diesel than farmers Europe and 100% and more than 
producers in Ukraine, Russia, Syria and the Middle East.   

The Atatürk Dam produces hydroelectric power, and 
electricity prices in SEAR are lower than in Western 
Turkey. This made a number of energy-intensive 
enterprises such as spinning plants move to Gaziantep, 
Adıyaman and Şanlıurfa. The spinner Çelikaslan from 
Gaziantep said that overall production costs in 
Gaziantep are much lower than in Western Turkey, but 
still higher than for example in Şanlıurfa or Adıyaman. 

 

5. Research and Development 
An important building block of clusters is the constant 
development of innovation. This is done on the one hand 
by farmers and processors who are experimenting and 
learning from their own trials. For the past twenty years 
innovation research has shown that the most useful 
innovations in farming have been developed by farmers 
themselves. The function of government institutions 
(research and extension) in this context is to enable 
farmers doing their own experiments and to 
institutionalise experience sharing. Many researchers 
and extensionists in SEAR do not yet have this 
conception of themselves as the Team’s interviews have 
shown. 

There are four national research institutes in GAP 
region: the Diyarbakır Crop Protection Research Institute 
(Diyarbakır), the South-Eastern Anatolia Agriculture 
Research Institute (Diyarbakır), the GAP Soil and Water 
Resources and Agricultural Research Institute 
(Şanlıurfa) and the Pistachio Research Institute 
(Gaziantep). The first three have a good research 
collaboration with ICARDA (Aleppo, Syria) and CIMMYT 
(Mexico) on water-saving technologies in field crops as 
well as drought-resistant pulses and green legumes. All 
four research institutes have done some research in 
organic farming – yet at a small scale. The Pistachio 
Research Institute, for example, has developed solutions 
for biological pest control in pistachios. Mostly, however, 
these research institutes serve as knowledge centres. 

  www.gatae.gov.tr 

  www.gaptsktaem.gov.tr 

  www.afae.gov.tr 

  www.icarda.org  

  www.cimmyt.org  

  www.dzmae.gov.tr 

One major mismatch between the needs of the organic 
sector companies and the knowledge generated by the 
research institutes lies in the field of biological pest 
control in cotton as well as soil organic matter 
management in irrigated arable farming. Farmers in 
SEAR find it difficult to source knowledge inside the 
region about biological pest management. Also the 
knowledge about soil fertility enhancement through 
different types of legumes is difficult to access in SEAR.   

The universities in the region, too, have been doing 
some research work in the field of organic farming. In the 
Agricultural Faculty of Harran University it is mainly the 
Head of Department of Food Engineering, Ayhan Atlı, 
who is pushing for more services his university should 
render to the organic sector: “We must undertake 
continuous research and studies on organic production 
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  ziraat.harran.edu.tr to supply knowledge to farmers and producers. We must 
also do regular capacity building for the entrepreneurs 
on organic production, processing and marketing 
issues.”   kahta.adiyaman.edu.tr 
Eight vocational colleges of SEAR have organic depart-
ments: Kahta (Adıyaman province), Diyarbakır and 
Bismil (Diyarbakır province), Arban, Islahiye, Nurdağı 
and Nizip (Gaziantep province) and Akçakale (Şanlıurfa 
province). These institutions train future farmers from the 
entire region, and it is very encouraging to see that part 
of their training is devoted to organic practices. 

  www.dicle.edu.tr 

  www.gantep.edu.tr 

  akcakale.harran.edu.tr 
 

 

6. Business climate and government policies  
According to Porter, a business climate is good which 
allows for maximum competition or “rivalry”. If rivalry is 
fierce, competitors are trying to steal profit and market 
share from one another. This reduces profit potential for 
all firms within the industry, and the industry becomes 
more competitive. Rivalry will be low with a small 
number of firms in the industry and one or few clear 
market leaders. 

Government policies can help improve business climate 
and thus competition. This is mostly done by setting a 
legal framework in which companies can freely operate. 
In addition, government can also help to increase market 
demand and make input factors better available and less 
costly. It is also the government’s role to improve human 
resources through education and support of agricultural 
extension and to promote technology through research 
and development. 

 

Legal framework 

The first national Regulation on production, processing 
and marketing of organic agricultural products was 
published on 24.12.1994 (Organik Tarımın Esasları ve 
Uygulanmasına İlişkin Yönetmelik). It was based on EU 
regulation 2092/91. Since then, several amendments to 
the EU basic regulation have been followed. Recent 
amendments ensured that the Turkish Regulation (latest 
version: 18.08.2010 / 27676) also complies with the new 
EU organic Regulations 834/2007 and 889/2008. The 
Regulation on organic farming and food makes sure that: 

 The term “organik” is protected 

 Rules for labelling organic products are followed 

 Production and processing are controlled 

In this way the regulation is prerequisite to eliminate 
unfair competition and allow for maximum rivalry.  

For the long-term success of organic agriculture it is a 
competitive advantage that Turkey maintains its position 
to rigorously ban GMO crops from being grown in the 
country including to further work on the enforcement of 
the existing laws that GMO seeds and products are not 
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entering the country. Experience mainly from the 
Americas has shown that organic farming cannot co-
exist with GMO agriculture. Not only that it creates very 
unfair competition in which organic farming will always 
lose out to genetic engineering. Due to the risk of 
contamination, the presence of GMO crops within one 
country’s boundaries will inevitably lead to loss of 
markets for organic products. Canada, India and 
Romania serve as examples.  

During the interviews the Team found that US 
companies have started promotion campaigns in SEAR 
for GMO crops targeting rural opinion leaders including 
promotion tours for GMO crops and respective inputs to 
the United States.  

The Izmir High Technology Institute currently conducts 
research on biotechnology in cotton. In addition, 
Monsanto’s daughter Deltapine initiated trials on 
transgenic cotton; however, they did not receive the 
permission of MARA to go into commercial production 
(Turkey Country Report, Kabakci, Cotton Research 
Institute, 2009). The success of organic farming in 
Turkey depends on the ministry’s steadfastness. 

 

Business climate  

The business climate in SEAR for entrepreneurs in the 
organic sector is generally good. The Team had the 
impression that the bottleneck of growth is nearly always 
primary production. It does not take long when a 
sizeable demand for a product appears that investments 
into processing and trade are made to take advantage of 
this opportunity. However, market incentives often do not 
trigger down to farmers as transaction costs are high. 
Pampering farmers with direct income support payments 
does not help to solve this problem. These payments do 
not make farmers more competitive. Necessary are 
rather measures to make farmers take part in business – 
through the reduction of transaction costs. 

New lentil factory in Batman 
Photo: C. Arndt 

In SEAR it is obvious that all governmental institutions, 
the chambers of commerce, unions and other institutions 
from the private sector, all do their best to make the 
region attractive for business investments and 
development. Yet the actual situation differs from 
province to province and also within provinces due to 
geographical conditions and infrastructural development.  

Gaziantep, the most Western province, is clearly the 
commercially most developed city in SEAR and this 
creates its own favourable business climate. The fastest 
emerging city in SEAR seems to be Gaziantep’s 
neighbour Adıyaman. This applies at least to the food 
and textile sector as perceived by the Team. Kilis, the 
other neighbour of Gaziantep is rather small to develop 
its own business climate.   

The business climates in the most Eastern provinces 
Şırnak and Siirt clearly suffer from their remoteness and 
the insecure situation in the mountains. Bee-keepers 
and sheep farmers complained that they are not allowed 
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access to pastures in remote mountains for security 
reasons. 

Several interviewees in Diyarbakır mentioned how 
difficult it is to attract businesses because of the city’s 
image of constant political trouble and social unrest. 
Much hints at a sub-optimal business climate in 
Diyarbakır not providing the necessary business 
environment potential investors are looking for. Those in 
Diyarbakır responsible for business promotion say that 
the town cannot compete with Gaziantep if the 
investment incentives are the same within SEAR. 
Government needs to develop better incentives for 
Diyarbakır with regards to infrastructure and living 
conditions.  

From the interviews which the Team held, Batman 
appears as a provincial centre with an ambitious 
entrepreneurship. According to the Chamber of 
Commerce, this can be measured by an extraordinary 
high participation rate of Batman companies in 
government tenders. Mardin’s business climate seems 
to benefit from tourism and from its image of harbouring 
a multiethnic culture.  

The newly developed irrigation lands in Şanlıurfa 
province have attracted many new processing 
companies in the food and textile sector. However, 
Şanlıurfa still suffers from its traditional and backward 
image, which often keeps people with an entrepreneurial 
spirit from even considering moving into the area.  

 

Market promotion 

Only 15% or less of the Turkish organic production is 
sold in the country. However, government does little to 
promote organic food and textiles on the domestic 
market. Organic is multi-functional, recognised as an 
effective tool for rural development as well as the 
protection of the environment and human health. This 
wide range of ‘public goods’ needs to be effectively 
communicated at all levels in society with special 
initiatives to reach: 

 school children  

 teachers 

 parents 

 school / hospital canteen operators 

 supermarket shoppers 

Whether this communication is best done via the 
promotion of the Turkish organic label (or even a 
regional organic label such as GO!) is disputable. Critics 
say that for fresh organic fruit and vegetables an 
appealing look, smell and taste are much more important 
than any label. Yet, labels can help to raise consumer 
awareness – if the standards behind such labels and the 
aspects that make these standards unique are also 
communicated.  
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Support of agricultural production 

The main financial support measures specifically for 
organic faming are: 

1. Subsidised loans: The subsidy rate is 60% of the 
interest rate applied by Ziraat Bank.  

2. Direct payments: The rate for organic agriculture is 
250 TL/ha for 2010. This applies to all farmers 
registered to the Farmer Registration System. 
(Ciftci Kagit Sistemi).  

The direct payments can be seen as a recognition which 
the government tributes to organic farmers for the public 
goods they produce. On the other hand, farmers certified 
according to Good Agricultural Practices receive as 
much as 200 TL/ha for still using chemical pesticides 
and synthetic fertilisers.  

 

Olive oil  300 TL/t 

 230 TL/t Sunflower oil 

90 TL/ha 420 TL/t Cotton 

100 TL/t 60 TL/ha Lentils, chickpeas 

50 TL/ha 50 TL/t Wheat 

 TL  
per ha  

of arable 
land 

TL  
per t  

of 
production

Area payments and production-related 
payments to farmers in Turkey 2010 
(Source: MARA) 

The bureaucratic hurdles to receive the 250 TL payment 
are high and most farmers have not received it. In 
addition, the budget allocated for these direct organic 
payments (6.8 million TL) is only enough for about 
27,000 ha. Farmers mentioned several shortcomings of 
the mode of payment. For example payments are not 
done to the heir of a farmer who passes away, even if 
the farm remains organic. Also when farms split in parts 
or get united, payments are suspended until the new 
ownership is registered in the organic registrar which 
can take several months, even years.  

In addition to above direct payments, organic farmers 
receive those area payments and production-related 
subsidies which all agricultural producers in Turkey get 
(see table on the right). Furthermore MARA has various 
support schemes for certified seed, fuel, fertiliser, 
agricultural consultancy and agricultural insurance. For 
example, there are interest-free loans on drip irrigation 
equipment, and MARA can give a 50% grant for 
investments into processing or purchase of machinery. 

Some larger organic exporting companies who have own 
contract farming projects complain of overwhelming 
bureaucracy for farmers to receive direct payments. This 
is especially the case when organic farmers crop on 
non-registered land. Another example of unnecessary 
bureaucratic hurdles obstructing business concerns 
cotton: For organic cotton to be recognised as organic, 
exporters have to produce proof in form of invoices that 
farmers had used undressed seed. However, many 
farmers use own seed and are therefore not able to 
show such invoices.  

 

Extension and knowledge creation 

Poor knowledge of farmers was mentioned over and 
again as a reason for low yields, poor quality and high 
pesticide residues of organic produce. Extension which 
reaches those who do the day-to-day operations in the 
field is therefore vital.  

MARA’s village extension project since 2007 is TARGEL 
(Agricultural Extension Development Project). The 
personnel consist of mostly agricultural engineers who 
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are performance-paid. In every province of SEAR, the 
agricultural directorates have TARGEL and other staff 
specifically trained on organic production. Whether 
organic farming is put high on the agenda, however, 
depends much on the motivation of the director of the 
provincial agricultural directorate or the head of the 
farmers training unit at the directorate. Often basic 
knowledge about organic farming like the necessity of 
crop rotations is lacking. Special commitment is needed, 
as firstly new knowledge has to be acquired especially in 
agronomy and pest control, and secondly, a new 
approach is necessary in which extensionists rather 
facilitate learning as there are often no pre-formulated 
answers when starting with organic farming in a new 
region.   

The Team found all agricultural directorates very 
supportive. Especially the ones in Adıyaman, Diyarbakır 
and Batman had a strong interest in organic agriculture 
development. In Damlacık (Adıyaman province) 
TARGEL runs two organic demonstration plots (5 ha of 
wheat and 5 ha of lentils) which serve as training ground 
for farmers, but again crop rotations had not been 
thought of so far. 

To support knowledge creation, MARA runs a 
competitive grants scheme to fund research and 
development in organic farming, food and textiles. 
Several projects have been implemented. However, 
research institutions often come up with research 
projects which have very little relevance to the 
businesses in the organic sector. The links of the 
research world with extension, farmers and processors 
are still very weak. 

 

7. Entrepreneurs in organic value chains 
 

7.1 Primary producers 

Organic farming in Turkey developed in such a way that 
when demand for an organic project emerged, an 
exporter or processor evaluated different production 
sites and contracted a group of farmers that is able to 
produce the quality and quantities required. In order to 
have a better communication among farmers and to 
make services like inspection and certification, 
purchasing, transportation and logistics easier, farmers 
have been contracted from the same vicinity, generally 
from one village. In this way organic farming “projects” 
developed which were always linked to a certain “project 
owner”. Farmers produce for the project owner who in 
turn provides training, consultancy and sometimes even 
specific inputs. Project owners also usually do the quality 
control and pay for certification and the laboratory 
analyses – and therefore hold the organic certificates. 
Given that many farmers have poor education, are not in 
contact with the organic market and have no experience 
to deal with certification bodies, this system makes sure 
that the project owners receive the product they desire in 
the necessary quantities and qualities. The downside for 
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the farmers, however, is that they are bound to a certain 
trader, i.e. if farmers want to sell elsewhere, they cannot 
sell the product as organic, as the organic certificate 
typically lies with the project owner. In addition, the 
premium, which farmers get for organic production, is 
rather small in such a system (usually less than 20%). 
Since project owners pay for a number of cost items that 
usually farmers have to cover (inputs, consultancy, 
certification), they bear more of the entrepreneurial risk 
making them less prepared to pay the usual organic 
premium of 20 to 50%. See table on the right for the 
major project owners active in SEAR. 

Important “organic projects” and “project 
owners” in SEAR 
(Source: own research) 

Project owner Main crop 

Alkanlar Cotton 

Ant Gıda Cotton 

Baraj  Cotton 

Boyraz Lentils 

Biyo-Sam Lentils An alternative to this system which would fit the cluster 
approach much better would consist of organic farmers’ 
associations or co-operatives or a limited company that 
would do the actual selling of the organic crop on behalf 
of the members. The association would implement an 
internal quality control system, pay for the certification, 
hold the organic certificate and as a consequence would 
be in the position to negotiate better prices. However, 
such big unions pose inherent problems. Therefore a 
producer organisation that does the marketing for its 
members must firstly only consist of members who trust 
each other. And secondly, members have to agree that 
they sell 100% of their product through the organisation, 
and there is no side-selling. This is in order to avoid that 
the good quality is sold individually and the poor quality 
through the organisation. 

Ecoturca Cotton, lentils, chickpeas, wheat 

GAPEKODER1 Pomegranates 

GAPOTUTDER2 Lentils, wheat 

Işık Tarım Pistachios, mulberry 

Mustafa Çağlar Cotton, wheat 

Rapunzel Pistachios, lentils 

Reform Cotton, tomatoes 

Sanko Cotton 

Tiryaki (Timeks) Cotton, lentils, wheat, pistachios 

Yaman Cotton 
The Union of Pistachio Growers in Siirt with its 5000 
members (only conventional production) gives a good 
example of such a body. It employs five extensionists, 
has a quality control system in place and does some of 
the marketing for its members. However, farmers in 
SEAR usually have little experience in building and 
governing their own organisations and many people in 
the region seem to doubt, that farmers would be able to 
form such organisations.  

Yüksel Cotton 

Yuvam Mulberry 

Zet Organik Cotton, lentils, wheat 

1 NGO GAP Ecological Agricultural Development and 
Social Solidarity Association led by Medet Abbasoğlu 
2 NGO GAP Organic Agriculture Production and 
Consumption Association led by Müslüm Coşkun About 600 organic farmers are registered in SEAR 

(OTBiS data for 2009, accessed in November 2010). 
This number, however, omits farmers who are not 
owners of their land which in a feudal system happens 
frequently. In addition, the OTBiS list sometimes only 
includes the name of a contact person, but not those of 
the actual producers. The correct number of organic 
farmers can only be determined by the project owners or 
the control bodies. 

Among the very few independent producers in SEAR not 
linked to one trader / project owner are Selim Uludağ 
(medicinal herbs) and Sevimli Kooperatif (cotton). 

  www.selimuludag.com.tr 

 

7.2 Input providers 

As a principle, organic farming should work as much as 
possible as a closed circle with little external inputs. As 
many farms are stockless, animal manure from 
neighbouring farms would have to be bought in to 
increase nitrogen levels as well as some mineral crude 
fertilisers of natural origin to replenish potassium, 
phosphorous and microelements. 
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The company ENS Tarım from Mardin produces a range 
of mineral and organic fertilisers, such as Leonardite 
(humic acid), Langbeinite (potassium magnesium 
sulfate) and Natural Guano (nitrogen). However, the 
company has no real sales in the region and most of its 
turnover comes from export. A dealer for organic 
fertilisers is found in Diyarbakir: Mehmet Sait Öztürk.   

A firm from Erzin (Hatay), Biological Agri-
culture Consulting and Engineering, already 
produces beneficial insects for citrus and 
pomegranates in their own biolab. Such 
laboratories are missing in SEAR. 

  www.biyotar.com 

  www.enstarim.com.tr 

  www.nevgirisim.com.tr 

  www.tarimkredi.org.tr 

  www.b5a.com.tr  

  www.itas.com.tr  

Due to poor research and extension, organic farmers 
make little use of above opportunities (animal manure 
and mineral crude fertilisers). Some employ dubious 
plant strengtheners such as amino acids (“Pattrone”) or 
mycoplasmic soil activators (“B5A” produced in 
Gaziantep), which are very expensive. Others use 
animal manure which is brought all the way from 
Western Turkey to SEAR. 

In other organic cotton growing areas of the world, bio-
insecticides based on neem, Bacillus thuringiensis and 
nuclear polyhedrosis virus are available for the biological 
control of cotton pests. In India, Syria, Kyrgyzstan and 
Uzbekistan farmers are also supplied with beneficial 
predator insects to combat cotton pests: Trichogramma 
wasps, Bracon flies and Amblyseius mites. All this is not 
available in SEAR. While bio-insecticides could be easily 
shipped in and distributed by conventional input dealers, 
beneficial insects would have to be bred locally.  

Drip irrigation is essential, if organic farming in SEAR 
should become internationally recognised for water and 
soil conservation. There are producers and traders of 
inexpensive drip irrigation equipment in SEAR. For 
example, Nev Girişim produces drip irrigation equipment 
and the Union of Agricultural Credit Cooperatives 
provides it to its members.  

Farmers in SEAR have great problems sourcing organic 
seeds. With the exception of organic vegetable seeds 
brought in by international crop breeders, so far organic 
seed in Turkey is not commercially available. The 
majority of organic farmers propagate their own seed 
from their certified organic fields. Conventional un-
dressed seed which some control bodies allow using is 
provided by Turkish seed companies such as ITAŞ. 

A functioning input market is necessary to ensure that a 
cluster performs effectively. However, the market for 
inputs crucial for organic farming is not yet developed in 
SEAR. What is needed is the linkage between research, 
extension and organic input suppliers as well as 
investment support for entrepreneurs who establish 
biolabs for the production of predators in SEAR.  

 

7.3 Certification and control firms 

Currently (January 2011) 17 firms have been authorised 
by MARA to do organic controls and issue organic 
certificates. Most of them offer certification according to 
different standards: Turkish regulation, EU regulation 
NOP (USA), JAS (Japan), private standards such as 
Tesco Nature Choice and Fairtrade, textile manu-
facturing standards GOTS and OE as well as the Good 
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Agricultural Practice standards Globalgap and Turkish 
GAP (İyi Tarım Uygulamaları). 

The company with the most clients is Ekotar, mainly 
working with small farmers. For cotton and textiles, C.U. 
is the main certifier. IMO-CONTROL and Ecocert are 
prominent for export crops with destination to Western 
and Central Europe. 

During the last years organic products of Turkish origin 
have been constantly conspicuous with pesticide 
residues. This has resulted in a demand of additional 
quality measures by European importers. The Turkish 
certification bodies have developed respective risk 
assessment schemes to get the situation under control. 
Taking samples for residue analysis is one of the major 
activities in this regard. All tests need to be carried out 
by officially accredited labs. So far there is only one lab 
in Turkey meeting this requirement (Agrefar in Izmir), 
however most of the importers do still prefer European 
labs and this is the reason why most samples are 
analysed abroad. Farmers constantly complain about the 
costs for analysis; however, they have to be seen as a 
clear demand of the market for quality and the only way 
to avoid them would be to have export products without 
any pesticide residues for a number of years.  

  www.argefar.ege.edu.tr 

 

Certification and control bodies accredited in Turkey and active in SEAR 
(Source: MARA and own research) 

Certifier Code-
Number 

Head-
office 

Web-Address Activity in SEAR 

BCS ÖKO-GARANTIE TR-OT-001 Izmir www.bcs-oeko.com Cotton and textiles 

IMO-CONTROL TR-OT-002 Izmir www.imo-control.org All crops and textiles 

ECOCERT TR-OT-003 Izmir www.ecocert.com Lentils, medicinals 

ETKO TR-OT-004 Izmir www.etko.org Cotton, pomegranates 

C.U. TR-OT-005 Izmir www.controlunion.com Cotton and textiles 

EKOTAR TR-OT-006 Mersin www.eko-tar.com Beekeeping, arables 

ICEA TR-OT-009 Izmir www.icea-tr.com Cotton and textiles 

CERES TR-OT-010 Izmir www.ceres-cert.com.tr Cotton and textiles 

ORSER TR-OT-011 Ankara www.or-ser.com Field crops 

ANADOLU EKOLOJİK TR-OT-012 Yalova anadoluekolojik.com none 

TURKGAP TR-OT-013 Mersin turkgap.com none 

NİSSERT TR-OT-014 Ankara www.nissert.com none 

IMC TR-OT-015 Ankara www.imcturkiye.com Field crops 

ANKA TR-OT-016 Ankara ankasertifikasyon.com Field crops 

KALİTEST TR-OT-017 Istanbul www.kalitest.com.tr Field crops 

EGETAR TR-OT-018 Izmir www.egetar.com.tr Field crops 

BİO İNSPECTA TR-OT-019 Izmir www.bio-inspecta.ch none 
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7.4 Processing 

Processing is not the bottleneck in organic value chains. 
Especially in Adıyaman and Gaziantep many con-
ventional food and textile processors already have 
obtained organic certification, and others appear to be 
ready to do the necessary investments for organic 
processing at short notice whenever demand arises. 
However, processing facilities are currently still lacking in 
the Eastern parts of SEAR. In addition, there aren’t any 
powerful oil mills in the region that could stimulate the 
cultivation of sunflowers. 

Tiryaki is the Number One in organic processing in 
SEAR and a “Leading Firm” of the organic food cluster 
of Gaziantep, Şanlıurfa and Adıyaman (see pyramid in 
Chapter 1). The company from Gaziantep generated a 
turnover of 750 million USD in 2010 with about 500 
employees processing organic pulses, wheat (bulgur), 
rice, oil seeds and pistachios. Besides Tiryaki, there are 
twelve further renowned organic food crop processors 
and manufacturers of organic food and cosmetics based 
in SEAR: 

 

Organic food processors (field crops) in SEAR (Source: own research) 

Lentils:   

Tiryaki Gaziantep www.tiryaki.net 

Ecoturca Adıyaman www.ecoturca.com.tr 

Izela Tarım Gıda  Mardin  

Kahraman Tarım Gaziantep  

ÖĞÜT Gaziantep www.oguttarim.com 

Wheat:   

Tiryaki Gaziantep www.tiryaki.net 

Yılmaz Adıyaman  

Oil seeds:   

Tiryaki Gaziantep www.tiryaki.net 

Alkanlar Şanlıurfa  

Dried tomatoes:   

Denimeks Gıda Gaziantep hwww.denimeks.com 

Deniz Tarım Gaziantep www.deniztarim.com 

Canned  and  pickled food:  

Denimeks Gıda Gaziantep hwww.denimeks.com 

Deniz Tarım Gaziantep www.deniztarim.com 

Medicinal plants:   

Selim Uludağ Şanlıurfa www.selimuludag.com.tr 

  www.tiryaki.net 
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Organic food processors (tree crops) in SEAR (Source: own research) 

Pistachios:   

Altın Fıstık Gaziantep www.altinfistik.com.tr 

Kahraman Tarım Gaziantep  

ÖĞÜT Gaziantep www.oguttarim.com 

TLP Ltd. Gaziantep  

Olive oil:   

ÖĞÜT Gaziantep www.oguttarim.com 

Uygur Zeytinyağı Gaziantep www.uygurzeytinyagi.com 

Cosmetics:   

Pekmezler / Jaleriz Gaziantep www.pekmezler.com.tr 

Uygur Zeytinyağı Gaziantep www.uygurzeytinyagi.com 

 

 

 

The organic cotton processing and textiles manu-
facturing in SEAR has seen even more investments 
during past years. Sanko Tekstil from Gaziantep, 
Number One yarn producer in Turkey and Number three 
in the world, is the largest player. Sanko is a “Leading 
Firm” of the organic food cluster of Gaziantep, Şanlıurfa 
and Adıyaman (see pyramid in Chapter 1). Sanko does 
everything, from organic cotton production, via ginning, 
spinning and weaving up to cut & sew. Another 
“Leading Firm” and completely vertically integrated 
organic textile company is Internet Tekstil from 
Adıyaman, yet at a much smaller scale. 

 

Organic cotton and textile processors in SEAR (Source: own research) 

Organic ginning:   

Ferhat Şanlıurfa  

Baraj Şanlıurfa  

Polat / Tiryaki Şanlıurfa www.tiryaki.net 

Sevimli Şanlıurfa  

Alkanlar Şanlıurfa  

Yaman Tekstil Şanlıurfa  

Yüksel Şanlıurfa  

Pure Cotton / Sanko Gaziantep www.purecotton.com.tr 

Fiba Şanlıurfa www.fibatekstil.com 

Internet Tekstil Adıyaman www.internettekstil.com.tr 

  www.sankotextile.com 

  www.internettekstil.com.tr 
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Organic spinning:   

Sanko Tekstil Gaziantep www.sankotextile.com 

Çelikaslan Gaziantep www.celikaslan.com 

Biska Gaziantep www.biska.com.tr 

Selcuk Iplik Gaziantep www.selcukgroup.com 

Murat Tekstil Şanlıurfa www.murattextiles.com 

Yaman Tekstil Şanlıurfa  

Zümrüt Şanlıurfa www.zumrut-tekstil.com.tr 

Internet Tekstil Adıyaman www.internettekstil.com.tr 

Sanko Tekstil Adıyaman www.sankotextile.com 

Organic weaving:   

Sanko Tekstil Gaziantep www.sankotextile.com 

Internet Tekstil Adıyaman www.internettekstil.com.tr 

Organic cut & sew:   

Sanko Tekstil Gaziantep www.sankotextile.com 

Internet Tekstil Adıyaman www.internettekstil.com.tr 

 

 

 

7.5 Trade 

Most of the above processors are also trading with the 
product they process. There is only very little contract 
processing done in SEAR. The implication of this is that 
processors not only need the capital for investing into 
the processing equipment, but also running capital to 
purchase the raw material to be processed. In addition, 
they must not only be expert in technologies, but also in 
markets – which is not always easy in a complex market. 
In more advanced organic sectors such as in Germany, 
processing and trade would be more detached and 
carried out by different enterprises.  

  www.tiryaki.net 

  www.mavidenizgroup.com The names of the most important traders in the export 
market have already appeared in the table of “project 
owners” and processors. They are:  

  www.boyraz.com 
 Tiryaki 

  www.rapunzel.com.tr 
 Mavideniz (partner of Ant Gıda) 

 Boyraz 

 Rapunzel 

As farmers still have a quite diverse agriculture, these 
traders and exporters, who are all “project owners”, too, 
deal with a range of products, from food to fibre. Exports 
from SEAR leave Turkey mostly from the port of Mersin.  
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The most important fairs for Turkish exporters to meet 
buyers on an international level are Biofach in Nürnberg 
(Germany) and the Natural Products Expo East 
respectively Expo West in the United States. Ekoloji in 
Izmir is the leading Turkish fair for organic food and has 
already started to attract foreign exhibitors. 

  www.sadeorganik.com 

  www.isiktarim.com 

  www.tema.org.tr  

  www.biofach.de 

  www.expoeast.com 

  www.ekolojiizmir.com 

  www.expowest.com 

  www.cityfarm.com.tr 

For the Turkish domestic market the supply chain 
consists of processors, packagers, distributers, 
wholesalers and retailers. Several companies, however, 
hold more than one function. The companies City Farm 
(Istanbul), Sade Organik (Istanbul) and Işık Tarım (Izmir) 
play a key role.  

City Farm runs own health food shops in Istanbul and is 
at the same time one of the main suppliers of the Migros 
and Carrefour supermarket chains. At the same time the 
Istanbul based company is also a major packager in 
Turkey and – at a small scale – owner of various organic 
projects.  

Sade Organik is more of a wholesaler of organic food 
products such as dried fruit, pulses, fruit juices, 
processed fruit and vegetables, olive oil and eggs. The 
Istanbul-based company supplies about 200 products to 
health food shops (80% of turnover), supermarket chains 
(15% of turnover) and open market vendors (5% of 
turnover). Sade Organik also is a supplier of pulses to 
Migros and at the same time has an own packaging line.  Market path of organic products for the 

Turkish domestic marketIşık Tarım claims to be the first Turkish company to own 
independent organic projects. Işık Tarım started 
producing, processing and exporting organic products in 
1991. Today the Izmir-based company is an important 
distributer to supermarkets (Tansaş, Migros, Metro, and 
Tesco Kipa) under the brand “Tema”, which belongs to 
the well-known NGO Tema. Products of Işık Tarım 
distributed to health food shops are sold under the own 
brand “Işık Tarım”.  

The typical market path for organic products with the 
domestic market as destination is shown on the right. 
The table on the next page shows the main companies 
of the supply chain for organic food in Turkey as well as 
the functions they hold. They are nearly all based in 
Istanbul or the Aegean region, however, they are 
important to know for anyone from SEAR aiming at 
producing organic food for the domestic market. 

The market path (see right side) shows five different 
forms of retailing. Victor Ananias of the Istanbul based 
Buğday Association sees the major growth potential for 
organic sales in supermarkets. He says: “Many organic 
shops and box schemes, which Buğday co-initiated, 
have failed. Today we must sell where consumers are 
anyway, public markets (Halk Pazars) and 
supermarkets. However, there is another form of 
retailing rapidly gaining in importance. Today there are 
already more than twenty organic online shops in 
Istanbul, Izmir and Ankara (see table on the next page 
for the most important ones). One of them is Birki 
Organik Gıda (www.safiorganik.com.tr). The company 
sells over 250 Turkish organic products to over 3000 

Super-
markets

Grocery 
shops 

Health 
food 

shops 

Open 
markets

Internet 
shops 

Wholesaler 

Processor 

Packager 

Distributer 

Farmer Farmer Farmer 

Project ownerStock 
exchange
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clients in Istanbul. It sources directly from processors all 
over Turkey.  

Organic open air bazaars have also been successful. 
Istanbul already has eight organic bazaars in different 
parts of the city, mostly in areas with a better-off 
population. The Çankaya organic market in Ankara has 
currently 141 stands representing 118 producers. Last 
year ETO opened the first organic bazaar in Izmir. 

 

Main companies of the supply chain for organic food (alphabetic order) 
(Source: Own research) 
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Agrosol www.agrosol.com.tr       

Binbir Organik www.binbirorganik.com       

Birki Organik www.safiorganik.com       

Boyraz www.boyraz.com       

City Farm www.cityfarm.com.tr       

Ekoloji Market www.ekolojimarket.com       

Elite Naturel www.elitenaturel.com       

Hasad Organik www.hasadorganik.com       

Işık Tarım www.isiktarim.com       

Nar Gourmet www.nargourmet.com       

Nariçe www.narice.com       

Rasayana www.rasayana.com.tr       

Sade Organik www.sadeorganik.com       

Sunder www.sunder.com.tr       

Tek Organik www.tekorganikmarket.com       

Yerlim www.yerlim.com       

Yeşil Organik www.yesilorganik.net       

 

 

As everywhere in the industrial world, Turkish 
consumers are increasingly buying food items in large 
supermarkets. Compared to the EU countries, their 
number is still small, the rate of growth, however, is very 
high. According to recent research by Yöntem, about 
60% of turnover in food retailing is still done in 
independent grocery stores, 16% on the market and only 
24% in supermarkets (of which currently 9% in 
supermarkets over 1000 m²). The most important ones 
in Turkey for organic sales are (in this order): 
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1. Migros 

2. Carrefour   www.migros.com.tr 

3. Tansaş (belonging to Migros) 

4. Tesco Kipa    www.carrefour.com.tr 
Migros is the most important partner for organic food 
sales. A store check in the MMMigros of Altunizade 
Capitol, Istanbul, in December 2010 provided over 60 
different organic articles of which over 50 were of 
Turkish origin. Only part of the organic baby food is 
imported from the EU. Standard organic articles in nearly 
every Migros store are milk, oil, flour, eggs and baby 
food. Larger stores also sell organic pulses, juices, dried 
fruits, nuts and honey. Still only very few stores offer 
fresh organic fruits and vegetables.  

  www.tansas.com.tr 

  tesco.kipa.com.tr 

Tesco Kipa has an international buying co-operation for 
Tesco’s private organic label. The company is very 
interested in adding more organic products from Turkey, 
which must be certified according to the private standard 
of “Tesco Nature’s Choice”. According to an interview 
with Mahir Müderriszade, Tesco Kipa’s Quality Manager 
Organic Marketing, the company sees the greatest 
demand for organics in fresh produce (fruit & vegetable). 
Tesco Kipa offers now 30 organic items in this category, 
but would like to have as many organic items as 
conventional by the end of 2011. Six measures are 
implemented to push organic sales:  

1. Improving displays and store layout for organic 
items 

2. Strengthening the Tesco Kipa organic private label 

3. In-store promotions and offers at two places in 
each store 

4. Workshops for raising quality consciousness of 
suppliers 

5. TV-advertising in prime time and advertisement in 
news magazines or papers at prime place  

  www.ulker.com.tr 

  www.pinar.com.tr 

  www.etietieti.com 

6. Constant quality benchmarking 

Also the top Turkish food brands with own or contracted 
processing offer an increasing assortment of organic 
food to their clients which are mostly supermarkets and 
grocery stores. Brands like Ülker, Pinar and Eti will 
become more and more important for the marketing of 
organic milk, meat and bakery products.  

The information flow in the assessed organic value 
chains is linked to the flow of money: From the retailers 
and food brands both nationally and internationally via 
the “project owner” to the farmer. It is in no way the 
individual farmer who can influence demand. Due to 
power relations, farmers entirely rely on the information 
provided to them by traders and “project owners.” 
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7.6 Nature of competition and collaboration 

According to Porter, “clusters are geographic 
concentrations of interconnected companies in particular 
fields that compete but also co-operate.” Rivalry in the 
organic production of SEAR is fierce, which is good. 
However, certain factors reduce the intensity of rivalry: 

 the unequal size and market share of companies 
(with the dominance of Tiryaki and Sanko) 

 the small number of actors in SEAR 

 the strategic diversity of the companies involved 
in organic processing and trade 

 low exit barriers out of organic for all actors 
involved 

If it comes to collaboration, however, the Team found 
that organic entrepreneurs are reluctant. It was observed 
that they do not communicate openly with each other. 
There is also little value chain transparency since trade 
relations are often not yet consolidated and actors are 
afraid of losing suppliers or customers to competitors if 
information is shared. “Project owners” are heavily 
competing for suppliers – and as they do not secure their 
supply base via price premiums they do every thing to 
reduce transparency to keep competitors away.  

The organic entrepreneurs do not perceive themselves 
as partners striking together for the benefit of organic 
farming in SEAR. More organic production from SEAR 
with a functioning cluster, however, would provide extra 
benefits to all players, as then the region could be 
advertised internationally and could become a market 
player, for example in the supply of organic cotton, which 
the rest of the world cannot just bypass. This would also 
create new great opportunities for all value chain actors 
and supporters and boost their businesses.  

A cluster working group would be a good communication 
platform. Field of collaboration could be: 

 Attraction of large clients which one company 
cannot serve without the support of others 

 Lobbying for resolving problems that the private 
sector has with government institutions 

 Training of farmers to resolve problems of quality 
and pesticide residues and avoid costly analyses  

 Development of internal quality control systems  

 Establishment of a focused organic cropping 
extension service as well as diffusion of 
innovations  

 Marketing SEAR with the help of a regional 
organic brand 

 Attraction of new businesses which are 
indispensable for the value chain as well as 
skilled labour from Western Turkey 

Diamond model (M. Porter, 2001) 

Factor Conditions 

Rivalry 

Demand Conditions Related & Supported 
Industries
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8. Organic cluster mapping 
 

“The more geographically localised is an industry, the more internationally competitive that particular 
industry is likely to be” (Porter, 1990). The following map shows cluster elements of the organic textiles 
value chain in SEAR and their geographical concentrations. It demonstrates that there is already quite 
some concentration of enterprises along the value chain, especially in the provinces of Şanlıurfa and 
Gaziantep. However, inter-linkages are still poorly developed. 

 

 
(Source: Own research) 

Cotton cluster map in SEAR 
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9. Strengths, weaknesses, opportunities and threats 
(SWOT) of organic cluster development in SEAR 

 

A real organic cluster does not yet exist in SEAR. For organic cotton and textiles a pre-cluster is 
already developing in Gaziantep, Adıyaman and Şanlıurfa with some firms depending on each other. 
The analyses of the strengths, weaknesses, opportunities and threats of organic cluster development 
in SEAR both in the textiles and food sector are summarised using M. Porter’s diamond model of 
interrelated forces that make clusters competitive: 

 

Organic Cotton and Textile Cluster Development in SEAR: 

 
Factor Conditions 

 
Strength: Perfect large size, irrigation 
infrastructure, good climate, labour 
availability, near to markets, yet cheap 

 

 
Weakness: Lack of organic growing 
know-how, no experience in collaborating 
in associations, SEAR not attractive for 
people from Western Turkey; much of the 
land in use not yet officially registered 

 

 

 

Opportunity: Up to 400,000 t of raw 
organic cotton grown p.a. in SEAR and 
processing even more  

 

 

 Threat: Soils become saline if too much 
irrigation water is used 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Rivalry 

Strength: Competition between organic 
textile processors some of them with big 
capacities able to serve largest c

Weakness:

ustomers

 Dominance of one very large 

 becoming No. 1 
 

 

company; farmers not holding their own 
organic certificates prevents them from 
changing alliances 

Opportunity: SEAR
organic textile market place globally; firms
collaborate to attract large clients to SEAR

Threat: Competition that is only price-
based undermines the development of 
sustainable organic textile value chains 

Demand Conditions Related &Supported Industries
Strength: Very well established and big 
processing companies, strong support 
from all regional institutions, Textile 
Exchange, organic and fair trade 
organisations, environment and c
NGOs and media globally  

Strength: Growing demand for organic 
textiles, SEAR near to markets 

Weakness: Little willingness of big custo-
mers to make medium term commitments 
and to pay a reasonable price 

Opportunity: Collaboration between 
producers from SEAR and large global 
brands and mainstream retailers to pay 
fair prices and make commitments 

onsumer 

Weakness: Lack of oil mills, bio-labs, 
organic seed and extension  

Threat: Markets become more volatile 
and large brands and retailers may 
withdraw from any commitments made 

Opportunity: Attracting new organic bu-
sinesses to SEAR: cut & sew and oil mills

Threat: Top management & high poten-
tials do not move to SEAR; sub-optimal 
business climate in some Eastern areas 

 
36



Organic Food Cluster Development in SEAR: 

 

 
Factor Conditions 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
These two cluster diamonds are similar in many ways. But it is obvious that the organic cotton and 
textile cluster has a much bigger potential. It has the potential to become the Number One in the world 
and thus attract worldwide attention. The organic food cluster could develop well in the slipstream of 
the organic cotton cluster for which opportunities must be used and threats avoided. 

 

Strength: Good soils, irrigation and 
filed sizes mak

large 
e sufficient raw material 
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Threat: Soils will become saline if too 
much irrigation water is used 
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Strength: High competition between 
organic traders 
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organic land certificates prevents farme
from selling to whoever p
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organic food – Turkish produce is often 
regarded as being natural 
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mainstream retailers 
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need to be convinced to pay fair and 
stable prices to ensure sustainability 
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Weakness: Lacking oil processing 
facilities prevent wide-spread sunflower 
cultivation; non availability of biolabs 

; hinder the expansion of organic cotton
ed organic extension is still poor develop

Opportunity: Attracting new organic 
businesses to SEAR (e.g. cut&sew) 

Threat: Business climate in some 
Eastern areas of SEAR is sub-optimal 

Factor Conditions 

Strength: Good natural conditions, 
labour  

cheap 

Weakness: Lack of organic growing 
know-how, no experience in collaborating 
in associations, SEAR not attractive for 
better educated from Western Turkey 

Opportunity: If big oil mill established: 
100,000 t of organic or GMO-free oil 
(sunflower, soy or other); organic raw 
material for the fruit juice industry 

Threat: Soils become saline if too much 
irrigation water is used 

Related &Supported IndustriesDemand Conditions 
Strength: well established companies, 
Good relations with Izmir organic 
exporters, incentives for logistic and 
processing investments in SEAR 

Weakness: Lack of oil mills for oil seeds, 
weak logistics for fresh produce, no bio-
labs, weak organic research & extension 

Strength: Growing demand for organic 
food, SEAR near to emerging organic 
food markets 

Weakness: Turkey has a mixed image 
due to pesticide residues, aflatoxins and 
quality problems in organic products; still 
low demand in Turkey for organic food  

Opportunity: Attracting new organic 
businesses to SEAR: oil mills, 
processors, logistics for fresh produce 

Opportunity: Create an organic quality 
and quantity image for SEAR including 
environmental and social sustainability 

Threat: Image problems concerning 
environmental and social sustainability  

Rivalry 

Strength: High competition between 
organic food processors and esp. traders

Weakness: Still no processing in many 
fields in SEAR; dominance of one very 
large company; farmers not holding their 
own organic certificates prevents them 
from changing alliances 

Threat: Top management & high poten-
tials do not move to SEAR; sub-optimal 
business climate in some Eastern areas 

Opportunity: Good competition leads to 
the emergence of several top players  

Threat: Competition that is only price-
based undermines development of 
sustainable organic food value chains  
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PART 2:  
 

 

ANALYSIS OF  
ORGANIC VALUE CHAINS 
 

 

 

SECTION A: OVERVIEW 
 

1. Rationale for a chain approach 
 

The success of an organic cluster in SEAR depends on how much value can be generated and added 
inside the region. It is not enough to produce a pure commodity which will serve as raw material 
somewhere else in the world. However, it is important today that producers know their ultimate 
customers: consumers and retailers – and be familiar with their needs and preferences. When 
producing an anonymous commodity, farmers have to compete with all other farmers in the world – 
many of whom can produce cheaper. A strong linkage to the ultimate customer, however, will give the 
organic product from SEAR a face resulting in a more secure market with better prices for the farmer. 
The value chain analysis provides the necessary information on the market so that all entrepreneurs 
along the value chain are able to adjust quantities and qualities accordingly. It also looks at value 
chain inefficiencies due to poor vertical and horizontal integration, ineffective supporting markets, a 
discouraging business climate, unbalanced power dynamics among firms, limited access to 
innovation, and an unfair distribution of benefit. A value chain approach recognises the key public 
policy, institutional and infrastructure factors underlying constraints in the business environment. 
 

2. Selection of organic value chains 
 

Trying to build up an organic agriculture cluster one must first assess which kind of crops organic 
farmers are growing, and only secondly, products that needed to be newly introduced to be attractive 
for organic farmers. At the end of the day, it is farmers who decide whether they are converting to 
organic and what they grow, and it is not helpful to make the major and difficult decision whether to 
convert to organic or not even more challenging by proposing new crops or even new product 
categories. In addition, all international experience shows that organic agriculture which is the basis for 
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an organic agriculture cluster is only sustainable, when profits are at least in the same realm as for 
conventional alternatives.   

In six workshops with the stakeholders of organic farming in Adıyaman, Batman, Diyarbakır, 
Gaziantep, Mardin and Şanlıurfa (all carried out in November 2010, see separate Report on 
Workshops) all products which are produced in SEAR were recorded. They were grouped in four 
categories: 

a) Annual field crops for irrigated arable areas 

b) Annual field crops for rainfed arable areas 

c) Fruits and Nuts  

d) Livestock and livestock products  

 

In interviews carried out on regional, national and international levels in November and December 
2010, it turned out that for irrigated arable areas, organic cotton from SEAR, which had already been 
the Number One in the world until 2007, has by far the largest potential internationally. However, to 
make an organic cotton crop rotation profitable, another cash crop would be needed. This could be 
sunflower, which at present is grown only on a small scale in SEAR, or soybean, which so far has not 
been produced in SEAR at all.  

At the end, a list of forty-five products was compiled (see table). 

 

Organic products which are and could potentially be produced in SEAR 

Annual crops Perennial crops Animal production 

1. cotton 1. pistachios 1. sheep for meat 

2. soft and durum wheat  2. almonds 2. sheep for milk 

3. barley  3. walnuts 3. sheep for wool 

4. maize 4. pomegranates 4. beef cattle 

5. Karacadağ rice 5. grapes 5. dairy cattle 

6. red lentils 6. cherries 6. Siirt hair goats 

7. chickpeas 7. peaches 7. gazelles 

8. soybeans 8. apples, pears 8. broilers 

9. sunflowers 9. mulberries 9. turkeys 

10. sesame 10. figs 10. quails 

11. field tomatoes 11. olives 11. laying hens 

12. field paprika 12. strawberries 12. honey bees 

13. greenhouse tomatoes 13. liquorice 13. silk worms 

14. melons 14. caper 14. aquaculture 

15. aromatic herbs 15. sumac 15. wild fish 

 

With the help of 177 interviews conducted at regional, national and international level (see list of 
interviews in the appendix) the list of potential organic products central to organic cluster development 
was narrowed down to eight being selected for the value chain analysis. Three sets of criteria, or 
filters, have been used for winnowing out products which may not lead to the desired effect of organic 
industries developing in SEAR. The selection process is shown in the following chart. 
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3rd Filter:  

Competitiveness of SEAR 
with other major p
in other parts of Turkey 
and other parts of the 
world considering 
suitability to natural 
conditions and transport & 
logistics 

roducers 

2nd Filter:  

Suitability of SEAR in 
terms of climate and soils 

Winnowed:  

Apples 
Pears 
(except in cooler areas) 

1st Filter:  

Wide-spread international 
and national demand for 
the product to be certified 
organic 

Winnowed:  

Karacadağ rice,  
Field paprika  
Liquorice, Caper, Sumac 
Aromatic herbs 
Most animal products 

8 potential value chain 
product groups examined 

in the Value Chain 
Analysis 

Winnowed:  

Soft wheat, Barley, Maize 
Sesame,  
Melons, Strawberries 
Greenhouse tomatoes 
Almonds, Walnuts,  
Cherries, Peaches, Grapes 
Mulberries, Figs 
Sheep for milk 
Beef cattle, Dairy cattle 
Broilers, Turkeys 
Laying hens, Silk worms 

45 potential value chain 
products produced in SEAR 
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Winnowing certain products does not mean that they cannot be or even should not be produced 
organically. This decision can be taken only by the farmers themselves and it is not up to the cluster 
development to interfere. If a farmer grows a product, which has been winnowed for the value chain 
analysis, in an organic way, he or she should be supported the same way as for any other organic 
production. Yet, as any in depth study has to focus on a limited number of products, this analysis 
focuses on the ones that seem most relevant in the short term for the roadmap development of the 
organic agriculture cluster in SEAR. However, others may certainly become just as important or even 
more important in time. Chapter 9 (Further organic crop products) and Chapter 10 (Organic livestock 
products) of Part Two Section B give some more information on products without in-depth value chain 
analysis.   

From the actual organic crop share in irrigated areas as well as general demand estimation organic 
cotton is by far number one in SEAR. As the main global organic cotton producer (India) faces 
difficulties due to GMO contamination, Turkey’s competitiveness worldwide to grow organic cotton 
increased. In addition, opportunities for value addition inside SEAR are highest with cotton. For a 
sound crop rotation, the most important crops are pulses (lentils and chickpeas) which contribute to 
a sound nutrient balance as well as wheat which as a grass is valuable for the formation of humus. Oil 
crops (sunflower and soybean) are another cash-crop suitable for cotton rotations. Alternatives for 
cotton on irrigated land are field tomatoes for drying since demand for these crops on the domestic 
and international markets is growing.  

Not all areas of SEAR are suitable for irrigated farming. On rainfed arable land lentils, chickpeas and 
wheat can be grown organically facing the higher risk of drought. Concerning tree crops the value 
chain analysis focuses on pomegranates – due to demand as well as climate suitability 
considerations, pistachios – the crop the most associated with the region, and olives – since demand 
for organic oil is on the rise and farmers in the province of Kilis have recently established larger scale 
organic olive orchards.  

 

Selection of crops for value chain analysis 

1. cotton 5. field tomatoes for drying 

2. red lentils, chickpeas 6. pomegranates 

3. wheat (soft and durum) 7. pistachios 

4. sunflowers, soybeans 8. olives 
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3. Value chain analysis: Conclusions & recommendations  

3.1 Organic cotton has largest potential 

Not surprisingly, cotton has the largest potential in SEAR – in organic as well as conventional farming. 
The reasons for this are i) its high value per hectare, ii) large and still growing areas in SEAR suitable 
for cotton, iii) increasing world demand, iv) high demand of cheap labour for harvesting, v) the strong 
and still growing textile industry in SEAR and vi) the potential for a very competitive organic cut & sew 
sector in SEAR with large employment opportunities including for women.  

100,000 ha of organic cotton resulting in up to 400,000 t organic raw cotton or 160,000 t of organic lint 
are possible in SEAR. Yet there are also three major challenges for organic cotton in SEAR.  

Number One challenge is the price major customers are prepared to pay. If the big brands continue to 
demand organic cotton at the same price as conventional, organic cotton will remain a small niche with 
no impact on large scale SEAR agriculture. To change this attitude of big brands a major dialogue 
effort on the necessity of sustainable organic cotton growing in SEAR sponsored by the Turkish 
Government, UNDP, Textile Exchange and possibly FAO is needed to include several big global 
brands, representatives of cotton farmer unions or associations, the Turkish organic textile industry 
(258 GOTS and 12 OE certified companies) as well as major international media. This is the 
background for the Team’s proposal for an Organic Cotton Cluster Conference. 

Number Two challenge is the need for crop rotation in organic agriculture. Crop rotation is a major 
factor for the sustainable use of soils and water and requires at least two, better three, other major 
crops grown in the rotation with cotton. These crops must also be profitable and demand strong 
enough with regards to the large areas of land they will occupy as crop rotation crops. Wheat is the 
standard crop for a rotation with cotton and 100,000 ha of organic wheat is a challenge to market, but 
does not seem impossible. 100,000 ha of red lentils and chickpeas – important for the maintenance of 
soil fertility in a cotton-based crop rotation – seem to be beyond any foreseeable demand.  

Oil crops are the most likely answer: Sunflowers, soybeans and possibly others. Even if the demand 
for organic oil crops would be too small for 100,000 ha, there is a growing global general demand for 
oil crops, and especially for those which are guaranteed GMO-free. Organic farming gives such a 
guarantee. Other large-scale oil seed producing countries already have difficulties in supplying GMO-
free oil crops. Major investments would have to be made in state-of-the-art large oil mills in SEAR. 

Number Three challenge is the needed competent consultancy and input infrastructure. A really 
hands-on organic consultancy service knowing the area, the farmers and the agronomy of organic 
cotton, wheat, lentils and chickpeas as well as sunflowers and soybeans has to be established. Along 
with consultancy services, comparatively low-cost organic fertiliser, predator and bio-pesticide supplies 
need to be facilitated.  

3.2 Arable in rainfed areas difficult   

As in conventional agriculture, the profitability of arable cropping in rainfed areas is weak in organic 
farming. Lentils, chickpeas, sunflowers, barley or wheat can be grown depending on the amount of 
precipitation in an area, but yields are comparatively low. The bottleneck for higher yields is the lack of 
water. As this effects conventional farming just as much or even more, organic farming can be a low-
cost alternative on these lands. But as long as farmers can’t really use economies of scale (e.g. good 
mechanisation with more than 100 ha/worker) other sources of income like animal husbandry, growing 
fruits and nuts or the intensive cultivation of small irrigated areas with for example tomatoes and 
peppers are needed to make a living. Rainfed areas also need qualified organic consultancy, 
corresponding input supplies and marketing channels for the commodities produced.  

3.3 Fruits and nuts  

Organic pomegranates and olives can be good business provided there is a horizontal and vertical 
integration. The most secure way for farmers investing in these tree crops is contract farming. In really 
dry areas pistachios are a good choice, but so far market demand for organic pistachios from SEAR is 
rather limited. Organic almonds as well as grapes for wine or raisins could also be an alternative. 
Organic table grapes, cherries and strawberries need contracts with either major fresh fruit traders, 
who have the corresponding logistics or with processors for juice, concentrate or IQF (individually 
quick frozen). The baby food industry is looking for organic apples, pears and peaches from SEAR. 

 
43



3.4 Summary: Proposed focus of the Organic Cluster Development Project 

 

From the value chain analysis it can be concluded that the first set of products which the Organic 
Cluster Development Project must concentrate on in a system-based approach for organic farming is 
cotton and its crop rotation crops on irrigated land. However, also marginal slopes offer opportunities 
for the production of organic tree crops. In addition, rainfed arable land cannot be ignored as in many 
provinces it occupies most of the agricultural land. Rainfed agriculture is highly risky and conversion to 
organic farming may even increase the economic risk – if it is not properly coached.  

 

First stage: 

On irrigated land with good soils:  
Cotton and its crop rotation crops: durum wheat, red lentils, sunflowers as well as 
vetches (for soil fertility management) 

On rainfed land: 
Wheat, lentils, chickpeas as well as drought-resistant green-manure legumes 

On marginal lands:  
Pomegranates and olives 

 

Products to possibly include at a second stage need to diversify the organic cotton-based crop 
rotation. In addition, in the non-agricultural areas other important value chains need to be supported 
which could well take opportunity of the region’s non-agricultural natural resources as well as growing 
markets. At this stage attention should also be given to develop the production, processing and 
marketing of perennial crops other than pomegranates and olives. This mostly concerns land not 
suitable for intensive organic cropping: 

 

Second stage: 

On irrigated land with good soils:  
Soybeans and field tomatoes 

On non-agricultural lands:  
Beekeeping and aquaculture (fish of the trout family) 

On rainfed lands:  
Pistachios, grapes, almonds, walnuts 
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SECTION B:  

ANALYSIS OF SELECTED VALUE CHAINS 
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1. Organic cotton and textiles  

1.1 Introduction 

Organic cotton represents the largest and key 
opportunity for SEAR organic cluster development. 
When irrigation water was brought to many areas in 
SEAR in the late 1990s, cotton became the main cash 
crop in the irrigated fields. 600,000 t of cotton are 
produced in Şanlıurfa province every year – there is no 
other province in Turkey producing more.  

Many farmers grew cotton after cotton with flood 
irrigation leading to a swift rise in the ground water table 
which goes along with soil salinisation. Already now, 
large irrigatable areas in the Harran Plain, previously 
under cotton, can no longer be used for high-value crops 
and are today suitable only for cereals. Fertile soils have 
always been very important assets of Upper 
Mesopotamia. In order to maintain these assets and 
prevent the depletion of soil fertility through intensive 
conventional cropping it is in the interest of the entire 
society to develop the cultivation of organic cotton and 
its processing into yarn, fabric and ready textiles.  

However, also from the point of view of utilising the 
economic opportunities inside SEAR and increasing the 
region’s competitiveness, the development of an organic 
cotton and textiles cluster would likely to have an 
important impact on employment and generated value. If 
such a cluster is consistently supported throughout the 
entire value chain, SEAR may become one of the 
world’s most competitive producers of organic cotton 
and textiles. The region would in this way build on its 
strengths which are: Absence of GMO, low pest 
pressure, highly developed cotton processing industry, 
good inter-company connections with fashion design 
centres and textile manufacturers in Western Turkey. 

 

1.2 Demand situation and trends  
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Global Retail Sales of Organic Cotton 
Products (Organic Exchange, 2010)According to market analysts, today’s consumers expect 

that branded products include some sort of social and/or 
environmental benefit. The demand for organic cotton is 
therefore growing worldwide. Organic textiles have now 
come out of the niche they have been occupying for 
many years. Through the initiative of large retailers and 
prominent brands, organic textiles are currently being 
mainstreamed – and it is up to the entire cotton and 
textile industry to react to their readiness to offer more 
organic textiles.   

Growth in spite of recession 

Despite the recession, 2009 continued to be a dynamic 
year for the organic cotton sector. Companies reported 
significant growth of their organic cotton programs and 
increased adoption of standards for organic product 
integrity and textile processing. According to Organic 
Exchange, the world’s largest organisation advocating 
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for organic cotton, global retail sales of organic cotton 
apparel and home textile products reached an estimated 
4.3 billion USD, representing a 35% increase from the 
estimated 3.2 billion USD market in 2008 (Organic 
Exchange, 2010). This considerable growth happened 
while the overall global textiles market decreased almost 
7% during recession. In general, brands and retailers 
have remained committed to their use of organic cotton, 
with several brands committing even more deeply to 
organic and sustainable product programs during the 
recession. 

C&A Europe is the leading retailer worldwide for the sale 
of clothing made of certified organic cotton (Organic 
Exchange, 2010). The target of C&A for 2010 was to sell 
23 million pieces of 100% certified organic cotton. This is 
10% of the total C&A cotton collection (press release 
C&A). C&A Europe is currently represented in 19 
national markets with 1,410 branches. The US 
sportswear brand Nike and retail chain Wal-Mart follow 
C&A in second and third position. Marks&Spencer, one 
of the largest retailers in the UK, now uses 10% of cotton 
which is certified fairtrade, organic, or both (50% by 
2020).  

Top Twelve organic cotton-using brands and 
retailers globally in 2009  
(Source: Organic Exchange (2010) 

1) C&A (Belgium, Germany) 

2) Nike, Inc. (Oregon, USA) 

3) Wal-Mart (Arkansas, USA) 

4) Williams-Sonoma, Inc. (California, USA) 

5) H&M (Sweden) 

6) Anvil Knitwear (New York, USA)  

7) Coop (Switzerland) 

8) Greensource (Washington, USA) 

9) Levi Strauss & Co. (California, USA) 

10) Target (Minnesota, USA) 

11) Adidas (Germany) 

12) Nordstrom (Washington, USA) 

Further growth 

Katharina Schauss from Organic Textile Services, a 
consultant to major retailers, estimates that there will be 
a two-digit growth of the global organic cotton market per 
year in the years to come. Market experts estimate that 
especially C&A, Nike, Wal-Mart, Adidas, Anvil Knitwear, 
and H&M will continue to demand more organic cotton 
products in the coming years. Above-average growth is 
expected especially in Great Britain as well as in the new 
markets in Eastern Europe and Asia.  

  www.c-and-a.com 

  www.nike.com 

  www.walmart.com 

The most important driving force for this growth will be 
large international retailers (Wal-Mart, C&A and H&M) 
who seek to be part of value chain sustainability 
programmes. Organic Exchange, however, makes the 
point that the main factors of growth are not only the 
strong commitment of brands, but also the question of 
stable supplies of organic fibre.   

It is now expected that also Wal-Mart, the world’s largest 
retailer, will boost its organic programme. Before the 
economic crisis in 2008/2009 Wal-Mart already used 
about 6,800 t of organic lint per year (CNN Money, 
31.07.2006). At that time Wal-Mart had made a verbal 
five-year commitment for buying organic cotton. This 
commitment was not held when the international 
economic crisis started. However, organic cotton traders 
have now received confirmation, that Wal-Mart is about 
to become again the world Number One buyer of organic 
cotton. The medium-term capacity of Wal-Mart is 
estimated to be annually 100,000 t of organic lint. 

  www.marksandspencer.com 

  www.hm.com 

  www.organicexchange.org 

  www.organic-textile-services.com 
History of demand 

Since 1998 brands (e.g. Esprit, Nike) have been 
interested in organic cotton. The supply, however, has 
not been ready then. In 2004 then a second wave of 
interest in organic cotton set off with Wal-Mart actively 
looking at switching to organic textiles for a large share 
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of their 5 billion pieces of clothing sold every year. In this 
way organic cotton production started in SEAR and 
Antakya; however, again there was no system in place 
to satisfy the demand of such a large and demanding 
client. From 2005 to 2008 Turkish companies produced 
15,000 t of lint per year; Wal-Mart, however, immediately 
needed 200,000 t. Then in 2008 the world economic 
crisis started, and Wal-Mart suddenly withdrew its 
organic textile plans.  

Worldwide production 
Global production of organic lint (2011) 
(Source: Textile Exchange, 2011; own research) Figures for organic cotton production worldwide vary 

according to source. The most common used data for 
the 2009/2010 production season will be published by 
Textile Exchange in the organisation’s 2010 Report (see 
table on the right). However, organic cotton experts 
doubt the Indian figures since a considerable share of 
India’s organically certified cotton is GMO infested. On 
22 January 2010 the German edition of the Financial 
Times discovered heavy GMO contamination in organic 
cotton from India. Also Organic Exchange confirmed that 
GMO contamination in organic cotton is growing in India 
where it is estimated that up to 70% of conventional 
cotton is produced with GMO seed.  

Country Lint production 
2009/2010 

according to 
the Textile 
Exchange 

2010 Report 

Estimation of 
the Team 

India 195,000 t 100,000 t 

Syria 20,000 t 20,000 t 

A more realistic estimation of the world’s organic cotton 
production therefore is about 200,000 t of lint grown in 
22 countries on about 250,000 ha. This currently 
represents just 0.75% of global cotton production. 
Turkish figures for 2009/2010 may be higher than in the 
Textile Exchange report.  

20,000 t Turkey 11,600 t 

China 4,300 t 4,300 t 

USA 2,800 t 2,800 t 

Tanzania 2,600 t 2,600 t According to Mehmet Hasdemir (MARA), Turkey 
produced 29,000 t in 2009 (about 1.5% of the total 
cotton acreage in Turkey). 40% of this is grown in SEAR 
(8% of world supply). With respect to worldwide organic 
cotton production, Turkey was on Rank One until 2006. 
Currently, however, Turkey is only on Rank Two (or 
Rank Three according to Textile Exchange). Syria is 
almost on a par with Turkey with an organic cotton 
project successfully managed by AK Organic. While 
India became increasingly important in organic cotton 
and textiles production about five years ago, there is 
now an emerging trend of Turkey regaining market 
shares.  

 

Textile Exchange (formerly Organic Exchange) says in 
its 2010 Report: “A significant proportion of the world’s 
organic cotton is supplied by both Syria and Turkey. 
Volumes from Turkey have dropped due to competition 
from abroad. However, Turkey remains a country with 
much potential. With a well established manufacturing 
base and a GMO-free status Turkey is in a strong 
position.” 

Organic Textile Standards  

Growth and demand will need to go hand-in-hand with 
transparency and integrity to ensure the market’s 
credibility and retain consumer trust. The two most 
important standards used for mainstream organic textiles 
are GOTS (Global Organic Textile Standard) and the OE 
Blended or OE 100 which track organic fibres from the 
field to the finished product. A data base with the contact 

  www.organicexchange.org 

  www.global-standard.org 
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information for OE certified companies is available on 
the Web. Smaller and medium customers generally 
require GOTS certification of their suppliers, whereas 
large retailers prefer the OE certification. According to 
the GOTS public database, in Turkey presently 258 
textile companies are GOTS-certified. Twelve Turkish 
production plants are OE certified, among them Sanko 
Tekstil. GOTS and OE 100 do not apply to cotton 
growing, only to ginning and the production of textiles. 
As an agricultural crop, organic cotton is produced in 
accordance with the EU Regulation 834/2007. 

Demand of Turkish textile companies 

Turkish textile experts estimate that Turkey exports only 
about 5,000 t of organic yarn. The remainder is 
processed in Turkey to organic fabric and ready textiles. 
However, this is still not enough to satisfy the demand of 
the Turkish organic textile companies. Thus Turkey 
became a net importer of organic yarn. The Turkish 
organic textiles industry (producers of fabrics as well as 
cut & sew) is growing fast, because of Turkey’s proximity 
to the important markets and resulting short lead times 
(fast delivery of orders). 

In an interview with the Team, Internet Tekstil from 
Adıyaman said: “We would like to buy more organic raw 
cotton from Adıyaman, Batman and Diyarbakır, because 
this is the area where we trust the farmers.” Also Ant 
Gıda, the largest buyer of organic cotton in SEAR with 
2,500 ha contracted organic cotton in Şanlıurfa province, 
is urgently looking for more organic raw cotton. How this 
can be done will be the central theme of this value chain 
analysis.  

Demand for organic cottonseed oil 

Promotion of organic cotton also means to have 
concepts for the use of cottonseed oil. Especially in the 
US, cottonseed oil has become a wide spread cooking 
oil – mainly used in the processing industry. The fast 
food chain Mc Donald’s has changed to cottonseed oil 
for many of their restaurants. Cottonseed oil is of lower 
nutritional value as it contains only few unsaturated fatty 
acids. On the other side it is much cheaper than other 
oils, it is high in Vitamin E and it resists rancidity and 
therefore offers a longer shelf life for food products in 
which it is an ingredient. As cotton is not classified as a 
food crop, conventional cottonseed oil often has 
unacceptably high levels of pesticide residues. Organic 
cottonseed oil may therefore become important as it is 
cheap, but safe.  

 

1.3 Present value chain 

1.3.1 Market path and key players 

The market path for organic cotton to textiles consists of 
the following components: Production (farmers), ginning, 
spinning, weaving, knitting and dying, and finally cut & 
sew (see market path on the right). 

Weaver/Knitter

Dyer 

Cut & Sew 

Textile Broker 

Large Retailers

Gin 

Oil Mill 

Food 
Manufacturers

Cotton Broker

Spinning Mill 

Yarn Trader 

Farmer Farmer Farmer 

Project Owner

Market path for organic cotton to textiles 
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Farmers:  

Adıyaman Mardin
6%

Şanlıurfa
94%

Source: MARA (2010)

Organic cotton production in SEAR

“Org

The cotton and textile value chain starts with farmers 
growing cotton and delivering it to ginning mills. In 
SEAR, however, farmers hardly act on their own. Usually 
traders bind to themselves a group of farmers in an 
“organic project”.  

These farmers produce for the project owners who in 
turn provide training and consultancy. Sometimes the 
project owners also supply inputs specific to organic 
cropping. The traders also usually pay for certification 
and the laboratory analyses and therefore also hold the 
organic certificate. In this system, the premium which 
farmers get for organic production is rather small 
(usually less than 20%): As traders pay for a variety of 
the farmers’ costs (inputs, consultancy, certification), 
they bear more of the entrepreneurial risk making them 
less prepared to pay the usual organic premium of 20-
50%. 

anic cotton projects”  
(Source: own research) 

In SEAR there are at present about 360 farms in eleven 
projects (see box on the right) growing organic cotton on 
about 5,000 ha. Some experts estimate the number of 
farms to be about 100 (excluding all those names in the 
registrar who do not take own entrepreneurial decisions). 
Together they produce about 20,000 t of organic raw 
cotton which is about 8,000 t of organic lint (conclusion 
from MARA and OTBİS figures as well as stakeholder 
interviews). Estimates of some organic cotton dealers 
put the number for organic raw cotton at 30,000 t, which 
makes 12,000 t of lint. The ratio of certified to in 
conversion is at about 40:60. Average yields are 
considerably lower than in conventional farming (4 t/ha 
versus 5 t/ha).  

Project  
owner 

Province of 
production 

Alkanlar Sanliurfa 

Ant Gıda Sanliurfa 

Baraj  Sanliurfa 

Ecoturca Adiyaman, Mardin 

Mustafa Çağlar Sanliurfa 

Reform Sanliurfa 

Sanko (Tarko) Sanliurfa 

Tiryaki (Timeks) Sanliurfa, Mardin 
Some experts see the danger that organic cotton areas 
in SEAR may actually decrease (to about 15,000 ha in 
2011) because organic cotton does not pay well enough 
in comparison to conventional cotton. Another hindrance 
for growing organic cotton is that farmers often use land 
not registered in their name. When this and other 
discrepancies between inspection reports and farmer 
applications are discovered by MARA, all organic direct 
payments may be stopped – making farmers actually 
lose money. 

Yaman Sanliurfa 

Yüksel Sanliurfa 

Zet Organik Sanliurfa 

The five most important organic cotton projects in SEAR 
are (in this order):  

Cotton gins in SEAR  
(Source: own research) 1. Baraj (based in Şanlıurfa) 

2. Ant Gıda (based in Izmir)  
Province Number of gins 

3. Tiryaki (based in Gaziantep) 
Sanliurfa 160 4. Reform (based in Izmir) 
Diyarbakır 60 5. Alkanlar (based in Şanlıurfa) 

Gaziantep 40  

Mardin 15 Gins:  

Adiyaman 5 Ginning is usually done locally. After harvest, raw cotton 
is generally not transported into another province for the 
separation of lint and seed. There are plenty of private 

Batman 2 
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gins in SEAR (see table on the right). Ten gins hold an 
organic certificate. The most important are:  

 Ferhat Ginning in Şanlıurfa  
(ginning for Ant Gıda) 

 Baraj in Şanlıurfa  
(organic cotton project with own gin) 

 Polat Ginning in Şanlıurfa  
(ginning for Tiryaki) 

 Sevimli Ginning in Şanlıurfa  
(ginning for Reform) 

 Alkanlar in Şanlıurfa  
(organic cotton project with own gin and cottonseed 
oil mill)  

 Yaman Tekstil in Şanlıurfa  
(organic cotton project with own gin and spinning 
facility) 

 Yüksel in Şanlıurfa  
(organic cotton project with own gin)  

 Pure Cotton Ginning in Gaziantep  
(Sanko-owned gin ginning for Tarko)  

 

Cottonseed oil mills 

Most of the cottonseed oil mills in SEAR are located in 
Diyarbakır. However, the largest cottonseed oil mill 
(capacity of 250 t of cottonseed per day) is run by the 
Sanko daughter Purecotton in Gaziantep. In all other 
cotton centres of SEAR cottonseed oil mills can also be 
found: Şanlıurfa, Mardin and Adıyaman. The only 
certified organic oil mill is with Alkanlar in Şanlıurfa. 
Cottonseed oil is mostly sold to bulk consumers such as 
food manufacturers.    www.reinhart.com 

 

  www.devcot.com Brokers 

As the amount of lint produced in the region is far too 
small for the capacities of the spinning mills, most 
spinners in SEAR receive their organic lint not directly 
from the gin, but via international brokers. To a smaller 
extent brokers also export organic lint into other 
countries. 

  www.purecotton.com.tr 

  www.mavidenizgroup.com 

The main broker for imported lint is Paul Reinhart AG 
from Winterthur (Switzerland) with Z. Sahin as the selling 
agent for Turkey. The second is Devcot SA from Lille 
(France) also with an agent for Turkey: A. Eyüboglu. 
Next in importance is Purecotton, a Sanko-owned 
company from Gaziantep that purchases organic lint 
from all over the world.  

  www.akasyaltd.com 

Among the exporters of organic lint are Purecotton 
(Gaziantep), Mavideniz (Izmir) and Akasya Tarım (Izmir). 
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Spinners, Weavers, Knitters and Dyers 

SEAR has eight certified organic textile companies, who 
are all spinning and partly also weaving, knitting and 
dying. Two of them, Sanko and Internet Tekstil, produce 
along the entire value chain – from ginning to ready-
made textiles.  

Today spinners, weavers and dyers in Turkey 
are very large companies with usually over 
10 million USD annual turnover each. From 
about 80 large organic spinners around the 
world, eight are located in SEAR. The biggest of 
them is Sanko who is also a lead company of the 
organic textiles cluster in SEAR. Sanko is the 
biggest spinner in Turkey and the Number Three 
in the world. Having such large capacities, the 
organic shares are often only below one percent 
of the total companies’ turnovers. Even if this is 
not economic now, it helps companies to 
become more competitive.  

Organic textile companies in SEAR 
(Source: Own research) 

Sanko Tekstil Gaziantep www.sankotextile.com 

Çelikaslan Gaziantep www.celikaslan.com 

Biska Gaziantep www.biska.com.tr 

Selcuk Iplik Gaziantep www.selcukgroup.com 

Murat Tekstil Şanlıurfa www.murattextiles.com 

Yaman Şanlıurfa  

Zümrüt Şanlıurfa www.zumrut-tekstil.com.tr 

Internet Tekstil Adıyaman www.internettekstil.com.tr 

The organic yarn produced in SEAR is mainly 
bought by the textile companies in and around 
Istanbul (about 80%, estimated) while the 
remainder is either further processed inside the 
region to fabric and garment or is exported. Brokers for 
organic yarn are Koray Asici and Ahmet Savinç 
delivering organic yarn to the Istanbul organic textile 
industry. 

  www.organicexchange.org 

  www.global-standard.org  

Cut & Sew 

At present only two companies in SEAR sew garments 
for large retailing customers in Europe: Sanko and 
Internet Tekstil. However, it is expected that more of the 
cut & sew companies will move from Western Turkey to 
SEAR to take advantage of lower costs for labour and 
rent. In the textile business cut & sew is the most labour 
intensive operation. New cut & sew companies moving 
into SEAR means many new jobs. There are more than 
250 cut & sew companies in Western and Central 
Turkey producing according to organic textile standards. 
They can be found in the databases of the to major 
organic textile standards bodies GOTS and OE. 

In general it can be noted that the textile value chain is 
often extremely complex, with many processors involved 
in different countries. While ginning is always done 
locally, spinning might take place in country A, weaving 
in country B and final garment production in country C. 

 

Brands and Retail 

Large retailers like C&A, Wal-Mart and H&M as well as 
brands like Nike and Levi Strauss are currently the most 
important buyers of organic textiles. The list below 
shows who of the large international textile brands and 
retailers is currently purchasing from Turkey:  

1. ANG Group (Italy/Turkey) from Istanbul C&A Jeans from organic cotton made 
in Turkey (Photo: C. Arndt) 2. H&M (Sweden) from Izmir, Denizli, Istanbul 
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3. Lacoste (France) from Istanbul 

4. Marks & Spencers (UK) from Istanbul 

5. Norwich Group (UK) from Istanbul 

6. Otto (Germany) from Internet Tekstil (Adıyaman) 

7. Patagonia (USA) from Egedeniz Tekstil (Izmir) 

8. Polo (USA) from Istanbul 

9. Schneider Group (Switzerland) from Istanbul 

10. Zara (Spain) from Kayseri and Istanbul 

1.3.2 Profits and value drivers  

Farmers’ costs of converting to organic cotton production 
are substantial (loss of yield, alternative soil fertility 
management, crop rotation crops with little productivity); 
these costs are usually not compensated for. Interviews 
showed that farmers only received a price bonus 
between 10 and 15%. Abdurrahman Dicle from Internet 
Tekstil says: “The problem is that farmers gain little from 
organic cotton; middleman gain most.” And Erkan Bayat 
from Tarko/Sanko adds: “The easy part of the organic 
cotton value chain is the industrial processing; the most 
difficult part of it is farming.” These quotes show that the 
most crucial factor in the organic textiles value chain is 
to ensure that growing organic cotton is profitable for the 
farmer – given that cotton is a major cash crop (see 
table on the right) and the opportunity costs of shifting to 
organic production are high. 

Whereas organic farmers producing food generally have 
at least 20 to 50% higher sales prices than what the 
conventional market offers, this has never been so in 
cotton. One reason is that cotton was always seen as a 
commodity for which the producers had little bargaining 
power in relation to the large buyers who pay a price 
related to the world market price and not a price that 
rewards farmers for their environmental services. Some 
major international customers are not even prepared to 
pay any premium for organic cotton. 

Another reason for the too small price increments 
between conventional an organic is that – due to little 
volumes – processors at all stages take some small 
mark-ups leaving no room to pass higher prices of the 
end product down to the farmer (see table on the right). 
Produced in small volumes the organic romper suit for 
example would cost 90% more than the conventional 
without the farmer getting anything more for his organic 
produce.  

In the long run, farmers will only be able to receive a 
higher price (i.e. 20 to 50% more) if: 

1. Volumes are increased and logistic costs reduced 
and thus the need for high mark-ups for processing 
and handling (e.g. if a gin gets a contract for 5000 t 
of organic cotton per year, no extra costs will 
occur)  

2. Farmers start to take full responsibility for their 
enterprise, not depending on traders to pay for their 
organic certification, their inputs and consultancy 

Price mark-ups for organic processing 
(Source: Interview with Peter Brul, former 
AgroEco) 

Ginning 5% 

Spinning 5% 

Weaving 5% 

Pre-treatments 25% 

Dyeing 15% 

Haberdashery  20% 

Manufacturing 15% 

TOTAL 90% 

Gross margins of conventional cotton 
and other field crops  
(Source: Interviews with farmers) 

Cotton Example 1 5100 TL/ha 

Cotton Example 2 3900 TL/ha 

Lentils Example 1 2500 TL/ha 

Lentils Example 2 2000 TL/ha 

Wheat Example 1 1500 TL/ha 

Wheat Example 2 1000 TL/ha 

 

www.zeynomemo.deZEYNO & MEMO ( ) is 
an interesting example for the retailing of 
organic textiles from Turkey. It is a brand for 
textiles made of 100% organic cotton owned 
by the Izmir-based organic textile company 
Pumay Tekstil and established to enter into 
the German organic clothing market. 
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3. Cotton growers or their representatives hold 
negotiations with ultimate customers at the end of 
the value chain developing joint strategic plans and 
agreeing on extra efforts which farmers will render 
and which need to be recompensed. 

One of these extra efforts could be an internal control 
system ruling out GMO and pesticide residue 
contamination. Another could be a voluntary 
commitment of farmers to conserve irrigation water and 
use only drip irrigation. Drip irrigation equipment costs 
about 800 TL per ha and year, and producers will have 
to negotiate a reward for this investment. 

In order to be able to negotiate prices with the ultimate 
customers it is indispensable to know the cost price of 
sustainable organic cotton production in SEAR. This 
price is currently not known – not by farmers and not by 
research or extension. This cost price must include the 
costs for crop rotation, yield losses as well as soil and 
water conservation efforts. Only on the basis of such a 
transparent calculation, which should to be elaborated 
by an internationally accepted expert firm, sound and 
stable prices can be negotiated. 

How much more do spinners pay for or-
ganic lint and how much more do they get?  

Fiba Tekstil (Sanliurfa) only got 10-15% more 
for organic lint. 

Çelikaslan (Gaziantep) sold organic yarn for 
only 10% more. 

Also Murat Tekstil (Sanliurfa) received only 
10% more for organic yarn.  Kees Maris from AK Organic is certain that “if we can 

manage to keep the price bonus for organic lint and yarn 
at 20% on top of the conventional price, we can sell 
Turkish cotton and yarn”. 

Mecki Naschke (IMO, Switzerland): “Organic 
yarn prices differ from conventional by 5 to 30% 
depending upon the availability in the Market.” 

However, at the present time and without having all 
actors along the value chain agreeing on the need to 
reward farmers, the market often just does not allow for 
higher prices to be paid to the farmer (see box on the 
right).  

Peter Brul (former AgroEco): “Yarn prices 
showed at times almost no difference between 
organic and conventional due to prices 
established in India, but now organic prices are 
getting stronger again.” 

So currently, what are then the factors of profitability for 
the farmers? Firstly, the world market price; secondly 
yields; and thirdly costs.  

1,00
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2,00

2,50

3,00

3,50

4,00

Jan Apr Jul Oct Jan Apr Jul Oct Jan Apr Jul Oct Jan Apr Jul Oct Jan
07 07 07 07 08 08 08 08 09 09 09 09 10 10 10 10 10

   Lint prices "A" Index (USD/kg, CIF Liverpool)  
   (Source: Index mundi, 2011) 

Prices: Cotton prices have dropped 
considerably when the world 
economic crises began in autumn 
2008. The low prices during 2009 
made a lot of textile companies 
having to close down. Lots of 
commitments which had been made 
to farmers were withdrawn. At 
present the cotton price is at a 
record high level, and farmers who 
sold their crop in November or 
December 2010 made a fortune. 
Market experts reckon that in the 
long run the cotton price level will 
go up as more and more land is 
needed worldwide to grow staple 
crops and produce bio-energy.  

Yields: Conventional cotton yields 
in SEAR are about 5.0 t/ha (official 
data from Mardin Agricultural 
Directorate: 5.1 t/ha). Organic 
farmers have about 4.0 t/ha (MARA 
data indicate 4.7 t/ha which seems 
too high and cannot be confirmed 
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by our interviews). The experience of Ant Gıda (2,500 ha 
organic cotton in Şanlıurfa) is that farmers during 
conversion only harvest as little as 2.5 t/ha, but then 
improve to about 4.0 t/ha as they gain more experience. 
The threshold seems to lie at 3.5 t/ha. If yields fall below 
this value, farmers lose money as in a high-input system 
opportunity costs of land are high. 

Yields depend on whether i) soil fertility has been 
enhanced during the crop rotation and ii) pests can be 
effectively controlled. Cotton bollworms seem to be less 
of a problem in areas with little maize cultivation. 
However, according to Ant Gıda spider mites present a 
serious problem while their natural enemy, Amblyseius 
mites, cannot be sourced in SEAR. Other than in 
neighbouring Syria, SEAR does not dispose of a 
biological laboratory producing these and other 
predators.  

Costs: Altogether, organic cotton growers must make 
sure that they have lower costs per ha of land than their 
conventional neighbours. This should be feasible: If good 
agreements with livestock farmers can be made, the use 
of manure should be less costly than the application of 
mineral fertiliser. Biological pesticides (Bt, NPV) should 
not be more expensive than chemical if well sourced. 
Only the costs of manual weeding are much higher than 
the use of herbicides and also hand-picking is more 
expensive than mechanical harvesting. Costs are 
acceptable if they do not exceed 0.75 TL/kg of which not 
more than 0.40 TL should be spent for weeding. 
According to all experience worldwide a good hands-on 
training and extension service is the best way to cut 
costs while and ensuring quality with the help of 
improved cultivation methods. 

On a small scale a few value chains in 
SEAR are perfectly vertically integrated – 
from organic cotton production to finished 
textile products in one company. In this way 
firms are sure that standards are complied 
with, supplies are secured and transaction 
costs are kept low. An example from 
Adiyaman is Internet Tekstil:  

The company runs a vertically completely 
integrated production from ginning to cut & 
sew. Customer of its organic apparel is the 
world largest mail order company Otto with 
its brand PURE WEAR! for textiles from 
organic cotton. The company has been IMO 
certified since 2008. Internet Tekstil received 
the organic raw cotton from Ant Gıda 
(Antakya) and from Kyrgyzstan via the 
broker Paul Reinhart AG, but also started a 
contract farming project. Company CEO 
Abdurrahman Dicle points out that Internet 
Tekstil prefers to buy organic cotton from 
contracted farmers in SEAR (mainly 
Adıyaman, Diyarbakır, Batman) as this 
would not only improve transparency and 
traceability, but would also cut logistic costs 
allowing for a higher cotton price paid to the 
farmers who at the moment earn least along 
the entire organic textile value chain. 10% of 
the company’s turnover is made from 
organic apparel. 

1.3.3 Vertical and horizontal integration 

In general it can be summarised that the chain is 
vertically well integrated only from production to 
ginning. From spinning to retail, however, there are no 
commitments made to suppliers. Before the world 
economic crisis, brokers had placed orders at the time of 
the cotton harvest, albeit small amounts of 1000 to 
5000 t of organic lint. During the crisis then, the organic 
textiles industry in Turkey experienced a tremendous 
hardship, as many seasonal and medium-term commit-
ments had been cancelled. The problem today is that 
there is little communication along the organic value 
chain, so that the spinners do not know in the beginning 
of the season how much organic yarn is needed, and 
weavers and dyers cannot plan the volume of their 
organic production either. The situation after the crisis is 
such that ginners only buy organic raw cotton if they 
have an order from spinners (or brokers). Spinners in 
turn do not order lint if they do not have an immediate 
order from a weaving and dying company, who again 
only start acting when having a delivery order of the cut 
& sew industry. These clothing companies would only 
start working after receiving an order from a retailer. On 
the other hand the retailer expects short lead times.   

 

 
  www.internettekstil.com.tr 

 

 
  www.otto.de 
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Along the value chain the actors only “talk” to their 
immediate supplier. There is no multilateral communi-
cation among all value chain actors including farmers. 
And there is virtually no commitment of customers at the 
start of the season to order a certain volume at a defined 
price and distinct intervals (interviews with AK Organic, 
Çelikaslan Tekstil, Biska Tekstil). 

According to discussions with L. Truscott 
from Textile Exchange (former Organic 
Exchange) and A. Konakoğlu from Sanko 
Tekstil, the major problem is the missing 
commitment of the big retailers to pay a 
higher price for organic cotton. As long as 
the textile manufacturers agree on adding 
organic cotton in a certain percentage to the 
ordered textiles without wanting to pay a 
higher price for it, no premium can be paid to 
farmers. This situation is similar to Food 
Safety systems for agricultural products: the 
retailers are demanding from their suppliers 
to produce a GLOBALGAP certificate, 
however they are not paying one cent more. 
All costs of implementation and certification 
need to be paid by the farmer. Unless the 
price is negotiated in an associative (means 
under participation and agreement of all 
partners) manner, the problem of premiums 
for organic cotton cannot be solved. An 
agreement of common understanding of how 
to develop and determine a fair price is the 
key for the successful growth of the organic 
textile sector. The proposed Organic Cotton 
Cluster Conference should focus on this. 

The business model for the future, however, is vertical 
integration. This will ensure optimal functioning of the 
value chain, shortened lead times, reduced risks and 
improved transparency and certainty for planning 
purposes. Retailers at the end of the value chain, who 
participate in a sustainability programme in SEAR, need 
to make commitments to volumes and even prices – for 
the coming season, but also medium term for three to 
five years ahead. Vertical integration also means: all 
value chain actors must open their books and good 
communication between value chain actors must be 
institutionalised. In the organic textile business everyone 
wants to know each other from raw material producers to 
ultimate customers like Nike and Wal-Mart. The 
interviews of the Team clearly demonstrated that textile 
companies in SEAR are eager to become a part of an 
integrated organic textile value chain. However, it is 
important that also international retailers (as ultimate 
customers) and brokers for organic lint (with their 
international trade contacts) become constituents of this 
integrated value chain.  

Vertical integration is a precondition for growth of the 
organic cotton and textile industry in SEAR. Organic 
cotton will either grow sustainably – or not grow at all, as 
ultimately farmers rely on the commitment of all actors 
along the value chain: their costs of converting to 
organic cotton production are substantial (loss of yield, 
alternative soil fertility management, crop rotation crops 
with little productivity); these costs are usually not 
compensated for by the 10-20% price bonus on organic 
cotton versus conventional produce. The benefit for the 
farmers of growing organic cotton must therefore lie in 
reduced marketing costs and improved marketing 
certainty.  

In the organic cotton and textile value chain, there is little 
horizontal integration (defined as the consolidation of 
many firms that handle the same part of the value 
adding process). In SEAR there is much competition 
between small firms for small orders and only very 
modest cooperation. However, this means that there is 
also no consolidated action to increase organic cotton 
production in the region.  

Even international famous brands, except Haute Cou-
ture, compete heavily with each other on prices. It is not 
easy for them to communicate higher prices for organic 
textile and almost impossible, when competitors are 
cheaper. So here a concerted action is needed to raise 
consumer awareness at a large scale. SEAR could be 
the world-wide leader in this, especially if supported by 
the Turkish Government, UNDP and FAO. Such an 
initiative would certainly be supported by opinion-
makings NGOs (WWF, Greenpeace) and covered by 
BBC, CNN and Al Jazeera. 

The benefit for organic farmers must lie in 
improved marketing certainty (Photo: C. Arndt) 
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1.3.4 Benchmarking 

Organic cotton from SEAR will be benchmarked against 
production from India. While Turkey was the world’s 
Number One until 2006, Indian has now taken over. As a 
consequence, many of the interviewed textiles 
companies in SEAR such as Sanko, Biska (both 
spinning) and Internet Tekstil (ginning to cut & sew) had 
lost market shares to Indian, Pakistani and Bangladeshi 
companies.  

 

Strengths of India: 

1. India can produce cheaper. Example: When organic 
ginned cotton (Standard 1) was sold at 5.15 TL/kg 
FOB India, the price for the same product from 
SEAR was 5.60 TL/kg FOB Mersin.  

2. Electricity prices are cheaper in India, which has 
repercussions on the price of yarn since spinning is 
very energy intensive.  

3. Labour costs in India are lower with an effect on the 
costs of labour-intensive cut & sew businesses. 

4. In the world of organic commodity trading Turkey 
has a damaged reputation due to pesticide residues.  

In the past, Turkey had some problems with pesticide 
residues in organic dried fruits. A reason for that is that 
exporters are usually working with a large number of 
very small producers who often do not well understand 
the concept and all implications of organic farming. Until 
today certificates are mostly hold, and paid for, by 
exporters taking responsibility away from the farmer for 
their field operations. In addition, much organic exports 
came from Western Turkey, where field sizes are much 
smaller bearing the risk of pesticide drift from 
neighbouring conventional fields.   

 

Strengths of Turkey: 

There are ten major competitive advantages Turkey has 
in comparison with India (see box). 

Ten strengths of the Turkish organic 
cotton and textiles sector  
(in relation with India) Ad (1): Organic cotton from Turkey is GMO free, while 

especially India and China have problems with GMO 
contamination. The German edition of the Financial 
Times discovered on 22 January 2010 heavy GMO 
contamination of Indian organically grown cotton. Also 
Organic Exchange in 2010 confirmed that GMO con-
tamination in organic cotton is growing in India where it 
is estimated that up to 70% of conventional cotton is 
produced with GMO seed. Contamination can occur at 
the farm where GMO and organic crops are grown too 
close together and cross pollination takes place. The 
resulting seed on the fringes of the organic cotton crop 
may then contain the Bt-gene of GMO cotton. In 
addition, contamination occurs during processing as 
organic cotton is processed in the same machinery as 
conventional/GMO cotton.  

1. Freedom of GMO in fibre 

2. Low pressure of cotton pests  

3. Better quality fibre 

4. Better colour of fibre 

5. Better quality yarn 

6. Cut & sew regained competitiveness 

7. Socially sustainable wages 

8. Top world centre for textile design 

9. Shorter lead times 

10. All chain components in one country 

Ad (2): There are fewer problems in SEAR with cotton 
bollworms compared to India, Pakistan and Bangladesh. 
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The cotton bollworm is the major pest in cotton 
responsible for up to 50% yield losses in India (Central 
Research Station, Akola, India). Ant Gıda having a 
2500 ha organic cotton project in Şanlıurfa confirms that 
the cotton bollworm problem in SEAR is much less 
pronounced. 

Ad (3): The fibre harvested in Şanlıurfa is usually of 
good quality. The stable is relatively long with good fibre 
strength. 

Ad (4): Cotton from SEAR has usually a whiter colour 
than produce from India. Ginned cotton from SEAR is 
generally Standard 1 quality type. 

Ad (5): The yarn produced in the spinning mills of SEAR 
produce a higher quality yarn compared to Indian 
production. In India most of the yarn is “open end”; fewer 
combed cotton yarn is available; and carding during 
spinning is often not as good as in Turkish spinning 
mills. 

Ad (6): Today prices for garments from Turkey are more 
competitive to those from India and China than still a 
couple of years ago. Internet Tekstil from Adıyaman told 
us: “The quality of the ready-made textile is better in 
Turkey and it seems that this will help.” 

Ad (7): The monthly wage in a cut & sew factory of 
Bangladesh is only 53 EUR (Die Zeit, 14. and 
17.12.2010). With its 2.5 million workers in 3500 textile 
factories Bangladesh has experienced turmoils in 2010 
attracting the attention of consumers worldwide and 
showing how inacceptable low the pay in the country is 
and not sustainable from a social point of view. In the 
frame of sustainability programmes which large retailers 
pursue, Turkey has a chance to distinguish itself 
positively from countries like Bangladesh. 

The organic fibre from Sanliurfa is of 
superior quality (Photo: Control Union) 

Ad (8): Turkey – and in particular Istanbul – is one of the 
top world centres of textile designing.  

Ad (9): European buyers today want to have very fast 
deliveries, i.e. short lead times. Reduction in lead times 
is currently the most important factor for the textile 
growth in Turkey. The lead time of organic yarn to 
Germany, for example, is as short as six days.  

Katharina Schauss from Organic Textile 
Services confirms: “Clients in Europe are in 
general very satisfied with the quality of 
organic cotton from Turkey.” 

Ad (10): Turkey has available all stages of cotton 
production and textile processing in its textile clusters. 
European buyers want clearly identified, de-anonymised 
supply chains with good trace & track possibilities. This 
is all much easier if all processing takes place in one 
country. At the end also the CO2 balance is better and 
the risk of contamination of the product lower if it is not 
travelling around the world before entering the stores. 

Mecki Naschke from IMO validates: “We 
know many long-term co-operations 
between Turkish suppliers and EU-
importers, and have not heard about quality 
problems or pesticide residues.” 

Among the above criteria which are the most important 
ones? What are European organic buyers looking for? 
From various interviews, the ranking of criteria seems to 
be the following: 
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1. Price 

2. Quality comparable with conventional 

3. Lead time 

4. Pesticide residues 

5. GMO contamination 

 

Turkey has competitive advantages to India, but inside 
Turkey, there are several aspects in which SEAR can 
also score compared to other parts of Turkey. Istanbul 
as a major manufacturer of ready made textiles has 
become too expensive for cut & sew companies – 
because of high rents and wages. With respect to cotton 
farming, SEAR still has good advantages to other 
recently developed cotton growing areas. The region 
around Adana is now becoming increasingly unsuitable 
for cotton as soils get more and more saline due to 
inappropriate cultivation of conventional cotton without 
crop rotation and through the waste of irrigation water.  

Beyond all competition between countries, there remains 
the challenge to translate the growing demand for 
organic cotton into commitments and contracts at prices 
which really allow for sustainability environmentally, 
economically and socially. In taking the lead in such a 
global campaign in a growing market, SEAR could itself 
benefit very much – and other regions just as well. 

 

1.4 Summary: SWOT 

 

Strengths and weaknesses of the organic cotton value chain today: 

 

Strengths Weaknesses 

Organic cotton… 

… protects farmers, workers and consumers by 
reducing the use of chemical pesticides. 

… causes farmers to keep a crop rotation where 
conventional cropping grows cotton after cotton. 

… has made Turkey one of key players of the 
organic textile business in the world. 

… has produced profits, albeit small, for all 
entrepreneurs in the value chain. 

… from Şanlıurfa has become popular as it is 
free of GMO and pesticide residues.  

Organic cotton… 

… provides hardly any price increments to 
farmers in spite of yield losses 

… involves a lot of paperwork for subsidy appli-
cation exceeding the capacity of most farmers 

… crop rotation crops such as wheat are difficult 
to sell as certified organic  

… has not everywhere led to sustainable crops 
rotations including pulses or other legumes 

… requires expensive hand picking at times 
when competition for labour is high 
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Opportunities of an organic cotton value chain: 

 

Opportunities 

 

1. SEAR may become worldwide one of the major players in organic cotton-based textile industry. 

2. In the medium term, SEAR may produce 30% (today 8%) of the world supply of organic cotton.  

3. A target of 100,000 ha organic cotton from SEAR is realistic (i.e. 300,000 ha irrigated organic land).1 

4. Organic cotton will help to conserve the fertility of a large part of the irrigation land to be developed. 

5. Large brands and retailers are now actively looking for sustainability programmes in the textile chain. 

6. An organic cotton cluster develops best if it partners with the world’s large brands and retailers. 

7. The Indian example shows that large brands and retailers are willing to negotiate co-operation. 

8. An integrated value chain offers the opportunity of openly discussing minimum prices along the chain. 

9. A considerable increase in organic cotton production in SEAR will cut logistic costs.2 

10. Farmers who are part of a vertically integrated value chain may then receive min. 20% higher prices.  

11. Farmers marketing through a producer association will supply better quality receiving price premiums.3 

12. Large family land holdings in SEAR converting to organic will minimise the risk of pesticide drifts. 

13. The new development of irrigation land provides the opportunity of avoiding conversion years.  

14. Formerly minded virgin land at the border to Syria could be converted into an organic cotton scheme.4 

15. Through branding, organic farming in SEAR may become known internationally for its environmental services. 

16. With the use of drip irrigation, organic cotton farming in SEAR will contribute to regional sustainability. 

17. The regional organic brand (e.g. GO! GAP ORGANIC) may help to promote sales of yarn and fabric. 

18. Employment in cut & sew will significantly increase if organic clothing manufacturers move into the region. 

19. The entire value chain (from field to fashion) inside one country will improve Turkey’s competitiveness. 

20. Organic cottonseed oil may become important for organic food manufacturers as a cheap & safe oil. 

 

                                                      

1 This includes the need for land to grow crop rotation crops. 
2 As a rule of a thumb, a retailer needs minimum a million units of one piece of apparel per year in 
order to be able to offer the product through mainstream distribution canals at attractive prices.   
3 Producer associations fulfil various elementary functions: i) they organise farmers, reduce 
transaction costs and ease logistics, ii) they build up an internal quality assurance system – especially 
with regards to pesticide residues –  and iii) they create bargaining power. 
4 Having large areas of purely organic farming would reduce the risk of pesticide drift or fraudulent use 
of pesticides. 
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Threats to the organic cotton value chain opportunities: 

 

Threats 

 

1. Acceptance of GMO cotton by MARA would immediately destroy organic marketing opportunities. 

2. The same applies for not sufficiently enforcing the existing legal ban of GMO varieties. 

3. More maize cultivation in SEAR might also lead to more problems with cotton bollworms.5 

4. Without bio-laboratories producing cotton pest predators, organic farmers cannot control pests effectively.  

5. High prices for biological insecticides (Bt, NPV, neem) would jeopardise profitability of organic 
6cotton.  

6. More mechanised harvesting in SEAR may increase the risk of fraud through the use of defoliants.7

n. 

ofitability.9  
10

e.11 

uctive.  

8. If conventional cotton prices drop to 2008 levels, farmers will reduce acreage and gins will close. 

 

 

7. The need for hand picking in organic cotton may prevent children from attending school in autumn. 

8. As extended families break up field sizes will become smaller which increases costs of productio

9. Ultimate customers (brands and retailers) may withdraw commitments for volumes and prices.8 

10. Marketing opportunities for the organic rotation crops (wheat, pulses) will affect overall pr

11. Unsustainable use of water will make organic cotton production in SEAR not credible.  

12. Negative publications on the dam building projects may be a threat for the reputation of SEAR. 

13. Negative publications on the social situation in the textile industry could endanger Turkey’s imag

14. A reduction of Turkish import taxes on yarn would make investments into SEAR less attractive. 

15. Reduced direct payments and more paperwork to apply for subsidies will be counterprod
1216. Turkish cut & sew may get again under price pressure from Asian low cost countries.   

17. If conventional cotton prices go up too much, retailers may shift more into artificial fibres. 

1

                                                      
5 Both crops serve as a host for this pest. 
6 China and India are cheap producers of these insecticides. Purchases in bulk will reduce their costs 
and make them profitable for the organic farmers in SEAR to use.  
7 Mechanised harvesting is much cheaper than hand picking. However, machine harvesting requires 
the use of chemical defoliants which are not permitted in organic cotton production. 
8 The 2008/2009 crisis has demonstrated that a few large retailers will cancel long-term commitments 
during an economic recession. 
9 For a steady growth of the organic cotton scheme in SEAR it is necessary to work with those buyers 
who agree to purchase all crop rotation crops from the participating farmers, not only cotton.  
10 Sustainability refers to fairness among all actors of the value chain, but also to the conservation of 
natural resources. Water is the most precious natural resource in SEAR, and therefore sustainable 
organic cotton is grown with drip irrigation. This avoids salinisation and saves water which important 
for Turkey’s downstream neighbours. 
11 The social situation in the textile industry in Turkey does not always meet ILO minimum standards. 
As long as these are not met, Turkey’s credibility will not raise much above that of Bangladesh, 
Pakistan and India.  
12 … especially after the end of the textiles quota period of the EU. 
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2. Organic pulses: Lentils and chickpeas 

2.1 Introduction 

The great opportunity of SEAR lies in organic cotton. 
The sustainable cultivation of this crop can make SEAR 
one of the most important producers world-wide and the 
most preferred areas for textile companies to source 
their raw material from. This, however, will only be 
possible if the fertility of the soils used for organic cotton 
production can be sustained. Organic farming seeks 
long term soil fertility though building up soil organic 
matter with the help of crop rotations. As legumes are 
able to fix nitrogen from the air, they are indispensable in 
every organic crop rotation. A sustainable cotton crop 
rotation should consist of a legume at least every three 
years. In many parts of the world fast growing fodder 
legumes are grown as they produce a lot of biomass 
which is good for soil fertility if incorporated into the soil. 
In SEAR, however, water is the scarcest resource. 
Therefore those legumes have to be chosen that can do 
with less water – pulses such as lentils and chickpeas.  

Red lentil (Lens culinaris L.) is a very well adapted crop 
in SEAR where it has been grown for over 8,000 years 
now. The market for organic red lentils in Europe is 
important and still growing – and Turkey is the world 
main exporter of organic lentils. There are therefore 
good reasons to believe that this crop can generate 
further value for the region. 

Red lentils enjoy an increasing appreciation by farmers 
in SEAR. According to a study of the Mediterranean 
Exporters Associations there has been a 100% increase 
in lentil acreage in 2010 in many areas of SEAR such as 
Gaziantep, Şanlıurfa and Kızıltepe. Especially in places 
like Siverek, Viranşehir, Kızıltepe and Nusaybin, barley 
has been replaced by lentils. Here lentils are now grown 
approximately at the same extent as wheat. Even 
conventional red lentils are often produced without the 
use of pesticides, as the interviews of the Team showed. 
Red lentils contribute to reducing the risk involved in 
farming as they sell easily and yields are stable even on 
rainfed land. Having said so, lentil yields very well 
respond to irrigation.  

Only in the fertile Harran plain, which is the prime cotton 
growing area of SEAR, lentil production is still 
comparatively weak. Even organic cotton growers there 
do not make use of lentils. An interview with a major 
organic cotton grower showed that organic cotton 
production does not necessarily contribute to more 
sustainability: The organic producer, being only 
interested in the production of one crop: cotton, found it 
too costly to add a legume into the crop rotation. He 
rather spent money for dubious plant strengtheners. The 
challenge therefore is to supply the market with organic 
lentils at a competitive price with as much value added 
as possible – so that farmers earn money with every 
crop in the crop rotation, not only with cotton, but also 
with pulses. This is the key to long-term sustainability 
and profitability of organic cotton production in SEAR.  
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2.2 Demand situation and trends  

The majority of world lentil production and trade is in red 
lentil. Red lentils, however, are still a new product to 
Europe. Sales have strongly been growing over the past 
years and further growth can still be anticipated as Arab 
and Turkish recipes enter the European cuisine in the 
course of diversification and internationalisation of food. 
This growth is expected nearly entirely in the organic 
food sector as many organic consumers are vegetarians 
and also the first to experiment with new food. Red 
lentils are rarely found in conventional food stores in 
Germany.  

Estimation of organic red lentil imports 
from Turkey (Source: own interviews) 

Annual red lentil 

From interviews with market experts as well as domestic 
and international traders it is estimated that about 300 to 
500 t/year of red lentils are sold to the Turkish domestic 
market labelled as organic. About 7500 t/year of organic 
lentils are currently exported to Europe, mainly to the 
Netherlands, United Kingdom, Italy, Germany, and 
France (Tiryaki, pers. communication).  

For Terra Naturkost, which is the third largest organic 
wholesalers in Germany with 75 million EUR annual 
turnover and 10,000 articles (70% fresh and 30% dry 
food items), red lentils are the absolute best seller from 
Turkey. Their turnover (24,000 EUR per year) is three 
times the next best selling items which are chickpeas 
and dried tomatoes. The company has listed 106 organic 
products from Turkey. About 10% of the turnover made 
with Turkish organic products derive from red lentils. 

Terra Naturkost is exemplary for a number of 
wholesalers in Western and Central Europe who are 
conscious about regionalism: Products should be 
sourced from as nearby as possible in order to reduce 
the CO2-Footprint. This is good for Turkey as its main 
competitor for lentils is Canada. When asked about the 
company’s selection criteria for sourcing organic food 
Terra Naturkost answered: 

1. Quality (especially pesticide residues) 

2. Origin (in general: the closer the better) 

3. Price (not as important as quality and origin) 

Also for CountryLife, which is the largest organic 
wholesaler in the Czech Republic with 10 million EUR 
turnover per year, red lentils are the best selling product 
from Turkey. Per year about 60-80 t are imported. 

 

2.3 Present value chain 

2.3.1 Market path and key players 

According to the data of MARA-TUGEM (2009) only 92 
farms have grown organic red lentils in 2008 producing 
11,000 t on 4,600 ha. The number of farmers will be 
considerably higher (200 to 300) as often not all 
individual names, but only those of contact persons 
appear in the registry. 

Country imports (t) 

UK 1500 

Germany 800 

Switzerland 50 

Czech Republic 100 

  www.terra-natur.de 

  www.countrylife.cz 

Batman
3%

Kilis

Gaziantep
2%

D-bakır
5%

Şanlıurfa
9%

Mardin
19%

Adıyaman
62%

Source: MARA (2010)

Organic lentil production in SEAR

Gaziantep
264 ha

D-bakır 
154 ha

Adıyaman
1020 ha

Organic chickpea production in SEAR
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Trade estimates for 2009 and 2010 ranged between 
6,000 and 9,000 t. Additionally, according to the same 
sources, in 2009 Turkish organic processors have 
imported 3,000 t of organic red lentils from Syria and 
even 3,500 t in 2010. 

Farmers are often grouped around a “project owner”, 
who holds the organic certificate, provides the necessary 
inputs, buys the crop, makes the necessary processing 
(de-hulling) and sells it either to an exporter, directly 
overseas or to a Turkish wholesaler. Some of these 
sales are done through the stock exchange located in 
every provincial capital. On the one hand there is a fee 
to be paid to the stock exchange and sales become 
taxable. One the other hand will farmers only receive 
production related direct payments if their sales are 
registered in the stock exchange.  

Market path of organic lentils 

Processing which is either done by the “project owner” in 
his own facilities or contracted to processing companies 
involves the following steps: Cleaning, stone removal, 
dehulling, halving, sieving, calibrating, colour sorting as 
well as metal detection. It is unusual that export lentils 
are already retail packaged in Turkey; however Terra 
Naturkost stated that this is the case for their lentils. 
Retail packaging is most often done by the importer in 
Europe, who then labels the product with his own brand 
or the private label of the retailer. Before packaging, the 
entire lots are usually again checked for metals and 
random samples for pesticide residues. Importers in 
Europe then distribute the readily packed and labelled 
product to wholesalers or directly to large retailers.  

Lentil processing requires quite high investment in 
processing machinery. A state-of-the-art Sortex machine 
alone is about 250,000 USD. Most processed lentils are 
advertised with the quality indication “Sortex”. 

Tiryaki from Gaziantep (750 million USD turnover, 
www.tiryaki.net) is worldwide the Number One in trading 
with organic lentils and chickpeas. Tiryaki fulfils different 
functions in the value chain: “project owner”, wholesaler 
and exporter. Other exporters and wholesalers have 
given up their organic lentil projects and source now 
from Tiryaki. Tiryaki works with intermediate 
independent traders who coach their groups of farmers.  

A new player is Ecoturca from Adıyaman. In August 
2010 the company has opened a brand new lentil 
processing factory for both lentils and chickpeas with a 
daily capacity of 40 t. Like Tiryaki, Ecoturca has 
vertically integrated the chain into one company. 
Contracted farmers deliver the raw material which is 
processed in the own facilities and then exported to Italy 
and Germany.  

An example of a smaller project owner is Biyo-Sam 
Organik Tarım (Mustafa Durucu). In 2010 farmers in the 
protected watershed of Eğil (Diyarbakır province) have 
grown for him 200 ha of organic lentils.  

Wholesaler

Retailer 

Exporter (TR) 

Importer (EU) 

Packager 

Wholesaler 

Retailer 

Processor 

Packager 

Stock 
exchange 

Farmer Farmer Farmer 

Project 
owner 

Packager 

  www.tiryaki.net 

  www.ecoturca.com.tr 

  www.biyosam.com 
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The main exporters of organic lentils from SEAR – partly 
having own organic lentil projects – are:    www.boyraz.com 

1. Tiryaki (Gaziantep) 

  www.rapunzel.com.tr 2. Boyraz (Malatya) 

3. Rapunzel (Izmir) 

  www.nimeks.com.tr 4. Nimeks (Malatya) 

In addition, there are a number of smaller companies 
trying to export organic lentils from SEAR, such as 
Organic Moods, Ekosam, Turkish Organic Market, 
Eurasia Organics and others.   

  www.neuform-international.de The main ten European importers according to trade 
estimates are listed below.  

1. Neuform International (Germany)   www.organic.nl 
2. DO-IT (The Netherlands) 

3. Tradin Organic (The Netherlands)   www.tradinorganic.com 
4. Davert (Germany) 

5. Naturkost Übelhör (Germany) 
  www.davert.de 

6. Multiple Organics (USA) 

7. Ziegler & Co. (Germany) 
  www.naturkost-uebelhoer.de 

8. Poortman Eco Organic Foods (United Kingdom) 

9. Community Foods (United Kingdom) 
  www.multipleorganics.com 

10. G. Grain Millers Specialty Products (USA) 

These ten companies together have imported about 
2,700 t of red lentils from Turkey in 2009 (IMO-
CONTROL). Other noteworthy importers of organic 
lentils are: 

  www.zieglerco.de 

  www.poortman.com 
 Doens Food Ingredients (Netherlands) 

 My Sweet Bio (Italy)    www.communityfoods.co.uk 

 Rapunzel (Germany) 

 Demos Ciclitira (UK)   www.grainmillers.com 

 BioTropic (Germany)  

 Carsten Reich (Germany)   www.doensfood.com 

 

  www.mysweetbio.it 2.3.2 Profits and value drivers  

Yields 
  www.rapunzel.de Yields decide whether farmers win or lose. They also 

influence the price the farmer is prepared to sell at. 
Often farmers try to compensate yield losses with 
demanding higher prices which reduces the 
competitiveness of the entire value chain.  

  www.demos-uk.com 

According to many interviews with farmers and 
agricultural advisors, red lentil yields in SEAR usually lie 
between 0.8 and 1.5 t/ha on rainfed and 1.3 and 2.0 t/ha 
on irrigated land. However, yields on irrigated land as 
high as 3.0 t/ha have also been reported.  

  www.biotropic.com 

  www.care-natur.de 
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Organic farmers harvest in average 0.5 t/ha less than 
their conventional neighbours. However, they should not 
fall below about 1.0 t/ha as this is roughly the threshold 
for profitability.  

Quality 

Quality is essential for all actors in the value chain to 
receive a good price. One factor which influences quality 
and thus price is chalky spot damage caused by lygus 
bugs (see picture). This pest is difficult to control. The 
only thing farmers can do is to support natural predators 
such as small wasps. In areas with intensive chemical 
spraying this will be difficult.  

The right variety choice is another factor influencing the 
price. Consumers prefer thinner varieties which cook 
fast. The cooking abilities also vary depending on 
growing location.  

Lentil damaged by Lygus Bugs 
(Photo by North Dakota State University) 

Prices 

When organic farmers have about 30% lower yields, 
they should naturally receive a higher price. At least a 
20% higher price seems appropriate – keeping in mind 
that though control & certification as well as hand 
weeding have to be paid organic farmers should have 
lower production costs than those who purchase mineral 
fertilisers and chemical pesticides.  

1,7 TL

2,8 TL

4,7 TL

8,0 TL

farm gate FOB
Mersin

whole
sale

retail

net margin/kg

costs/kg

Organic lentil prices 
along the value chain

Farm gate prices for conventional red lentils in 
November 2010 varied between 1.0 and 1.5 TL/kg. 
Some organic farmers stated that they received 
1.2 TL/kg from the intermediate trader – a price which 
differs in nothing from conventional payments. At the 
same time another organic company had paid 1.6 to 
1.7 TL/kg to their organic farmers. This company directly 
contracted a number of large farmers while reducing at 
most logistic costs. 

Conventional retail prices in 
SEAR vary between 1.5 and 
2.5 TL/kg. This shows that 
the margins for raw material 
trade, processing and 
retailing are not high.  

The price FOB in Mersin 
was at the same time 
2.8 TL/kg. After shipping, 
packaging and distribution, 
the wholesaler in Germany 
then sells the readily pa-
ckaged (500 g) and labelled 
lentils at the equivalent of 
4.7 TL/kg (2.35 EUR/kg). In 
German retailing the prices 
are then between equivalent 
8.0 TL/kg and 12.0 TL/Kg.  

Retail prices November 2010 in Germany for organic pulses from 
Turkey (EUR/kg) 
Source: own survey 

Supermarket Basic Denns Farmhaus Hit Conv. 

Lentil brown 3.98 3.38   3.18 

Lentil red 3.98 5.63 5.98 3.98   

Lentil green 3.98  4.98    

Lentil yellow 9.30   3.98   

Chickpeas 4.98 3.58  3.38   

Peas  2.98     

Beans white 4.98      
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The organic red lentils sold in Turkey in the Migros and 
Carrefour supermarkets of Istanbul are sold at even 
higher prices:  

Prices of organic pulses from SEAR in Istanbul supermarkets (TL/kg) 
Source: own survey 

Supermarket Product Manufacturer 
TL/kg 

Organic 
TL/kg 

Conventional % more 

Migros Red lentil Tiryaki 10.25 4.50 128 

Migros Red lentil Sade Organik 15.20 4.50 238 

Carrefour Red lentil City Farm 10.99 2.50 340 

Migros Green lentil Sade Organik 13.00 4.50 189 

Migros Green lentil Tiryaki 8.60 4.90 76 

Migros Yellow lentil Sade Organik 14.20 6.90 106 

Migros Chickpea Sade Organik 11.80 4.25 178 

Migros Chickpea Tiryaki 8.35 4.25 96 

Carrefour Chickpea City Farm 7.25 2.95 146 

 

Profits 

The gross margins (revenues minus variable costs) of 
lentils are much lower than those of cotton which usually 
produce above 4,000 TL/ha. Gross margin calculations 
for lentils ranged from 2,000 TL/ha to 2,500 TL/ha. To be 
competitive, the variable costs of farmers should not 
exceed 0.4 TL/kg. 

  www.sadeorganik.com 

  www.cityfarm.com.tr Family income in a village in SEAR must be minimum 
12,000 TL/year. A good part this could be generated 
from a farm with 10 ha of arable land, from which one 
third (3 ha) is organic lentils, while the other crop rotation 
crops are used for subsistence (wheat) and animal feed 
(barley and vetch). 

  www.safiorganik.com.tr 

Along the chain the highest margins will be with the 
wholesalers and retailers: A wholesaler like Sade 
Organik has about 30%, which is high compared to 
organic wholesalers in Europe. Retailers add another 
50-70% while larger retailers such as supermarkets or 
mail order companies (such as Birki Organik Gıda) can 
do with a markup of only 40%. 

 

2.3.3 Vertical and horizontal integration 

There are no organic producer associations or unions in 
SEAR. As a consequence farmers will find it hard to 
negotiate prices at eye level on the one hand. On the 
other hand, traders have higher costs for logistics and 
receive smaller and non-uniform batches if they have to 
deal with farmers individually. Good producer 
associations usually run an internal quality control 
system which improves quality and keeps control costs 
down. Farmers selling small lots on their own will always 
receive a lower price.  
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However, cooperatives are not necessarily better for 
farmers as they may cause higher overhead costs and 
even pave the way for corruption. Turkey and Germany 
offer several positive and negative examples of how 
producer associations and cooperatives benefit – or 
harm – their members. 

Despite lacking organic producer associations or unions 
in SEAR, there is contract farming under the umbrella of 
an intermediate trader or a company, which is as a sort 
of horizontal integration. In these relationships, some 
farmers do have a quite strong position in trade 
negotiations. There needs to be more in-depth research 
on how farmer-trader relations could be further improved 
for farmers in SEAR. It is undisputed that farmers being 
somehow organised around a trader would also help 
them receiving embedded services such as pre-
financing, input supply and consultation. Horizontal 
integration would therefore also benefit vertical 
integration. 

Farmer Farmer Farmer FarmerFarmer

Trader 

Farsighted traders, such as Tiryaki or Ecoturca, commit 
themselves to not only buy one crop, e.g. lentils, but also 
the entire crop rotation crops. Ecoturca’s first interest lies 
in purchasing organic cotton, but the company has 
heavily invested in lentil and chickpea processing in 
order to be able to also buy and add value to these 
products. Ecoturca also purchased wheat from the 
partnering organic farmers, which is processed to bulgur 
in a contracted facility. And the company has made great 
effort to be able to find customers in Europe for all these 
three products while the organic cotton is ginned and 
processed to ready-made textiles in Ecoturca’s sister 
company Internet Tekstil.  

From processing to export the red lentil value chain is 
vertically well integrated; however, often it is only one 
company managing the different stages of the value 
chain from raw material sourcing to export. As family 
companies, many have the financial strength to lift large 
investments by themselves. Another company strategy, 
however, which is more common in the German organic 
market, would be to concentrate efforts on areas of 
expertise leaving upstream and downstream operations 
to other – well trusted – market participants.  

 Karacadag Pirincleri in Diyarbakır, a 
new factory for lentil processing with 
up-to-date equipment and separate 
storage facilities  

It is important for the success of the export trade to 
partner with strong and reliable importers. In the 
international organic lentil trade little is sold on the spot 
market and most of the product is traded through long 
established partnerships where importers know their 
Turkish partners. Importers want to be sure they buy 
lentils which are produced by farmers “who know what 
they are doing, why they are doing it and who definitely 
exclude any drifts or other influences of pesticides” 
(Biotropic).   

 The union of farmer cooperatives 
Güneydoğubirlik from Gaziantep 
already processes 15,000 t lentils of 
its members per year and is 
interested to coach its members in 
organic production which could be 
processed in the own facilities  

The Team met with numerous agricultural processors 
and traders in SEAR who showed an interest in 
becoming involved in an integrated organic lentil value 
chain. For some examples, see the box on the right.  

  www.guneydogubirlik.org.tr 
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2.3.4 Benchmarking 

SEAR is competing with countries like Canada, India 
and Syria, but also with other region within Turkey for 
markets of red lentils. However, importers of red lentils 
prefer SEAR because of its proximity and the long-
established trade relations.  

 

2.4 Summary: SWOT 

 

Strengths 

Pulses fix nitrogen while using little water. They are 
a crucial part of a organic cotton crop rotation. 

Red lentils become increasingly popular with 
vegetarians and people concerned with what they 
are eating – especially in UK and Germany. 

In Europe red lentils from SEAR are preferred to 
those from North America or South India due to the 
carbon footprint discussion. 

Lentil processing facilities with high-tech equipment 
are already available in SEAR. 

Weaknesses 

The market for red lentils in Europe is emerging, but 
still limited to only about 7000 t/year.  

Farmers often receive no price increment for their 
organic production despite having lower yields. Their 
motivation to grow a good and trustworthy product 
may therefore be low. 

There is substantial organic lentil production in 
neighbouring Syria at much cheaper prices than 
Turkish produce. 

Opportunities 

There is scope for collaboration with globally active 
retailers (such as Wal-Mart, Carrefour, Tesco and 
Metro) who are interested in selling organic cotton 
products: An agreement has to the achieved: to se-
cure organic cotton supplies in the long run, crop 
rotation products such as organic lentils and chick-
peas must also be marketed through these chains.  

Another promising market for organic red lentils from 
SEAR is the Middle East (UAE, Saudi-Arabia) where 
demand for organic products is growing at fast pace. 

A region’s organic brand (such as GO!) owned by an 
organic cluster working group could further boost 
sales and increase competitiveness if it stand for 
values that are relevant for the consumers and 
society in general, such as: Fairness to all actors in 
the value chain, trustworthiness with regards to 
pesticide residues, and conservation of water 
resources e.g. through the use of drip irrigation.  

Threats 

As the growth potential for organic lentils in the 
specialised organic retail market is limited, a large 
part of additionally grown organic lentils have to be 
sold on the conventional market if organic marketing 
via large retailers cannot be ensured.  

During an economic recession, large retailers are the 
first to withdraw from selling organic products as the 
2009 crisis showed. Sales through the specialised 
organic retail market are smaller in size, but much 
more stable – and even grew in times of economic 
crisis. 

Good seeds are the most important input in organic 
lentil production, but without a good breeding 
program and seed multiplication system – supported 
by the government – SEAR may not be able to 
satisfy the demand of the market. 
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3. Organic wheat  

3.1 Introduction 

It is difficult to imagine an organic cotton crop rotation 
without wheat. As a cereal crop wheat helps to increase 
soil organic matter. Farmers in SEAR are experts in 
growing wheat which has a great tradition in Upper 
Mesopotamia where it originated some 8,000 years ago. 
Until today farmers grow wheat partly for subsistence, 
but mostly for sale to processors: soft wheat to flour mills 
and durum wheat mostly to bulgur and macaroni 
manufacturers.   

It will be one of the big challenges to make farmers earn 
a price premium when selling certified organic wheat. 
The market for organic wheat in Turkey is weak, and 
internationally, Turkish products will find it difficult to 
compete, as domestic price levels are high (due to an 
artificially high price of state procurements) and other 
countries such as the Ukraine and Kazakhstan are able 
to sell organic wheat at much lower prices.  

On the other hand, the “Harran plain is famous for high 
quality durum wheat” (Reşit Kemal Mermerkaya who 
supplies yearly 25,000 t of durum wheat from Harran to 
pasta factories in Mersin). And the market for organic 
durum wheat in Europe is still not yet satisfied.  Organic bulgur made from durum wheat 

(Photo: City Farm)  

3.2 Demand situation and trends  

The demand in Turkey for organic wheat is low. The 
Istanbul public bakery Halk Ekmek, for example, has 
started an organic bread line five years ago for which the 
company needs annually today 700 t of organic flour. 
The initial plans were to bake bread out of 8000 t 
annually. However, insufficient promotion targeting 
mainstream consumers has been made. The message 
on the social and environmental benefits of organic 
farming has not yet reached consumers. Used to 
extremely low bread prices, their willingness to pay a 
three times higher – but still low – price for bread is 
weak.  

  www.ihe.com.tr 

Bulgur 

The range of organic wheat products in the Turkish 
supermarkets and health food shops is narrow: It is 
mostly bulgur from SEAR. Not more than 300 t of 
organic bulgur are estimated to be sold in Turkey 
labelled as organic. Organic bulgur exported from 
Turkey to Germany, the Netherlands, UK, France and 
Italy does not exceed 1200 t per year. Many consumers 
in Europe do not know bulgur and without heavy 
promotion, sales will not increase. Interviews with key 
players in the Middle East established a good potential 
for Turkish organic bulgur to be sold in Saudi Arabia and 
the United Arab Emirates.  
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Durum wheat 

Bulgur is made from durum wheat (hard wheat). Almost 
all renowned bulgur and pasta manufacturers in Turkey 
endeavour to purchase their raw material from Şanlıurfa 
“where the best durum wheat is grown”. As a 
consequence, conventional durum wheat production is 
increasing in Şanlıurfa, where the flour company Ankara 
Un plans to establish a 60,000 t silo. Durum wheat 
prices in Şanlıurfa are correspondingly fairly attractive 
for farmers.  

  www.ankaraun.com 

  www.tiryaki.net 
The largest organic wheat processor in the region, 
Tiryaki from Gaziantep, also buys all durum wheat from 
Şanlıurfa. So far, nearly all organic durum wheat is being 
processed in Turkey and hardly any of it is exported. 
Durum wheat is exempt from duty when exported into 
the EU – as the table on the right indicates. However, for 
German organic pasta producers it is cheaper to buy 
their raw material in Romania and Ukraine – the main 
exporters of organic durum wheat in Europe – as well as 
from Canada and the US. Large quantities of organic 
pasta sold in Germany are imported as ready products 
from Italy, the country with a high-end pasta reputation. 

  www.karahanun.com.tr 

Tariff Rate for grain imports from Turkey 
into the EU  
(Source: TARIC database, January 2011) 

Baking wheat 

Medium and poor quality soft wheat is used in animal 
feeding, while high quality soft wheat is processed to 
flour. Organic feed wheat from SEAR will not be in high 
demand as all certified organic livestock operations are 
located outside the region. The demand for organic 
baking wheat is weak, too. The mill Karahan Un buys 
some organic baking wheat to produce flour for Istanbul 
Halk Ekmek and for the retail in supermarkets. It is 
estimated that in total between 5,000 and 7,000 t of 
Turkish organic baking wheat is marketed as organic 
with a price premium – a market already occupied the 
Erzurum Grain Producers’ Union. The remaining organic 
wheat production of Turkey is sold as conventional grain. 

It is practically unfeasible to export organic medium and 
low quality soft wheat into the EU with a duty rate of 
95 EUR/t given that organic wheat prices in Germany 
range from 350 to 450 EUR/t. Theoretically, high quality 
organic wheat could be exported into the EU; however, 
in organic farming it is almost impossible to reach the 
quality criteria required for “high quality baking wheat” 
such as 14.6% protein with a specific weight of more 
than 78 kg/hl.  

Conclusion 

When organic cotton in SEAR increases to 100,000 ha, 
there will also be organic wheat to be marketed from the 
same size of land. This makes 350,000 t of organic 
wheat. Due to its higher demand, farmers should 
concentrate on durum varieties. A majority of that will 
have to be sold conventionally. A small part, however, 
may be exported into the EU, either duty-free as raw 
material or processed as bulgur. Germany which is the 
most important organic food market in Europe (share of 
the European organic food market is 27%) imports every 
year about 10,000 t of organic durum wheat. 

Product Tariff Rate 

Durum  
wheat  0 EUR/t 

High quality  
baking wheat1 0 EUR/t 

Medium and low quality 
baking wheat 95 EUR/t 

 
Bulgur 257 EUR/t 

1 High quality wheat is defined as:  
- a specific weight of minimum 78 kg/hl 
- a Hagberg falling number of minimum 230 
- a protein content of minimum of 14.6 %  
  (at 13.5% moisture content)  
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3.3 Present value chain 

Gaziantep
126 ha D-bakır 

81 ha

Mardin; 
1074

Adıyaman
2635 ha

Şanlıurfa 
1458 ha

Batman 
279 ha

Source: MARA (2010)

Organic wheat production in SEAR

3.3.1 Market path and key players 

The main organic wheat producers in Turkey are located 
outside SEAR. The centre of organic wheat in Turkey is 
Erzurum where more than 10,000 t of marketable 
organic wheat is produced.  

In SEAR, more rainfed than irrigated land is used to 
grow organic wheat. In Adıyaman, Resa Tohumculuk 
and Aliş DTM own larger organic wheat projects on 
rainfed land. Most of the wheat marketed as organic, 
however, comes from irrigated areas due to the higher 
yields on these lands. In Şanlıurfa and Mardin provinces, 
all organic cotton farms produce organic wheat.  

Since durum wheat is economically the more interesting 
of the wheat species, the description of the market path 
will focus on it. Tiryaki is the main buyer and processors 
of organic durum wheat in SEAR producing organic 
bulgur for the domestic market as well as for export. 
Tiryaki is supplied directly by the “owners” of the organic 
projects in SEAR. Outside the nine provinces of SEAR, 
the centres of organic bulgur manufacturing are 
Kahramanmaraş and Konya.  

  www.resatohumculuk.com 

  www.tiryaki.net 

For conventional durum wheat there are about 270 
“purchasers” in between of farmers and bulgur 
manufacturers. They buy the raw material according to 
the requirements of the processors and sell it either 
directly to the factory, via designated factory suppliers or 
via the commodity stock exchange. The interviews 
showed that many of these purchasers are also 
interested in getting involved with organic. 

  www.tekbulgur.com 
Şanlıurfa province has alone as many as 23 active 
bulgur factories processing conventional durum 
wheat, and there are many more in Gaziantep and the 
other province centres. Companies such as Tek Bulgur 
and Öz Sarı in Gaziantep as well as Kırım Bulgur and 
Uğur Bulgur from Şanlıurfa are presently considering to 
add organic bulgur to their product portfolio. Bulgur is 
then traded by food wholesalers to retailers all over the 
country. One of them who expressed strong interest in 
organic bulgur is Reis Gıda from Gaziantep. 

  www.ozsaribulgur.com 

  www.reisGıda.com.tr 

As the example of Tarko/Sanko shows, organic wheat 
may as well be sold as feed to organic livestock farms 
outside SEAR. However, the few large organic livestock 
operations are very far from SEAR (the milk producer 
Doğan Organik in Kelkit – 650 km from Gaziantep and 
the poultry producer Keskinoğlu in Manisa – 1000 km 
from Gaziantep) and transport will eat up almost all of 
the profit. 

  www.doganholding.com.tr 

  www.keskinoglu.com.tr 
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3.3.2 Profits and value drivers  

Baking wheat, especially if irrigated, produces higher 
yields than durum wheat. And as the market has not 
been rewarding durum wheat by paying higher prices 
many farmers have now shifted to baking wheat which 
already occupies more than 50% of wheat area in 
SEAR. However, if large quantities of organic wheat are 
to be marketed with an organic price premium, durum 
wheat offers more potential as there is far less 
competition worldwide in durum than in baking wheat.  

Durum wheat versus baking wheat: 

According to a ten-year State Farm trial 
the average yield advantage of baking 
wheat over durum wheat is 8%.  

However, the extra price paid for durum 
wheat is in average only 4%. 

Quality 

For durum wheat to be profitable, farmers must attain a 
certain quality, produce a minimum yield and cut costs 
as much as possible. Quality criteria for good durum 
wheat which is easily sellable to European pasta 
manufacturers are summarised in the table on the right. 
To produce best durum quality, appropriate crop 
husbandry is important as well as the use of certified 
seed of the right variety. Varieties differ in the 
yellowness of the semolina, and farmers need to know 
exactly what the market demands in order to choose the 
corresponding variety. Sarıçanak, Burghos und Svevo 
are varieties preferred by bulgur processors in SEAR. 

Quality criteria of durum wheat  
(Source: Own market interviews) 

Yield 

According to the interviews with organic farmers in 
SEAR, they have an average yield of 3.5 t/ha of organic 
wheat on irrigated land. Conventional irrigated wheat 
would yield 5.0 to 6.0 t/ha in average. 

Yields on rainfed land are much lower – and nearly 
without yield difference between organic and 
conventional. According to many interviews they range 
between 2.5 and 3.0 t/ha.  

From various gross margin calculations it can be 
concluded that the threshold yield for profitable organic 
wheat production is about 3.0 t/ha on irrigated land and 
1.8 t/ha on rainfed land.  

Price 

In Şanlıurfa, an organic project owner paid an 18% 
higher price in 2010 for organic wheat compared to 
conventional. This is the minimum organic farmers need 
in order not to be worse off than conventional wheat 
growers. Nota bene that organic farmers in Germany 
typically receive 50-60% more for their organic wheat 
compared to conventional produce (AMI, December 
2010).  

Along the organic bulgur value chain, the price ladder 
starts with a price of about 0.65 TL/kg for wheat at the 
farm gate and ends with a price of 4.90 TL/kg of organic 
bulgur from the final processor in Gaziantep delivered to 
the shelves of Migros by City Farm. In Germany, the 
cheapest organic bulgur from Turkey in the shelves of 
the organic food retailer Basic was 3.40 EUR/kg, 
equivalent to 6.80 TL/kg. In the value chain the best net 
margin seems to be with the project owner if he is at the 
same time also processor.  

Criteria Best quality 

Protein  
content  

minimum  
15% in the DM 

Gluten  
content 

minimum  
14% in the DM 

ß-carotene content 
of the semolina 

mimimum  
5 ppm in the DM 

Yellow  
index 

minimum  
23.5 

Hectolitre  
weight 

minimum  
80 kg 

DM = Dry Matter 

0,65 TL

1,80 TL

3,00 TL

4,90 TL

farm gate factory
gate

distri-
buter

retail

net margin/kg

costs/kg

Wheat / bulgur prices 
along the value chain
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Profit and costs 

The gross margin for conventional irrigated wheat in 
SEAR lies between 1000 and 1500 TL/ha. Organic 
irrigated wheat may only produce 800 to 1300 TL/ha. On 
rainfed land, organic gross margins are in the same 
range. Rainfed land produces lower yields, but costs are 
also very much reduced. Irrigated lentils produce a 
slightly higher, and irrigated cotton a much higher gross 
margin.  

Compared to Central Europe, where conventional wheat 
prices are lower, the Turkish wheat gross margins are 
extremely high. As prices are up, farmers are not under 
pressure of cutting costs. Whereas in Central Europe 
production costs are about 0.2 TL/kg, they are 0.3 TL/kg 
in Turkey. 

 

3.3.3 Vertical and horizontal integration 

A “Future Exchange System” (vadeli işlem 
borsası) allows farmers to deliver their 
products to a central warehouses. Farmers 
receive a document certifying quantity and 
quality of the delivered product. Whenever 
farmers decide to sell a certain quantity, 
they do so and receive exactly the price of 
the day. The advantage is that farmer can 
take full responsibility when and for how 
much they want to sell their crop. At the 
same time they benefit from optimal good 
storage conditions. Such central 
warehouses are presently set up by the 
commodity stock exchanges, the industry 
and trade chambers and agriculture 
chambers, mostly with government 
support. 

There is more vertical integration in the organic than in 
the conventional durum/bulgur value chain. Conventional 
farmers sell much of their produce on the spot market, 
and bulgur producers purchase from the commodity 
exchange or from whoever makes the cheapest offer. 

When much larger quantities of organic durum needs to 
be marketed, this cannot be done without middlemen. 
However, these middlemen have to be vertically 
integrated into the value chain which needs to become a 
chain of commitments. Farmers in Turkey usually insist 
on payment at delivery. Commercial banks therefore 
need to support value chains by issuing short-term loans 
secured by the raw material in stock. Alternatively, a 
“Future Exchange System” helps farmers without own 
storage facilities to sell the crop whenever they estimate 
the market situation to be most suitable (see box).  

 

3.3.4 Benchmarking 

Due to the extremely high domestic wheat prices, Turkey 
does not export wheat – just flour. On the contrary, 
Turkey imports large amounts of wheat (for example, 
alone 145,000 t durum wheat from the US in the 
2010/2011 year, Goldinvest, 19.01.2011).  

Wheat prices in Germany and Turkey* 
(December 2010;  
Source: AMI, AWI, interviews) 

However, if it comes to organic durum wheat, prices in 
Central Europe are much higher than in Turkey. This is a 
competitive advantage for Turkey and makes exports 
into the EU feasible.  

In order to maintain this advantage, Turkish producers 
must do an effort to cut production costs. To give some 
examples, in SEAR with its large fields, machinery is far 
too small causing a waste of fuel. Using pumped 
irrigation water causes tremendous costs. Ploughing 
could in many cases be replaced by minimum tillage 
saving labour, fuel and water.  

At the end, Turkey has to compete with countries like 
Romania and the Ukraine that also grow organic durum 
wheat. The Ukraine has about 150 organic farms with an 

Crop 
Turkey Germany 
(EUR) (EUR) 

Baking wheat 
conventional 275 250 

Baking wheat 
organic  325 430 

Durum wheat 
conventional 285 340 

Durum wheat 
organic 325 550 

(*always best quality wheat) 
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average size of 1800 ha. Durum wheat is predominantly 
grown in the South of the country where farms are even 
larger and many have European shareholders who have 
heavily invested in mechanisation to produce at 
extremely low costs.  

The Ukraine, however, is also known for a dioxin 
scandal in Germany in May 2010 when a farm from 
Southern Ukraine delivered contaminated organic maize 
to a Dutch feed mill. This has caused many organic 
dealers to be reserved in their decisions to purchase 
grain from the Ukraine. However, according to BLE, 
German government, residues of chlormequate (“CCC”) 
have been found in the past in Turkish organic wheat. 

 

3.4 Summary: SWOT 

Strengths 

Wheat increases soil organic matter in a cotton 
crop rotation. 

The Harran plain is well-known throughout Turkey 
for high quality durum wheat. 

Organic bulgur from SEAR is becoming more and 
more popular in the domestic organic market. 

Organic durum wheat is still quite cheap in SEAR 
compared to Central Europe. 

The EU does not charge any import duties on 
durum wheat from Turkey. 

Good local durum varieties and certified seed are 
available. 

  

Weaknesses 

Farmers often receive no price increment for their 
organic production despite having lower yields. 
Especially on irrigated land their motivation to 
convert to organic farming may therefore be low. 

Production costs of farmers are far too high 
compared with other countries in the region. 

The market for organic baking wheat in Turkey is 
weak as consumers are used to low priced bread. 

Turkey cannot compete with Ukraine and 
Kazakhstan for an EU market share for baking 
wheat. 

Due to a growing durum production in Central 
Europe (Germany, Austria), the need for imports 
is declining.  

Many consumers in Europe do not know bulgur 
and without heavy promotion, sales will not 
increase. 

Opportunities 

Due to a large price difference, organic durum 
wheat from SEAR could be exported to Europe. 

A promising – yet to be developed – market for 
organic bulgur from SEAR is the Middle East 
(UAE, Saudi-Arabia) where demand for organic 
products is growing at fast pace.  

The need to increase competitiveness may lead 
to a vertically well integrated organic bulgur value 
chain with all players making commitments. 

Such a chain may attract the attention of banks – 
facilitated perhaps through a warehouse receipt 
system – supporting the value chain with short-
term loans  

Large organic livestock operations in SEAR (red 
meat production) would absorb important 
quantities of organic feed wheat. 

Threats 

Pesticide residues in Turkish organic wheat 
exported to Germany will have severe 
repercussions on all organic exports from Turkey 
and on future sales (according to BLE, German 
government, there have been problems in the 
past with chlormequate in Turkish organic wheat 
exports. 

As the growth potential for organic bulgur in the 
specialised organic retail market is limited, a large 
part of additionally grown organic durum wheat 
has to be sold on the conventional market if the 
export window closes.  
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4. Organic oil crops: Sunflower and soybean 

4.1 Introduction 

The main emphasis of the value chain analysis lies on 
cotton, lentils and wheat. However, in order to widen and 
diversify the cotton-based crop rotation, other money-
making crops that can be grown in irrigated farming will 
be looked at: Sunflowers, soybeans, tomatoes and 
paprika.  

Tomatoes and paprika are very intensive crops suitable 
only for comparatively small areas, while sunflowers and 
soybeans are typical large area combine harvester crops 
demanded in large quantities for processing. They are 
therefore most interesting in rotations with large area 
organic cotton. 

Most of the cotton rotation crops are facing marketing 
difficulties if offered on the international organic market. 
The reason for this is that generally, Turkish organic 
grains and oil crops cannot compete with produce from 
countries like the Ukraine. An important selection 
criterion for a cotton rotation crop should therefore be: 
Can this crop be also profitably sold on the 
conventional domestic market? Oil seeds are among 
those crops which will in the medium term become 
internationally more expensive due to their dual use as 
food and energy crops and due to the growing demand 
in emerging countries, where people can afford higher 
value food. Internationally, large scale investments into 
processing of these oil crops are underway which in turn 
will stimulate large scale cultivation.  

Soybeans have the advantage over sunflowers that as a 
leguminous crop they are able to fix nitrogen if the soil is 
inoculated with the corresponding strain of nitrogen-
fixing bacteria. In this way fixation of minimum 100 kg of 
aerial nitrogen per hectare can be expected. However, 
soybean is a new crop, not only to farmers, but also to 
research and extension in SEAR, so that an immediate 
large-scale introduction cannot be expected. 

 

4.2 Demand situation and trends  

There is a huge demand for sunflower oil – be it organic 
or conventional – in Turkey which is not met by domestic 
production. The size of the Turkish sunflower market is 
about 1,500,000 t of seed per year. Of this, only 
900,000 t are produced in the country while 600.000 t 
have to be imported. Sunflower oil has a 74% market 
share of all cooking oils used in Turkey’s kitchens (A. H. 
Doğanuz). That means that even if not sold as a certified 
organic product, prices for sunflower seeds should be 
good enough as they are based on real demand. 

Sunflower production in Turkey is 520,000 ha of which 
alone 350,000 ha in Trace Region. In SEAR so far only 
2,800 ha have been sown, more than half of it in 
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Diyarbakır province. Organic sunflowers have not yet 
been produced in Turkey.  

Organic sunflowers – as well as soybeans – have the 
advantage that they are produced GMO-free. Even in 
the conventional food sector there is a growing demand 
for GMO-free food, and retailers become more and more 
aware of that. The concern of consumers is mainly about 
GMO in soya lecithin (which is an ingredient of many 
food items) and about GMO in animal feed (since 
soybean oil cake is part of many concentrate feeds for 
cattle, pigs, poultry and fish).  

The French international hypermarket chain Carrefour 
has now launched a “GM-Free Feed” label for around 
300 meat, poultry and fish products, to assure its 
customers that animals have not been fed GMO food. 
The label has been implemented in all Carrefour stores 
in France and is expected to trigger a domino effect 
among retailers.  

According to a recent IFOP survey, 63% of French 
consumers say they would stop buying a product if they 
knew it contained ingredients that came from animals 
fed with concentrates containing GMO (survey 
conducted in October 2010 over a sample of 1,000 
people representative of the French population aged 18 
and over). 

It can therefore be expected that the oilseed cakes of 
organic, GMO-free sunflower and soya – even if they 
have to be sold on the conventional market – will sell 
well in the feed industry – both in Turkey as well as in 
Europe and even in the United States. Sunflower and 
soybean oil cake from Turkey can be imported into the 
EU completely duty-free. 

„Fed without GMO“: New label 
of the Carrefour retail chain 

The pure organic market though also offers some 
opportunities: 

 Organic sunflower oil is important for the in-country 
processing of organic sultana 

 Interviews showed that farmers of the Erzurum 
Grain Producers’ Union, of which a considerable 
number is certified organic, are interested in 
organic sunflower oil cake to produce organic beef 

  www.altinfistik.com.tr  Altın Fıstık from Gaziantep sees a good opportunity 
for organic sunflower seed to complement the 
portfolio of the company’s brand Ceresse for 
pulses and snacks   www.ceresse.com 

 The German and Czech organic wholesalers Terra 
Natur and Country Life said they would both prefer 
Turkish organic sunflower seed (e.g. for the organic 
baking industry) to organic produce from China 

  www.countrylife.cz 

  www.terra-natur.de  Interviews in Dubai established that organic 
sunflower oil from Turkey also has market 
opportunities in the Middle East 
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4.3 Present value chain 

4.3.1 Market path and key players 

The only organic arable oil crop grown in SEAR is 
presently safflower (about 120 ha mainly in Şanlıurfa, 
MARA, 2010). There is currently no organic sunflower 
production and processing in SEAR. This all needs to be 
developed from scratch. Without any well performing 
processing in proximity, there will not be any significant 
organic sunflower production. 

Some of the main importers in the EU and the US of 
organic oil seed cake and organic sunflower seed are 
listed below. This list is certainly not complete, as it gives 
only a small sample of the doyens in this business. 

   www.belafoods.de 

Importers of organic oil seed cake and sunflower seed:  

   Bela Foods (Germany) www.cargill.com 

 Cargill (USA) 

  www.davert.de  Davert (Germany) 

 Delphi Organic (Germany) 

  www.delphiorganic.com  Doens Food Ingredients (The Netherlands) 

 DO-IT (The Netherlands) l 
  www.doensfood.com  Dreher Agrarrohstoffe (Germany) 

 Krücken Organic (Germany) 
  www.organic.nl 

 Kündig Gruppe (Germany) 

 My Sweet Bio (Italy)  
  www.agrarrohstoffe.de 

 Naturkost Übelhör (Germany) 

 Organic Partners International (USA) 
  www.kruecken.de 

 Poortman (UK)  

 Rapunzel (Germany)   www.kuendig.com 
 Tradin Organic (The Netherlands) 

  www.sweetbio.it 4.3.2 Profits and value drivers  

The profitability of large-scale organic sunflower 
production depends on the processing capacity of 
sunflower oil mills that need to be established in the 
region. The production for the conventional sunflower oil 
industry should be the prime focus while the oil seed 
cake must be considered as a very valuable product – 
because certified organic and GMO-free – and can be 
sold to organic livestock producers in Turkey as a 
valuable protein feed, or even exported into the EU or 
the US.  

  www.naturkost-uebelhoer.de 

  www.organic-partners.com 

  www.poortman.com 

In Tekirdağ, Trace Region, interviews have been 
conducted to assess the profitability of growing 
sunflowers. Due to much higher direct payments for oil 
crops than for grain crops (0.23 TL/kg for sunflowers vs. 
0.05 TL/kg for wheat) the gross margin of sunflower 
cultivation per unit of land is higher than that of wheat.  

  www.rapunzel.de 

  www.tradinorganic.com 

 
78

http://www.naturkost-uebelhoer.de/
http://www.cargill.com/
http://www.belafoods.de/
http://www.poortman.com/
http://www.kruecken.de/
http://www.sweetbio.it/


The down side of sunflower cultivation in areas where 
this crop is uncommon is pest pressure by birds. 
Significant yield losses can occur when birds attack 
solitary sunflower fields. With an increased area under 
sunflower, however, losses per unit of land become less 
pronounced.  

2,13 TL
2,40 TL

2,75 TL

3,50 TL

farm
gate* 

oil press
gate

refinery
gate

retail

net margin/kg
costs/kg

Sunflower oil prices 
along the value chain

In areas where land is one of the most valuable and 
scarce resources – which is the case for irrigated land in 
SEAR – profitability is very much linked to the yield per 
hectare. The average sunflower seed yield in Turkey is 
1.8 t/ha. In Tekirdağ, where a sunflower oil cluster 
ensures good extension and quality inputs, yields are 
usually between 2.0 and 2.2 t/ha. The yield in Diyarbarkir 
province is only 0.8 t/ha according to MARA statistics 
and far below the threshold of profitability. Yields in 
Şanlıurfa have been much higher (1.9 t/ha) and closer to 
the target of 2.0 to 2.2 t/ha.  

The price ladder along the sunflower oil value chain 
shows an efficiently working processing and retail 
industry. Most of the profit lies with the farmer. * 2.13 TL is the oil price equivalent of the 

seed price (40% oil yield) 
4.3.3 Vertical and horizontal integration 

The Tekirdağ example in Trace Region can serve as an 
example for a well functioning sunflower oil cluster with 
all elements of the value chain collaborating on the one 
issue – sunflower oil, with the aim to become competitive 
as a region in the production and sale of this product. 
Constituent parts of this cluster are producer 
associations, input suppliers, oil presses and oil 
refineries, extension, consulting and marketing services 
as well as research. Over 1000 farmers in Tekirdağ are 
connected to processors and traders through leader 
farmers.  

4.3.4 Benchmarking 

Turkey cannot compete with the Ukraine for the 
production of conventional sunflower oil. 43% of the 
conventional sunflower oil imports into the EU are from 
the Ukraine (Toepfer International, 2009), a country that 
produces 20% of the worldwide sunflower production. 
Ten years before, this figure was only 10% indicating 
that there is a massive growth of the sunflower oil 
industry in the Ukraine. Due to very large farm sizes 
working on extremely good soil, production costs are 
minimal.  

Organic sunflower oil exports into the EU are not very 
important as the EU member Romania produces much 
more organic sunflower seed than it consumes. 
Regarding the Middle East as a target for Turkish 
organic sunflower oil, Turkey will have to compete with 
China. The company Daan City Yilong Sunflower, for 
example, is one of China’s most important organic 
sunflower oil producers with well established sales links 
to Saudi Arabia and the United Arab Emirates.  

  www.daylkh.com 

With respect to whole sunflower seeds for the baking 
industry, however, the supply in the EU is not sufficient. 
Major provider here is Hungary, which has its own fast 
growing organic processing industry resulting in high 
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prices for organic commodities. A significant part of 
organic whole sunflower seeds now comes from China – 
a situation that is not favoured by many processors, 
wholesalers and traders (interview with Terra Natur), as 
trust to Chinese organic farming with respect to GMO 
contamination and pesticide use is low. As a GMO-free 
country with short transport routes into the EU, Turkey 
has a competitive advantage here.  

Organic soybeans processed in the EU have mostly 
been produced in France. Trust into soybean producers 
outside the EU is too small given that soybean acreages 
in many countries are already predominantly sown with 
GM-varieties: US 92%, Argentina 99%, Brazil 65%, India 
66% and China 69%. Even countries like the Ukraine 
and Romania, where the law prohibits the cultivation of 
GM-soybeans, are not trusted to be GMO-free, and 
there is indeed much evidence that farmers in both 
countries illegally sow GM-varieties. If Turkey can 
maintain a strong non-GMO position and also enforce it, 
the chances are high that organic soybean oil cake can 
be exported to Europe at good prices. Shelled organic sunflower seed 

from Hungary became expensive  
(Photo: C. Arndt) 

4.4 Summary: SWOT 

 

Strengths 

Oil seeds will in the medium term become 
internationally scarce and more expensive. 

40% of the Turkish demand for sunflower oil is not 
met by domestic production. 

Soybeans area able to fix aerial nitrogen. 

Direct payments for oil crops are higher than for wheat. 

Importers in the EU prefer Turkish organic products 
to food items produced in China. 

Turkey is GMO-free with regards to sunflowers and 
soybeans. 

The EU does not charge any import duties on 
oilseed cake from Turkey. 

Weaknesses 

Turkish farmers cannot compete with Ukrainian 
agriculture producing sunflower oil at very low 
costs. 

Farmers, research and extension in SEAR have not 
had any experience with soybean so far.  

There are no modern sunflower oil mills in SEAR 
acting as a driving force for more sunflower 
cultivation. 

Opportunities 

Sunflowers will increase the profitability of a cotton-
based wide crop rotation, even if sold on the conven-
tional domestic market. 

A sunflower oil industry will emerge in SEAR when 
raw material supply is secured (100,000 t of organic 
or GMO-free oil). 

Organic oilseed cake may easily find a market in 
Turkey and EU as a GMO-free protein-rich feed. 

A promising market for organic sunflower oil from 
SEAR is also the Middle East. 

Producers of shelled organic sunflower seed may 
find a market in the EU organic baking industry. 

Threats 

Investors may perceive it unlikely to obtain the 
volumes of raw material needed to let a processing 
plant work at full capacity. 

Starting sunflower cultivation at small scale is 
difficult due to pest pressure by birds attacking 
solitary sunflower fields.  

China will always challenge Turkey in the organic 
sunflower oil market in the Middle East. 

Acceptance of GMO crops by MARA would destroy 
organic and GMO free marketing opportunities of 
organic sunflowers and soybeans.  
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5. Organic field tomatoes  

5.1 Introduction 

Another interesting cash crop to widen a cotton-based 
crop rotation are organic field tomatoes with immediate 
post-harvest sun-drying. Tomatoes will not be grown on 
large areas like oil crops as their cultivation is very 
capital and labour intensive. Nontheless, to be able to 
compete with other major organic field tomato producers 
in the world, it is necessary to grow tomatoes at a larger 
scale and with as much mechanisation as economically 
feasible in order to reduce unit costs. Growing tomatoes 
in SEAR on a wide scale would follow a general trend of 
increased tomato production in Turkey. Tomato 
cultivation has increased more than three fold since 
1980 and reached approximately 11 million t in 2008. 
The share of processing tomatoes has steadily 
increased over the past years reaching 32% in 2008 
(TurkStat, 2010).  

 

5.2 Demand situation and trends  

The market analysis will only be done for sun-dried, not 
dehydrated tomatoes. Sun-dried tomatoes usually catch 
a much higher price than those dehydrated in heating 
chambers. One of the advantages of sun-dried tomatoes 
is that they lose none of their natural nutritional value as 
a result of being dried in sunlight. Their colour is superior 
and they have a more leathery texture than dehydrated 
tomatoes which are more brittle.  

Organic dried tomatoes from Italy – but 
not sun-dried – have a marketing 
disadvantage to sun-dried tomatoes  

(Photo: C. Arndt) 

The demand for organic sun dried tomatoes is still on the 
rise. Turkey exports about 300-500 t of certified organic 
sun-dried tomatoes every year, of which 50% goes to 
Germany. Market experts have been observing a lack of 
organic raw material over the past years.  

In general, consumers in the United States are much 
more aware of sun-dried tomatoes than consumers in 
many European countries, and much demand – 
especially for conventional sun-dried tomatoes – derives 
from the US. 

However, also the domestic conventional market for sun-
dried tomatoes which is several times greater than the 
organic export market is important and still growing. 
Many organic farmers need this market to sell their 
surplus. 

Sun-dried tomatoes are popular with lovers of the 
Mediterranean cuisine on the one side and with 
consumers aware of climate change issues on the other 
side. These people want to eat tomatoes that have been 
produced with little energy input and transported in a 
most energy-efficient way. And indeed, the carbon 
footprint of sun-dried tomatoes made from field tomatoes 
is much lower than that of fresh greenhouse tomatoes 
harvested in winter. Organic sun-dried tomatoes are 
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conserved without sulphur (only with salt) which is 
another important sales argument.  

There are basically three products on the market: 

1. Semi-dried tomatoes (20-22% humidity, ratio of 
fresh : dried = 6:1 to 8:1) which will be usually 
packed in oil after drying. Alternatively semi-dried 
tomatoes can be pasteurised by boiling, shock-
freezing or IQF (individually quick freezing). Semi-
dried tomatoes have a better, more fruitful taste.  

2. Dried tomatoes (12-14% humidity, ratio of fresh : 
dried = 15:1 to 20:1) which are conserved just 
through the addition of salt. Dried tomatoes 
achieve lower prices on the market; however, the 
costs of processing are also much lower. Organic semi-dried tomatoes in oil 

from Rapunzel’s Turkey project 
3. Dried tomato powder used as a flavouring agent in 

pasta noodles and salad dressings. Photo: Rapunzel

 

5.3 Present value chain 

Kilis
Adıyaman Gaziantep

Şanlıurfa 
20 ha

Source: MARA (2010)

Organic tomato production in SEAR

5.3.1 Market path and key players 

At present the organic tomato area of SEAR does not 
exceed 25 ha. Farmers South of Şanlıurfa who are part 
of an organic cotton project owned by Reform in Izmir 
grow Ekotar-certified organic tomatoes and sun-dry them 
on the spot. The buyer, Yeditepe Organik from Izmir, is 
doing the sorting, bulk-packing and exporting.  

There is quite a substantial experience with tomato 
production in the area. Bozova district (Şanlıurfa 
province) has conventional tomato paste manufacturing 
and large-scale contract farming agreements (350 ha) 
with local farmers. Adıyaman province has about 100 ha 
of tomato production for two drying facilities. Denimeks 
from Gaziantep has an organic drying operation, 
however, lacks organic tomatoes as raw material. The 
organic farm Selym Uludağ in Şanlıurfa has a lot of 
experience with drying medical herbs and plans to go 
into tomato production and drying when the GAP 
irrigation infrastructure is put in place and allows for 
gravity irrigation.  

  www.yeditepeorganik.com 

  www.selimuludag.com.tr 

  www.rapunzel.com.tr On the side of exporters of organic sun-dried tomatoes 
from Turkey, there several small to medium-sized 
players like Rapunzel, Işık Tarım, Oğuzcan, Nimeks, 
Meon and Boyraz. The importers in Europe will be by 
and large the same as those importing also organic 
lentils from Turkey (see Chapter 2.3.1). 

  www.isiktarim.com 

  www.oguzcanfruit.com 
 

5.3.2 Profits and value drivers    www.nimeks.com.tr 
Assuming a rate of fresh to dried tomatoes of 1 : 16 and 
an organic tomato price at harvesting season of 
0.13 EUR/kg (field edge), the raw material costs of per 
kilogramme of dried tomatoes is 2.08 EUR. With a 
current price of up to 5.00 EUR/kg FOB the margin for 
processing and trade is highly interesting if logistic costs 
can be kept low. Retail prices in Germany are between 

  www.boyraz.com 

  www.denimeks.com 
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20.00 and 30.00 EUR/kg, compared to 12.50 EUR/kg for 
conventional dried tomatoes. 

Export prices are not always so high. In fact they usually 
oscillate between 2.70 and 3.80 EUR/kg with prices for 
fresh organic tomatoes of 0.10 EUR/kg (or 1.60 EUR per 
kilogramme of dried tomatoes). From a certain raw 
material price upwards, drying becomes unprofitable and 
the crop should rather be sold on the fresh market – 
otherwise drying means losing money. Therefore in 
SEAR, drying is usually done only in the four weeks 
between 25 July and 20 August.  

As the drying itself is hardy profitable (see price ladder 
on the right), farmers do it as a guarantee to get a 
certain minimum price at a time in summer when usually 
daily yields exceed daily marketing capacities and 
market prices may drop to the bottom. 

Some exporters can achieve a price well above the 
average export price if they convince the buyer of their 
special quality and corresponding assurance measures. 
During sun-drying the crop can get easily contaminated 
through dust and bird droppings – and buyers are ready 
to pay more if the product comes from a trusted source. 
In order to produce a clean product, a good dryer uses 
large nylon sheets for the crop to rest on during sun-
drying. In addition, the drying site must be well protected 
from wind, dust, people and livestock.  

Processors who seek to become more competitive need 
to manufacture a product that is different. Producing 
semi-dried tomatoes, for example, means to enter the 
market not with an exchangeable commodity, but with a 
product that usually already has a customer when it is 
produced. The production of semi-dried tomatoes 
involves extra investments (e.g. into pasteurisation and 
vacuum packaging); however, these investments usually 
pay off as the competitiveness of the product increases. 

According to tomato farmers in Şanlıurfa, the biggest 
challenge for profitability in organic tomato production 
are fungal diseases and the parasitic weed dodders 
(Cuscuta). In areas dominated by cotton, cotton 
bollworms also pose a problem, which currently, 
however, does not require control yet. Organic farmers 
usually get about 70% of the yield that conventional 
tomato growers receive (50 vs. 70 t/ha), but they also 
have less costs so that organic tomato production in 
SEAR is a viable option. 

 

5.3.3 Vertical and horizontal integration 

The sun-dried tomato value chain usually is very well 
vertically integrated with dryers having a contract to fulfil 
and exporters having long-term clients. However, here 
also lies a problem: There may be years when tomato 
prices are high and should rather be marketed fresh 
instead of losing money through drying. In a vertically 
integrated chain, the customer may not understand why 
agreements should not be fulfilled.  

 

* 1.60 € is the raw material price to get 
one kilogramme of dried tomatoes 

1,60 €
2,50 €

3,80 €

20,00 €

field
edge* 

after
drying

  fob   
Izmir

retail

net margin/kg
costs/kg

Tomato / sun-dried tomato prices 
along the value chain
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5.3.4 Benchmarking 

Turkey competes with many other countries for market 
shares of sun-dried tomatoes. Conventional sun-dried 
tomatoes are presently produced much cheaper in 
Uzbekistan: Including transport to Turkey they usually 
cost the same as the produce from Turkey itself. 

For organic sun-dried tomatoes, Turkey has to face 
competition from China. At the same time, when Turkish 
sun-dried organic tomatoes cost 4.50 EUR/kg FOB 
Turkish port, the price for a similar product from China 
was only 3.50 USD/kg FOB Chinese port (Alibaba). The 
only way Turkish companies can score here is through 
the building of trust into the safety of their products and 
positive social and environmental impacts of the organic 
farming projects in SEAR. 

 

5.4 Summary: SWOT 

 

 

Strengths 

There is a strong demand for sun-dried organic 
tomatoes in Western and Central Europe as well 
as the US. 

Importers in the EU prefer Turkish organic 
products to food items produced in China. 

Also the domestic conventional market for sun-
dried tomatoes is important and still growing. 

Exporters and processors in Turkey experience 
a lack of organic raw material for drying. 

Weaknesses 

Turkish farmers cannot compete with Chinese 
agriculture producing organic sun-dried 
tomatoes at very low costs. 

The drying itself is little profitable, but rather an 
assurance for farmers to receive a minimum 
price. 

 

Opportunities 

Tomatoes will increase the profitability of a 
cotton-based wide crop rotation, either if sun-
dried for the organic export markets or if sold 
(fresh or dried) on the conventional domestic 
market. 

The need for increasing competitiveness will 
make farmers radically reducing costs through 
mechanisation and production of large volumes.  

The need for increasing competitiveness will 
also lead to an emphasis on food safety and on 
communicating the social and environmental 
benefits of organic farming in SEAR. 

Threats 

Fungal diseases, cotton bollworms and dodders 
(Cuscuta) pose a threat to organic tomato 
production. 

Especially cotton bollworms may be devastating 
in future if biological means of control are not 
available (Bt and predators). 

In years when tomato prices are high drying is 
not profitable. Farmers therefore could prefer to 
sell their produce on the fresh market 
jeopardising the good relationship with the 
buyer.   
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6. Organic pomegranates 

6.1 Introduction 

Pomegranates have been chosen for the analysis of 
organic value chains as they provide good opportunities 
for farmers on marginal lands and in climates 
unfavourable for arable cash crops. Pomegranates 
which are native to the Iranian Plateau with a climate 
similar to SEAR grow well on stony land in the 
mountains. They are fairly drought tolerant, but will need 
some drip irrigation in June and July. The investment is 
small as planting material is very cheap: Many farmers 
just plant unrooted cuttings. Trees already bear fruit after 
three years (with the tree reaching its full potential at the 
age of seven) allowing for rapid returns of invested 
funds. 

On the other hand there is a growing demand for organic 
pomegranates – especially for the juice industry and the 
fresh food sector. This is true for Turkey, but also 
Central and Eastern Europe as well as the Middle East.  

6.2 Demand situation and trends  

The Turkish domestic market is the prior target of most 
of the organic pomegranate producers and processors in 
SEAR. As the organic food market grows with 
processors specifically targeting Turkish consumers, 
wholesalers specialising on providing domestic products 
to retailers and an increasing number of retailers 
extending their assortment to organic products, there is 
demand for firstly, organic pomegranate juice, secondly 
organic pomegranate vinegar (nar ekşisi) and thirdly 
fresh organic pomegranates. In an interview with the 
Team, one of the largest Turkish wholesalers, Sade 
Organik, said that all kinds of fresh organic fruits and 
fruit juices are still lacking; and this market should be the 
first target for Turkish organic fruit growers and 
processors.  

Street vendors offering fresh squeezed juices are quite 
popular in Turkey. Fresh pomegranate juice is one of the 
major fresh food items offered during the winter season 
and Turkish people appreciate the well-known positive 
impact on their health.  

Pomegranates are less known to the consumers in 
Western and Central Europe. Russia is different as there 
has been a good supply in Soviet times from Azerbaijan 
and Central Asia. An interview with Russia’s largest 
importer of finished organic food products Arivera 
demonstrated that fresh pomegranates and 
pomegranate juice are among the most demanded 
organic products. According to interviews held with 
organic traders in Dubai, organic pomegranate juice is 
also sought after in the Middle East.  

  www.sadeorganik.com 

  www.arivera.ru 
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In the first years of the 21st century laboratory research 
and human pilot studies in the US and Israel have 
shown that juice of pomegranates is effective in reducing 
heart disease risk factors. In anticipation of a demand 
explosion, many new plantations have been established 
from 2005, especially in Italy and Spain. These 
plantations start to produce fruit now which has led to 
considerable price drops for pomegranate juice and 
seed oil. Good prices can, however, still be achieved 
with fresh pomegranates. Having said so, this is an 
extremely small market which first needs to be 
developed in many Western and Central European 
countries where consumers are more used to tropical 
fresh fruits as mango and pineapples rather than to 
many subtropical fruits as pomegranates and per-
simmon.  

Selling fresh pomegranate juice 
(Photo: E. Rüegg) 

However, it may be still profitable to export organic 
pomegranate juice, especially if a higher price can be 
negotiated for a product which comes from an absolute 
reliable source for the baby food industry or expensive 
juice brands. The largest organic juice manufacturer 
Voelkel for example needs per year about 300 t of 
organic pomegranate juice – and is presently looking for 
new suppliers. 

  www.voelkeljuice.de 

  www.hipp.de 

The international baby food manufacturer Hipp, who 
claims to process more organic produce than any other 
organic food processor in the world (258 products 
supplied from 6,000 organic farmers on grown 
15,000 ha) has a constant demand for pomegranates for 
its half-ware customers (interview with Dieter Büchle of 
Hipp Germany). Hipp has a factory in Georgia and in 
addition, contract processing in Mersin (Targid, see 
below). These could be the points of delivery for 
production from SEAR.  

Pomegranate seed oil has a cosmetic and medicinal 
use. It is gaining increased attention by cosmeceutical 
manufacturers and the aromatherapy industry due to its 
ability to nourish, moisturize and repair the epidermis 
and improve skin elasticity. Producers of natural 
cosmetics purchase considerable amounts of organic 
pomegranate seed oil. Market leader for pomegranate 
cosmetics in Germany and internationally is Weleda – 
Germany’s Number One for natural cosmetics (over 40% 
market share). Other brands producing pomegranate 
cosmetics in Germany are Dr. Hauschka, Logona and 
Primavera.  

  www.weleda.de 

  www.dr.hauschka.de 

  www.logona.com Pomegranates possess antioxidant properties and can 
help prevent and treat a variety of cancers. Today the 
entire pharmaceutical industry is using different 
pomegranate extracts: from seeds, juice, skin, leaves 
and roots.  

  www.primavera-life.de 
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6.3 Present value chain 

6.3.1 Market path and key players 

Organic pomegranates are mostly grown by farmers in 
Gaziantep, partly also in Şanlıurfa and Adıyaman. New 
orchards have recently been established in Kilis and 
Mardin.  

In the Harran plain (Şanlıurfa province) Ant Gıda is 
marketing the C.U. certified organic pomegranates of a 
farmer with about 200 t per year. The pharmacist Medet 
Abbasoglu from Şanlıurfa is supporting 17 farmers from 
Siverek and Şanlıurfa producing currently 150 t of ETKO 
certified organic pomegranates per year. However, 
Medet has not been able to develop a market for these 
pomegranates hoping for new, government sponsored 
pomegranate processing facilities in the region.   

Ramiz Tohumcu and two partners produce 15 ha of 
Ecocert certified pomegranates in Adıyaman. Available 
volumes are 120 to 250 t/year. The nearest organic 
processors are in Mersin (430 km) and Niğde (540 km). 
Ramiz’ aim is to produce mainly for the fresh market in 
Istanbul while the second quality would go into juice 
making. Pomegranates have the big advantage of good 
storability. This means that they can well be supplied 
even from SEAR to places like Istanbul and Ankara. 
Fruits can be easily stored for a period of three months 
after harvest in ambient conditions.  

The table on the next page shows the major companies 
involved in the organic pomegranate value chain 
(processing and trade). For growers from SEAR, 
processors in Malatya (Boyraz), Niğde (Göknur Gıda) 
and Mersin (Targid) could be of special interest. Göknur 
Gıda and Targid are mostly producing pomegranate 
juice concentrates for export. Other processors produce 
organic pomegranate juice for the Turkish market. 
Companies often play not only one, but several roles in 
the value chain. 

Transporting pomegranates over more than 200 km for 
processing will be economically questionable. It is 
encouraging, however, that some juice processors inside 
SEAR have shown strong interest in processing for the 
organic market, for example Zivzik Gıda in Siirt and 
Elkim Gıda in Kilis. 

 

Gaziantep
75 ha

Şanlıurfa 
26 ha

Adıyaman
15 ha

Source: MARA (2010)

Organic pomegranate production in SEAR

Super-
markets

Health 
food 

shops 

Open 
markets

Internet 
shops

Wholesaler 

Processor 

Packager 

Distributer 

Producer 

Market path of organic pomegranates  
(red line: fresh fruit; black line: juice / concentrate) 

Exporter 
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Companies involved in the organic pomegranate value chain  
(Source: Own research) 
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AGROSOL www.agrosol.com           

BOYRAZ www.boyraz.com           

CITY FARM www.cityfarm.com.tr           

EKOLOJİ MARKET www.ekolojimarket.com           

ELITE NATUREL  www.elitenaturel.com           

GÖKNUR GIDA www.goknur.com.tr           

IŞIK TARIM www.isiktarim.com           

NAR GOURMET www.nargourmet.com           

NARİÇE www.narice.com           

OLIVEFARM www.olivefarm.com.tr           

RASAYANA www.rasayana.com.tr           

SADE www.sadeorganik.com           

SAFİORGANİK www.safiorganik.com.tr           

TARGID www.targid.com           

YERLİM www.yerlim.com           

 

Turkish companies aiming to export organic 
pomegranate products (juice, juice concentrate, fruit 
preparations, seeds and seed oil) need to know the 
major importers in Germany. Significant buyers of 
organic pomegranate juice and juice concentrate are:   

  www.voelkeljuice.de 

  www.beutelsbacher.de 

 Voelkel 

 Beutelsbacher   www.ackermanns-haus.de 

 Ackermanns  

  www.agrana.de Importers in Germany for fruit preparations in yoghurt: 

 Agrana  

  www.gruener-punkt-naturkost.de  Grüner Punkt Naturkost  

 Allos 

  www.allos.de 
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Importers in for pomegranate seeds: 
  www.kraeuterhaus.de 

 Kräuterhaus Sanct Bernhard 

 All Organic Trading  
  www.a-o-t.com 

 Weleda 

Alyasra Foods from Dubai is a major importer of organic 
products for the markets in the United Arab Emirates. 
The company has expressed great interest to expand its 
range of products to pomegranate juice which needs to 
be packed in the country of origin.  

  www.weleda.de 

  www.yasrafood.com 

6.3.2 Profits and value drivers  

To be able for the farmer to sell at a good price – and for 
the processors to add good value to the product, the 
appropriate variety needs to be chosen when 
establishing the orchard. Hicaz is supposed to be a good 
variety for both fresh market and juice making. Its pulp is 
deeply red, and it is slightly sour, an attribute necessary 
for juices. 

Some conventional farmers spray pomegranates against 
pest. When pesticide residues are found in organic 
pomegranates farmers may lose out completely. To 
avoid this risk they must give utmost priority to efforts of 
protecting their trees from pesticide drifts from 
neighbouring orchards.  

According to the German Competent Authority BLE, 
there have been problems with added water in organic 
pomegranate juice which Turkish processors had 
exported to Germany. The exporters had to take back 
these shipments leading to considerable losses.  

Otherwise growing pomegranates and 
processing them to pomegranate juice 
is a profitable business for all entre-
preneurs in the value chain. For the 
farmers the investment is small as 
planting material is very cheap. Some 
investment into drip irrigation equipment 
to water the plants in June/July, how-
ever, is important. The water require-
ment is low: Only about 50 m³/ha/day. 
Trees already bear fruit after three years 
and reach their full potential at the age 
of seven. 

Prices of organic and conventional pomegranates 
along the value chain  
(Source: Own interviews, Nov. 2010) 

 
Organic Conventional
(TL/kg) (TL/kg) 

Farm gate price for fresh 
market pomegranates 

1.00 0.80 

Retail price on local 
market in SEAR 

 1.65 

The prices for pomegranates and 
pomegranate juice are given in the table 
on the right. With a yield of 10 t/ha in the 
worst case, the farmer can still make 
7,000 TL per ha and year while re-
current costs will not exceed 1,000 TL.  

Retail price in Istanbul 
supermarket 

3.50 3.50 

Farm gate price for 
processing pomegranates 

0.70 0.50 

The processor needs about 2.5 to 
3.0 kg of fruit per litre of juice. When the 
raw material already costs 2.10 TL/ltr. 
and the sales price is only 4.00 TL/ltr., 
the margin is not very big and does not 
allow for large transport costs for the 
raw material.  

Factory gate price for 
pomegranate juice 

4.00 3.00 

Retail price for juice in 
Istanbul supermarket 

6.25 5.10 
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The preferred option for the farmer is to produce for the 
fresh market. Here, margins are much higher. However, 
the quality of the fruit must also suit the requirements of 
a demanding organic retail market in Istanbul. The 
farmer will always have a share of production which only 
is only good for processing. For the profitability of 
organic pomegranate farming it is therefore important to 
have an organic processing facility nearby.  

 

Prices of pomegranates and pomegranate juice in Istanbul supermarkets (TL/kg) 
Source: Own survey 

Supermarket Product Manufacturer 
TL/kg 

Organic 
TL/kg 

Conventional % more 

Carrefour 
Pomegranate 

fresh 
Öcal 3.49 3.49 0 

Carrefour 
Pomegranate 

juice 
City Farm 6.95 3.35 107 

Migros 
Pomegranate 

juice 
City Farm 6.25 5.09 23 

Migros 
Pomegranate 

juice 
elite naturel 12.90 5.09 153 

 

 

6.3.3 Vertical and horizontal integration 

There is at the moment very little vertical integration 
which urgently needs to be built up if farmers from SEAR 
want to become regular suppliers of the Istanbul fresh 
organic market. The Team interviewed a producer in 
Şanlıurfa (Çagdas Tarım Zirai İlaç Tohum Gübre Bayi) 
who had given up organic pomegranate production due 
to lack of vertical integration and the absence of sale 
agreements. 

 

6.3.4 Benchmarking 

Main competitors for organic pomegranate growers and 
processors in SEAR are producers from Italy, Spain, 
Azerbaijan and Iran. Whereas growers in the EU have a 
better access to the European market, companies such 
as Aznar Natural Products from Baku have already 
successfully entered the huge Russian market with 
natural pomegranate juices and other products. The 
company is planning to go into organic products soon.  

  www.aznar.az 

According to the organic markets expert Peter Brul, 
organic pomegranate juice from Iran had problems with 
lead beyond permitted levels, probably from perlite and 
bentonite use in processing. This damaged Iran’s 
reputation as a safe producer of organic pomegranate 
juice. Pomegranate cultivation in Iran also suffered from 
strong and long frosts in 2008 which damaged a lot of 
trees. 
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6.4 Summary: SWOT 

 

Strengths 

Pomegranate trees are drought tolerant and cope 
with poor soils and harsh climate. 

Investment needs are small. 

Trees already bear fruit after three years allowing for 
rapid returns of invested funds. 

Pomegranates have good storability. 

Prices have been fairly stable. 

Weaknesses 

There is no organic pomegranate juice manufacturer 
in SEAR. 

Vertical integration to supply organic pomegranates 
to the Istanbul fresh organic market is lacking. 

Many consumers in Western and Central European 
countries are not used to pomegranates. 

Opportunities 

Income generation for farmers on marginal lands 
and in climates unfavourable for arable cash crops. 

Demand for organic pomegranates is growing in the 
Turkish domestic market: both for juice as well as for 
the fresh market.  

Due to its good storability fruits can easily be 
supplied from SEAR to Istanbul and Ankara. 

Fresh pomegranates and its juice are among the 
most demanded organic products in Russia. 

Another promising market is the Middle East where 
demand for organic products is growing at fast pace. 

The organic juice industries also show an increasing 
interest in organic pomegranates from Turkey.  

Organic cosmeceutical manufacturers demand 
considerable amounts of pomegranate seed oil. 

Conventional pomegranate juice manufacturers in 
SEAR may decide to go into processing for the 
organic market. 

Threats 

New plantations established after 2005 in Italy and 
Spain start to produce fruit now which has led to 
considerable price drops for pomegranate juice and 
seed oil. 

Farmers and exporters may lose large amounts of 
money if pesticide residues are found in their 
exported organic produce.  

Azerbaijan is main competitor for SEAR and has 
better access to the Russian market. 

Without proper volumes and horizontal integration 
farmers intending to supply the Istanbul fresh organic 
market may fail and lose money und credibility. 

Margins for juice manufacturers are not high, and 
they must be very efficient and good in marketing in 
order to make profits. 
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7. Organic pistachios  

7.1 Introduction 

Organic pistachios have been chosen for the value chain 
analysis as they belong to the first food crops associated 
with SEAR, mainly with Gaziantep, Şanlıurfa and Siirt 
provinces. The Rapunzel organic pistachio project in 
SEAR has been one of the first organic projects in 
Turkey. However, the results of the value chain analysis 
for organic pistachios are not very optimistic. The farm 
gate pistachio price in SEAR is extremely high because 
of a strong demand from the Turkish Baklava production. 
At these high prices the willingness of the Turkish 
consumer to pay a premium for organic pistachios is low. 
Also the demand in Europe has been affected by the 
high price level. In addition, quality wise Turkey has 
difficulties in competing with produce from Iran and 
California that has fewer problems with aflatoxins and is 
more of the variety preferred in Europe.  

 

7.2 Demand situation and trends  

The pistachio sales of German importers such as 
Rapunzel or EgeSun are estimated to be 200 to 300 t 
per year each. This is not very much and has been 
stagnating for years. The organic market expert Peter 
Brul (former AgroEco) explains that Turkish produce has 
disadvantages due to smaller size, higher percentage of 
rotten, damaged and closed nuts, as well as the 
presence of aflatoxins in some samples. Aflatoxins are 
naturally occurring mycotoxins that are produced by 
Aspergillus fungi and belong to the most carcinogenic 
substances known. In this context, however, it must also 
be mentioned that exporters from SEAR do not recall 
any problems with quality so far.  

Organic pistachios from 
Turkey sold in Germany 
Photo: Rapunzel 

Turkish consumers prefer the Antep type pistachios 
which are smaller in size and more tasteful. This is the 
pistachio most widespread in SEAR. However, the 
European market prefers more a pistachio that is looking 
nice and is larger in size such as the Siirt type, which is 
mostly grown in Iran, but also in parts of Siirt province.  

Pistachio consumption in Europe is elastic to price 
changes. It is a luxury item which can easily be 
substituted by other nuts, e.g. cashew, almonds or pine 
kernels. Market experts reckon that if sales price 
decreased, sales in Europe would go up. The reason for 
a high domestic price level is the local Baklava industry 
which requires a lot of pistachios as a raw material. 

There are, however, also other markets to look at. 
Interviews that the Team conducted with companies 
from the Middle East and Russia established that 
organic pistachios from Turkey are well sought after in 
the Emirates, Saudi-Arabia and Russia.  
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7.3 Present value chain 

7.3.1 Market path and key players 

Şanlıurfa
147 ha

Kilis 
2 ha

Adıyaman
67 ha

Gaziantep 
2749 ha

Source: MARA (2010)

Organic pistachio production in SEAR

The market path of organic pistachios starts with the 
farmer usually owning a sizeable orchard of minimum 
one hectare and continues to the processor who often is 
also the “owner” of the organic pistachio project holding 
the organic certificate. The processor mostly exports the 
crop directly or occasionally sells the product to a trading 
firm specialised in exports.   

Production 

Most of the organic pistachio production can be found in 
Gaziantep. Many of the producers are linked to Tiryaki 
and some to Altın Fıstık who as processors “own” 
organic pistachio projects and buy the nuts directly from 
their contracted producers.  

In Şanlıurfa province organic pistachios can be found in 
Macunlu, half way between Halfeti and Bozova.  

  www.tiryaki.net A promising production area for pistachios with a strong 
interest in organic pistachios is Siirt province where a 
real “Pistachio Cluster” has developed over the past 
years. 6.5 million pistachio trees have been newly 
planted, four pistachio processors are operating and a 
Union of Pistachio Growers serves its 5000 members 
with extension, processing and marketing. 

  www.altinfistik.com.tr 

Processing  

Pistachio processing consists of peeling (hulling), hull 
separation, washing, drying, colour sorting to decrease 
aflatoxin contamination and then either manually 
cracking of shells or for roasted and salted pistachios in 
shell removal of closed mouth pistachios, dry roasting 
and salting, metal detection and finally bulk packaging.  

In SEAR, the main organic pistachio processors are 
Tiryaki and Altın Fıstık who make roasted and salted 
pistachios in shell. In addition, there are also some firms 
producing delicatessen from organic pistachios. ÖĞÜT 
from Gaziantep for example used to make organic 
pistachio paste in addition to roasted and salted 
pistachios, but have stopped due to low profitability.  

  www.oguttarim.com   www.oguttarim.com 

  www.guneydogubirlik.org.tr 

An important actor in the value chain of conventional 
pistachios is the Gaziantep-based Union of Farmer 
Cooperatives (Güneydoğubirlik). The union that is run 
like a company wants to increase the market position of 
smallholders. It is processing the pistachios from its 
members – partly to a finished delicatessen product, a 
pistachio spread which has found access into the 
supermarket chain of Metro.  

 

Exporting 

Organic pistachios are generally exported bulk and 
vacuum packed. Exports are partly done by the 
processor, partly by specialised export firms who buy the 
produce from the processor. 
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The main exporters of organic pistachios from Turkey 
are:    www.batafood.com 

 Bata Food (Istanbul)  

  www.boyraz.com  Boyraz (Malatya)  

 Durucu Organik (Samsun)  

  www.durucu.com  Eurasia Organics (Istanbul) 

 Işik Tarım (Izmir) 
  www.eurasiaorganics.com  Kahraman Tarım (Gaziantep)  

 Kermes Tarım (Izmir)  
  www.isiktarim.com 

 Rapunzel (Izmir)  

 Sade Organik Istanbul)  
  www.kahramanas.com 

 SAF Organic Food (Şanlıurfa) 

 Tiryaki (Gaziantep) 
  www.kermes.com.tr 

 

Importing 
  www.rapunzel.com.tr 

In general, there are no importers specialised in organic 
pistachios. Organic raw material dealers from the 
Netherlands, Germany and Italy, who import organic 
products such as dried fruits and pulses from Turkey, 
also buy organic pistachios (see Chapter 2.3.1). A 
company specialised in the trade with pistachios – and 
also doing organic pistachios to a certain degree is 
Atrimex from Hamburg, Germany. 

  www.sadeorganik.com 

  www.saforganic.com.tr 

  www.tiryaki.net Organic pistachios are either used by food 
manufacturers (chocolates, ice creams, mortadella-
sausage) or sold under the trade labels of Davert and 
Rapunzel (packed in sachets of 100 to 250 grams) in 
specialised organic food stores.  

Mainstream supermarkets who wish to expand their 
range of organic products can do this with the help of 
BioVlog. This company acts as a mediator between 
organic food manufacturers and supermarkets for 
currently 650 organic articles. In an interview BioVlog 
showed its interest in mediating sales between 
producers of pistachios and other nuts and dried fruits 
from Turkey and retailers in Germany.  

For organic sales into the Middle East important partner 
companies for producers from SEAR are:  

  www.atrimex.com 
 Emirates Gourmet Organic from Dubai importing 

nicely packaged organic delicatessen for luxury 
hotels and shops.   www.biovlog.de 

 Alyasra Foods from Dubai who is a major importer 
of organic products for local markets in the 
Emirates. The company has great interest to 
expand its range of products to pistachios which 
need to be packed in the country of origin.  

  www.emiratesgourmetdubai.com 

  www.yasrafood.com 
 In Saudi Arabia, Al Watania is already trading with 

Turkish companies for organic pulses, nuts and 
dried fruits.   www.watania-agri.com 
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7.3.2 Profits and value drivers  

For SEAR pistachios are important as they provide 
economic opportunities for relatively dry rainfed lands. 
However, the establishment of a pistachio orchard is a 
long-term investment and more something for people 
who can afford to wait a number of years for the returns 
on their investments. The trees take approximately 
seven to ten years to reach significant production while 
the peak production is only reached at approximately 20 
years. Bearing is most often biennial which is another 
feature making the crop less attractive for poor farmers.  

  www.afae.gov.tr 

Profitability factors which organic pistachio producers 
need to be in command of are an effective pest control 
and the avoidance of aflatoxin development. The most 
damaging pests are the larvae of pistachio seed wasps 
which spoil the nuts. The Pistachio Research Institute in 
Gaziantep has developed solutions including biological 
pesticides and predator insects. For the economic 
production of beneficial predator insects, however, a bio-
laboratory in Gaziantep is indispensable. To avoid 
contamination with dangerous aflatoxins it is very 
important that in the processing factory the hulled nuts 
get completely dried within 24 hours so that shells do not 
develop any fungi.  

16 TL
18 TL

23 TL

40 TL

farm gate factory
gate

   fob   
Izmir

retail

net margin/kg
costs/kg

Pistachio prices 
along the value chain

The very high prices for conventional pistachios for the 
past two years have led to good profits for orchard 
owners. As the price ladder on the right shows, 
processing of organic pistachios itself is not very 
profitable and must be done either in large volumes or in 
combination with trade in order to make money with this 
business. Out of all pistachios processed by Altın Fıstık 
in Gaziantep only 3% are organic. For the company it 
does not pay to process organic pistachios, and the 
main incentive for doing so is not to lose existing clients 
who primarily purchase conventional produce.  

 

7.3.3 Vertical and horizontal integration 

Usually the vertical integration in the organic pistachio 
value chain is strong and traders work in long-
established relationships. However, the Team also 
interviewed two producers who had given up organic 
pistachio production (Ceylanpinar State Farm and 
Çagdas Tarım) due to lack of vertical integration and the 
absence of sale agreements.  

 

7.3.4 Benchmarking 

Compared internationally, Turkish organic pistachio 
production is too expensive and with a quality that is 
often sub-optimal. Iran is the main competitor. The 
country has a long tradition in growing pistachios. 
Twenty pistachio varieties are cultivated and, in addition, 
much appreciated wild pistachios are collected in the 
East of the country. The country which is worldwide the 
Number One pistachio exporter (FAO) has about 

Organic pistachios grown in Sanliurfa 
province 
Photo: C. Arndt 
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80,000 ha of pistachio orchards. More and more of them 
are getting organically certified by companies such as 
Control Union, Ecocert and BCS (Peter Brul, former 
AgroEco). Iran can produce at lower costs and offer an 
often better quality with processing facilities that are 
comparable with those in Turkey. However, some 
political factors make Iran are more difficult trade partner 
for European companies than Turkey. Iranian banking 
products, for example, are limited and the transfer of 
funds laborious. In addition, the presence of aflatoxins 
has also been a major problem of organic pistachios 
from Iran (P. Brul). 

Other serious competitors for organic pistachios are 
India, Israel and Cameroon. Compared to Armenia, 
Azerbaijan, Iraq and Greece, however, Turkey is the 
more competitive pistachio supplier.  

 

7.4 Summary: SWOT 

 

Strengths 

Pistachio trees are a crop for relatively dry rainfed 
lands. 

Owners of pistachio orchards made good money 
with their crop for the past two years. 

 

Weaknesses 

For many consumers in Europe, pistachios are a 
luxury food item which is substituted by other nuts 
(such as cashews) when prices get too high.  

Compared to produce from Iran or the US, Turkish 
pistachios have disadvantages due to smaller size, 
higher percentage of closed nuts, as well as the 
presence of aflatoxins in some samples. 

After establishment, a pistachio orchard only 
produces a significant yield after seven to ten years. 

 

Opportunities 

Because of a strong local market (Baklava 
production) opportunities for export-oriented organic 
pistachio production are low. 

However, Russia and the Middle East both constitute 
promising markets where demand for organic 
products is growing at fast pace.  

Siirt province could evolve into a centre of organic 
pistachio production with an effectively working 
Union of Pistachio Growers organising 
demonstrations, delivering training, running 
processing facilities and executing quality control. 

Better market information shared by traders and 
processors of the organic pistachio value chain will 
help to source raw material at better prices and of 
the quality the markets desire.  

 

Threats 

Without proper vertical integration pistachio orchard 
owners will refrain from organic certification and 
prefer to sell on the conventional spot market.  

Margins for pistachio processors are not high, and 
they need to process large volumes in order to make 
profits. 

Without a predator-producing biolab in an organic 
pistachio area, organic pistachio producers will find it 
difficult to control pistachio seed wasps and other 
pests. 

Iran is main competitor for SEAR and can offer 
cheaper prices and larger sized varieties. 
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8. Organic olives 

8.1 Introduction 

Organic olives have been included in the value chain 
analysis as olive production gets more and more 
important in SEAR – especially in the provinces of 
Gaziantep and Kilis. At present, only 4% of Turkey’s 
olive production is from SEAR, while the centre of olive 
cultivation is the Aegean Region (with a production 
share of 55%). However, many new plantings especially 
in Kilis combined with an increased domestic demand for 
olive oil and an emerging cluster in Kilis around organic 
olive oil makes organic olives a somehow strategic crop 
for the development of an organic cluster in the South-
Western part of SEAR.  

Nearly the entire world olive production is from countries 
bordering the Mediterranean. Turkey is the 4th biggest 
producer (8% of the world production) after Spain (26%), 
Italy (23%) and Greece (15%). In Turkey, 790,000 ha 
are under olive trees (TurkStat, 2010) and about 
500,000 families make a substantial income from the 
olive industry, be it as farmer, processor or traders. The 
annual average olive production is around 1.3 million t of 
which 65% is for oil extraction and the remaining 
quantity for table use. From the 150,000 t of oil produced 
in Turkey, about half is for home consumption while the 
other half is exported. During the last decade, however, 
the annual olive oil exports have been oscillating 
between 99,000 and 15,000 t getting less as domestic 
consumption increases (TurkStat, 2009).  

Organic Extra Virgin Olive Oil 
from Zeytin Iskelesi (Izmir) 

(Photo: Zeytin Iskelesi) The area with certified organic olive production is about 
4,000 ha out of which 900 ha are in SEAR. Turkey 
produces annually between 15,000 and 20,000 t of 
certified organic olive oil. The varieties most common in 
Kilis province (Kilis and Gemlik) are mainly used for the 
production of olive oil. 

 

8.2 Demand situation and trends  

Olive oil consumption has been growing worldwide 
during the past fifteen year. In the markets which are of 
interest for Turkish olive oil the following interesting 
trends can be observed:  

 In Turkey the consumption of domestically produced 
olive oil increased significantly from 50,000 t in 
2005/6 to 110,000 t in 2009/10 (International Olive 
Oil Council, 2010). This is a per capita increase from 
0.7 to 1.5 kg and shows a considerable change in 
consumption habits. Compared with Greece (about 
20 kg), Italy and Spain (11 kg each) this is still low, 
but none of these countries had such a sharp 
increase over the past years. The consumption in 
Germany by the way is only 0.6 kg/head. 

 Russia saw a very strong increase in olive oil 
consumption (see graph on the right). The absolute 0
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amount is still low (140 grams per person), the 
demand, however, has increased by over 30% p.a. 

 Over the same time frame (1996 to 2010) also the 
US consumption of olive oil increased from 100,000 
to 260,000 t making the US market one of the most 
attractive for Turkish production given that access 
into the EU olive oil market is difficult.  

  www.internationaloliveoil.org 

For organic olive oil from Turkey, there is still a domestic 
demand potential that needs to be developed. Especially 
in Western Turkey, olive oil is the preferred choice for 
cooking and for preparing salads. Therefore olive oil is 
always one of the first organic products supermarkets 
start with. Migros for example has an organic olive oil 
from the Izmir-based manufacturer Zeytin Iskeles in 
each of their stores. 

  www.zeytiniskelesi.com 

With regards to export opportunities, interviews have 
demonstrated that there are opportunities to market 
Turkish organic olive in the US, Australia, Japan, Russia 
and the Middle East. Russian organic importers, 
especially, are also interested in organic table olives 
from Turkey.  

Export data, however, show that organic exports of 
Turkish olives and olive oil drastically decreased over 
the past years (-30%, MARA). This indicates that olive 
oil producers find it more attractive to meet domestic 
demand rather than to search for export opportunities. 

Concerning the EU market which is mainly supplied by 
produce from Spain, Italy and Greece, Turkish olive oil 
will find it hard to compete given that retail price levels in 
the EU for organic olive oil are quite low (6.65 EUR/ltr. at 
Aldi Süd) and EU duty rates for Turkish olive oil 
significant (1.12 EUR/kg). In general olive oil prices are 
higher in Turkey than in the EU – no need therefore to 
export to such unattractive markets. Only speciality 
products such as Turkish organic olive paste might have 
good chances in the organic retail of Western and 
Central European countries. 

 

8.3 Present value chain 

8.3.1 Market path and key players 

Organic olive production in SEAR is still very new. Two 
major organic projects in Kilis have just started in 2009. 

Şanlıurfa 
72 ha

Adıyaman 
16 ha

Gaziantep
289 ha

Kilis 491 
ha

Source: MARA (2010)

Organic olive production in SEAR

Production 

MARA (2010) organic production data for 2009 speaks 
of 491 ha of organic olive orchards in Kilis (see diagram 
on the right). The current data from the control bodies, 
however, are higher:  

In the beginning of 2011, IMO-CONTROL inspected 90 
farmers with 600 ha of organic olives for oil (project 
supported by MARA). In addition, ORSER controlled 
another 30 farmers with 120 ha of organic olives 
supported by GAP. The total capacity of these two 
organic projects is about 480 t of olive oil per year.  
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Processing 

Kilis has currently 15 olive oil mills, some of which are 
certified organic. There are many more olive mills in the 
area of Nizip (Gaziantep province). Nizip is also known 
for its olive oil-based soap production. One of the 
certified organic companies in the soap business is 
Uygur Zeytinyağı. 

ÖĞÜT from Gaziantep was the first company from 
SEAR that introduced an organic olive oil (extra virgin) 
onto the Turkish market (see picture on the right). Most 
of the organic olive processors are situated in the West 
of Turkey – and have little relevance for the organic olive 
producers in SEAR. Some companies, however, are 
located in Mersin. They may become involved in the 
processing of raw material from SEAR. One of them is 
Karacaoğlan Gıda. 

 

Trade 

There are many traders in Western Turkey dealing with 
organic olive oil either for the domestic or the export 
market. In SEAR, SAF Organic Food from Şanlıurfa 
started exports of organic olive oil to Australia. 

Among the importers of organic olive oil from Turkey, 
Alyasra Food from Dubai needs to be mentioned. The 
company is a major importer of organic products for local 
markets in the Emirates and imports bottled organic olive 
oil from Turkey.  

 

8.3.2 Profits and value drivers  

Olives are the most promising crop in Kilis. They require 
little labour, no fertilisers and irrigation, and hardly any 
crop protection. Profits in olive oil production are affected 
by the yield per tree, the avoidance of alternation, the oil 
extraction ratio as well as the market price.  

In Kilis olive yields are on average twice as high as 
those in Western Turkey reaching 25-30 kg of fresh 
olives per tree. In addition, the Kilis olive variety gives on 
average one kilogramme of oil out of 3.5 kg of fresh 
olives – as compared to 4.5 kg for varieties dominating 
in the Aegean region. This all makes olive production in 
Kilis very competitive. However, due to inappropriate 
pruning, trees alternate i.e. they only produce substantial 
yields every two years. It will require trials, 
demonstrations and training to change pruning methods 
in Kilis.  

Organic extra virgin 
olive oil made by Ö
in Gaziantep  

ĞÜT 

(Photo: B. Öğüt) 

  www.uygurzeytinyagi.com 

  www.oguttarim.com 

Prices depend on oil quality. Olive oil is divided into two 
main classes: Virgin olive oil that may be consumed 
directly and refined oil, commonly called “Riviera” in 
Turkey, that requires a chemical processing before it can 
be consumed. The better quality is the “virgin” oil of 
which the finest quality is “extra-virgin” with an acidity 
content of under 0.8%. The lower the acidity of the olive 
oil the lighter the taste.  

  www.karacaoglan.com.tr 

  www.saforganic.com.tr 

  www.yasrafood.com 

In order to obtain an extra virgin oil and hence good 
prices some precautions must be observed. Early 
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harvest usually provides a higher quality oil. Harvesting 
should be done in such a way that olives drop on a fabric 
laid out under each tree. The fruit then have to be 
pressed within 24 hours after falling off the tree. 
Processing is done cold, i.e. at 25-27°C minimising 
oxidation in modern mills. Storing conditions very much 
influence quality: Good storage is in stainless steel tanks 
without air contact or bottled in dark coloured glass. It 
goes without saying that in order to ensure the organic 
quality, pesticide drift from neighbouring fields or 
orchards has to be avoided by any means. 

Consumers perceive very large quality disparities in 
different olive oils – comparable to wine. In retailing 
therefore a wide range of olive oils are usually offered. 
Organic extra virgin olive oil in Turkey currently occupies 
the upper market segment. The Izmir-based 
manufacturer Zeytin Iskelesi for example sells an extra 
virgin organic olive oil for 18.90 TL/kg in the Metro 
supermarket chain which is just 19% more expensive 
than a comparable conventional olive oil, but 64% over 
the price of a middle segment conventional olive oil. 

  www.zeytiniskelesi.com 

 

8.3.3 Vertical and horizontal integration 

At present, there is very little vertical integration of the 
olive oil value chain in SEAR. Oil mills in Kilis for 
example do not buy the crop and sell it off at a value-
added price. They mostly do contract processing 
returning the oil to the farmers who then have to sell the 
oil in small quantities to traders. There is neither an olive 
producers’ cooperative nor a joint marketing 
organisation. 

An example from Western Turkey shows how marketing 
can be done differently. Marmarabirlik is an association 
of cooperatives established in 1954 by olive growers of 
Marmara region. The union consists of eight 
cooperatives with over 29,000 members. It purchases 
and processes approximately 40% of the black olives 
cultivated in the region and sells its products to the 
whole country with agencies in 53 cities. Marmarabirlik 
has a storage capacity of 70,400 t, a olive packing 
capacity of 150 t/day and an olive oil production and 
filling line of 220 t/day.  

  www.marmarabirlik.com.tr 

 

8.3.4 Benchmarking 

The largest competitor producing organic olives outside 
the EU is Tunisia with 80,000 ha of production. But also 
Syria has more organic olive trees (5,000 ha) than 
Turkey (4,000 ha). Together they are competing for 
shares in non-EU markets. Tunisia was successful in 
massively entering the US market. And despite high 
import duties, Tunisian traders have also managed to 
place their high quality oils in Gourmet shops in 
Germany. In the foreign trade with organic olive oil, 
quality seems to be more important than price – and 
Turkey has to come up with a unique quality and good 
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promotion campaigns supported by the main importers 
in countries like the US, Japan or Australia. 

Saudi Arabia which could be an interesting target for 
organic olive oil exports from Turkey is a substantial 
producer itself. One of the largest Saudi organic farms, 
Al Watania, grows 500,000 olive trees for the production 
of currently 300 t of certified organic olive oil. 

  www.watania-agri.com 

 

8.4 Summary: SWOT 

 

Strengths 

In Kilis olive trees produce good yields, even without 
irrigation. 700 ha of olives already are organic here. 

The per capita consumption of olive oil in Turkey 
more than doubled over the past five years. 

Russia consumes today twenty times as much olive 
oil than fifteen years ago – with a growing interest in 
organic olive oil and organic table olives. 

 

Weaknesses 

The European market for organic olive oil is not very 
attractive due to low price levels and high import 
duties. 

At present the olive production and processing in 
SEAR is neither integrated vertically nor horizontally. 

 

Opportunities 

In Kilis an organic cluster may evolve with growers, 
processors, distributors and exporters vertically 
integrating their trade.  

The US, Australian and Japanese markets should be 
targeted for highest quality oils from SEAR.  

Special trade links with Russian importers should be 
built to enter the Russian market with its still large 
growth potential. 

In order to further develop the domestic market for 
organic olive oil, the product may leave its upper 
segment niche to be widely sold in supermarkets in 
the medium market segment. 

 

Threats 

If research and extension does not support organic 
olive growers in Kilis, the organic cluster may not 
become competitive to clusters in Western Turkey. 

Alternation in yields will make organic olive 
production unprofitable for farmers. 

Due to scattered ownership of orchards and 
agricultural lands, pesticide drift from neighbouring 
fields or orchards may jeopardise the good 
reputation of the Kilis organic olive production. 

In foreign markets such as in the US, Turkish market 
actors face stiff competition from Tunisian organic 
olive oil manufacturers.   
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9. Further organic crop products 

9.1 Grains and cereals  

Barley is grown conventionally in large quantities in 
SEAR and could be interesting for feed in organic mixed 
farming. The same applies to maize, which is often 
grown as a second crop on irrigated land.  

Karacadağ rice is a local specialty which may find its 
fans in organic markets. Locally adapted varieties, which 
agronomists are proud of and believe to be very suitable 
for organic agriculture, always have to pass the 
marketing test first though.  

9.2 Vegetables 

For organic horticulture most suitable is the production of 
organic field tomatoes and organic field peppers with a 
clear marketing concept which will include high rates of 
processing. Existing greenhouses in SEAR (tomatoes, 
cucumbers, peppers) are happy to serve local and 
regional markets. Being relatively small, they are not 
appropriate for export. As they supply conventional 
tomatoes and peppers to the local and regional market 
without any major marketing problems, operators are not 
really interested in organic production. 

9.3 Fruits and nuts   

There are many more fruits and nuts grown in SEAR, 
some of them also organically. Grapes are widespread 
for different uses, for wine especially by Assyrian 
Christians, but also for raisins and table grapes. Cherries 
and strawberries have been newly started. All grape 
uses as well as cherries and strawberries could find 
organic markets both domestically and internationally. 
But they are not easy to grow organically to meet quality 
specifications and the interesting fresh market poses the 
additional major challenge of logistics. 

Assyrian wine producers in 
Mardin province consider going 
organic (Photo: C. Thimm) 

The baby food industry is looking for organic apples and 
pears, which can be grown only in the cooler 
mountainous areas, but also for peaches from other 
areas of SEAR.  

Walnuts and almonds are also grown and it should be 
evaluated if and how this can be done organically 
successfully and where there are market opportunities. 
Several tree nurseries have been set up in Batman and 
could possibly supply certified organic trees.  
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10. Organic livestock products 

10.1 Ruminants 

Traditionally organic agriculture has been mixed farming 
including livestock, even if animal products could not be 
marketed as organic. Animal manure and fodder 
legumes usually constitute the basic fertiliser for a crop 
rotation. Sheep, goats and beef cattle grazing on poor 
lands can improve soil fertility through droppings or 
collected manure from stall-fed animals. Their meat can 
be marketed profitably conventionally in Turkey, but to 
build up a special organic meat market would probably 
take several years. 

Dairy cattle, however, need irrigated land to produce the 
high quality feed they need. This uses high amounts of 
water and therefore cannot be generally recommended 
for SEAR. Marketing of organic milk is still difficult in 
Turkey. A larger state-of-the-art organic dairy farm near 
Izmir has not been able to sell more than 10% of its 
organic milk in Izmir even though the milk was 
distributed by the leading dairy of the region. Transport 
to Istanbul was not profitable either. Major Supermarkets 
have so far also not been successful in selling larger 
quantities of organic milk. If a farmer decides to produce 
organic milk he should be supported, but nobody should 
be encouraged to invest in such a small market, which 
farmers nearer to it and in a more suitable climate then 
SEAR (more rain) are already doing more competitively. 

10.2 Poultry 

Poultry is mostly fed on grains, cereals and pulses and 
its manure is a concentrated, quickly soluble fertiliser. 
Poultry meat and eggs from laying hens, quails and 
possibly other poultry could become a worthwhile 
business in SEAR with export potential to the Middle 
East. Other parts of Turkey closer to large centres of 
consumption or in the vicinity of a port (for the import of 
feed as well as the export of frozen meat), however, 
seem to be more competitive for poultry production than 
SEAR. However, as both eggs and meat are relatively 
high value per kg products, logistic costs are not crucial. 
If there are interested farmers to go into organic poultry 
a concrete feasibility study needs to be carried out. 

10.3 Beekeeping 

Beekeeping is already big in mountainous areas of 
SEAR. The high prices for quality honey in Turkey make 
it most attractive as a start-up business. Certified organic 
honey is a way to secure quality leadership. The 
average age of members of many beekeeper unions is 
above 55 while the unions often actively support start-up 
businesses. In a project in Bingöl, young women are 
trained in beekeeping as a way of female 
entrepreneurship. The investment for ten beehives is not 
too high and when it is built up to thirty, a reasonable 
family income is possible. How much of the organic 

The large mountainous areas in SEAR 
are most suitable for beekeeping  
(Photo: C. Arndt) 
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honey could be marketed as organic is another question, 
especially when one keeps in mind that most 
conventional honey in Turkey is much more expensive 
than most organic honey in the EU. A general support of 
beekeeping is therefore more advisable than with a 
particular organic focus.  

Street fish sale in Derik 

10.4 Aquaculture 

Aquaculture both in the reservoirs of the numerous dams 
that have been built along the Euphrates and Tigris and 
in fish ponds attached to these artificial lakes is another 
important opportunity in SEAR. Fish are demanded in 
Turkey, even though salt water fish is preferred. In 
Europe, fish from sustainable fishery and in particular 
organic trouts are in demand, and supply cannot keep 
up with the steadily growing demand. A separate value 
chain analysis for sustainable fishery and/or organic 
aquaculture would be necessary if there is entre-
preneurial interest in aquaculture. 

(Photo: A. Kühl) 

 

11. Ecotourism 
Ecotourism is successful in areas where ordinary 
tourism has already been thriving for landscape or 
cultural reasons. Examples are Austria with its numerous 
mountains and lakes as well as Italy and the Turkish 
Aegean with its beaches, its special food and its cultural 
heritage.   

Tourism in SEAR is still little developed. One 
disadvantage is that in the high season for tourism, in 
summer, temperatures are too high in SEAR. The major 
asset of SEAR is its cultural heritage, which certainly will 
be much more exploited in future, but is likely to remain 
much smaller than beach tourism.  

The same applies to ecotourism. If well developed, it 
may flourish in few places of SEAR. Yet in the 
foreseeable future, however, it will play only a very 
minute part in the economic development of SEAR. 
Organic agriculture may only be able to contribute to 
ecotourism development in SEAR, when it is strong itself 
and with an outstanding reputation. Otherwise two weak 
bodies would be joined to create an even weaker one.   

Nemrut Dağı attracts tourists 
for cultural reasons and may 
be the starting point for 
ecotourism  
(Photo: C. Arndt) 
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SECTION C:  

CONCLUSIONS: CRITICAL ISSUES IN CLUSTERS AND 

VALUE CHAINS 
 

1. Organic cotton & textile cluster and value chain  

1.1 Midterm contracts for organic cotton and the price 

Organic cotton textiles from SEAR are destined for the growing share of organic cotton textiles in 
mass markets in Western Europe and the United States. Major brands and retailers dominating this 
market avoid midterm contracts for organic cotton and until now showed little willingness to pay a 
premium price. These are the most critical issues for the future of large scale organic cotton, not only 
for SEAR but world-wide, because without midterm contracts and a price premium most farmers will 
remain with conventional cotton.  

As part of the Turkish Government and potentially supported by UNDP and FAO, GAP RDA has the 
opportunity to take the lead in the global sustainability discussion of organic cotton. This opportunity 
has enormous repercussions, because it is only on this level of high public attention that the need for a 
premium for organic cotton can be communicated to those who finally have to accept higher prices, 
the end consumer. 

Such an action by GAP RDA would encourage textile companies in SEAR and Turkey to go more into 
organic cotton produced in SEAR and to invest in sustainability and corporate social responsibility. 
Government activities to secure the supply base of locally grown organic raw material would need to 
be supplemented by different support schemes for textile companies moving to SEAR, especially in 
the labour intensive cut & sew sector. Where the textile industry has not exploited existing support 
schemes the reason for this reluctance needs to be analysed.  

 

1.2 Lack of know-how in organic cotton growing 

The second most critical point of organic cotton and textile is the lack of know-how, technology and 
infrastructure for organic cotton growing and for organic farming in general. Farmers themselves are 
aware of this deficiency, yet mostly find only incomplete information and services from contracting 
companies, certification bodies and MARA.   

A proper organic farming research and extension service would be needed, when SEAR wants to 
develop an organic agriculture cluster. This would also attract needed private sector service providers 
and input suppliers. 

 

1.3 Cluster building and governance 

The third critical issue relates to cluster building and governance. Most organic textile companies 
including project owners in organic cotton have so far avoided contacts with competitors and MARA. 
The three leading companies in organic textile in SEAR are much reserved towards each other. To 
expect them to form any kind of cluster working group and agree on cluster governance seems daring. 

However, a functioning organic textile cluster would have several advantages for the leading 
companies as every single one desires to buy more organic cotton from SEAR. They are well aware of 
the missing midterm commitments and premiums for organic cotton and understand that to change 
this is a challenge beyond the power of each of them. A cluster building approach would therefore 
start from this angle and present its opportunities to these companies.  

Farmers would best integrate in the organic cotton & textile cluster with some sort of a marketing 
association giving them a common voice and more bargaining power on the one hand and enabling 
them to improve safety and quality of their produce through internal quality management on the other. 
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2. Organic food clusters and value chains 

2.1 Cluster building and governance 

The building of a cluster and its governance are the most critical issues in the organic food cluster 
development. The role of the government in this process is to guide this process carefully in a 
participatory bottom-up approach. 

Export projects have been structured in a hierarchical way from project owner on the top via processor 
and/or middlemen down to the farmers. Some project owners have been fairly successful with this 
approach. However, if government started to assign certain “suitable areas” for organic farming, 
government would consequently be perceived as a project owner responsible for the economic 
success of the farmers involved. This model failed dramatically in many countries. Therefore the 
basins policy of MARA which favours certain crops in certain areas should be carefully watched before 
trying to join it with organic agriculture cluster development.     

A cluster approach is different. It is a private sector participatory bottom-up approach. This is not easy 
to initiate for a governmental institution among farmers who have little experience in building and 
governing their own organisations, yet up-to-date organisational development shows that it is possible. 

 

2.2 Lack of know-how in organic farming  

The second critical issue of organic food is the lack of know-how and infrastructure for organic 
farming, just as in organic cotton growing. Farmers themselves are aware of this lack, yet find mostly 
only partial information and services from contracting companies, certification bodies and MARA.   

A proper organic farming research and extension service would be needed, when SEAR wants 
develop an Organic Agriculture Cluster. This would also attract needed private sector service 
providers and input suppliers.  

 

2.3 Lack of markets and marketing 

There are only three organic food products with some reputation for SEAR, lentils, chickpeas and 
pistachios. For each of them major organic markets are rather limited as they are generally not 
consumed very much in the EU and the US. Conventional wheat is often more expensive in Turkey 
then organic wheat in the EU. The same applies to olive oil. Organic dried tomatoes (from fields) and 
different pomegranate uses are fast developing highly competitive products.  

Marketing to the EU and US is therefore not easy for organic food products from SEAR. It needs 
competent marketing support. The same applies to any fresh produce and to marketing into emerging 
organic markets in Turkey, Middle East, Russia and elsewhere. The lack of marketing support to 
access suitable markets is the third critical point in organic food cluster development. 
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Best Practice Examples of Organic Food/Textile Clusters 
 

1. Organic Food and Farming Cluster of Dresden (Germany) 

1.1 Brief description of the cluster 

The small, but effective organic cluster which has developed in the early 1990s in and around Dresden 
accommodates about eighty farms and roughly twenty organic processors and food manufacturers 
some of them with a nation-wide reputation. Successful regional value chains of organic food products 
sold far beyond the region are mainly organic pastry, organic frozen vegetables and organic fish from 
aquaculture. Leading firms in these value chains are the company Dr. Quendt, a large biscuit and 
pastry producer and the internationally operating manufacturer of deep frozen fruits and vegetables 
Frosta. Recently, after the EU organic aquaculture regulation had been passed, a large fish processor, 
Kreba-Fisch, entered into the cluster together with several organic fish farmers of the area. All organic 
fish farming, by the way, takes place in a UNESCO biosphere reserve East of Dresden, Germany’s 
largest pond region, which is under protection to maintain its unique man-made landscape by using it 
sustainably for agriculture, fishery and tourism. All necessary value chain actors in the three top food 
chains – from field to fork – are present in the Dresden organic cluster: Feed producers, seed 
multipliers as well as grain mills.  

Key to the rapid development of the organic cluster in and around Dresden has been the interaction 
between, on the one hand, the organic association Gäa which has been founded in Dresden in 1988 
and in which most of the organic producers and processors of the cluster are members and, on the 
other hand, the Saxonian Ministry of Agriculture which in the early 1990s did everything to make 
Saxony a lighthouse in Eastern Germany with regards to organic farming given the fact that there was 
zero organic farming in the five Eastern German states during the socialist era until 1990. Together 
with Gäa and the Ministry, several projects have been realised:  

 The ministry funded training and extension carried out by the organic association Gäa 

 The ministry started organic trials and demonstrations in its own research farms 

 The ministry set up a professorship at Dresden University for organic farming 

 Gäa established a trade company ÖBS for the marketing of the members’ organic produce 

 Gäa established the NGO EkoConnect to foster links between organic entrepreneurs in Saxony 
with neighbouring players in Poland, Czech Republic and Eastern European countries 

1.2 Areas of collaboration and key success factors 

Nearly all organic producers in Saxony collaborate in one way or another. The different organic 
associations (Gäa, Naturland, Demeter, Bioland) meet regularly at a round table moderated by the 
ministry. Gäa facilitates the collaboration between farmers and food processors. The organic 
marketing company ÖBS unites 70 organic farms in Saxony who agree on marketing their organic 
produce via ÖBS. Their success factors are: Firstly, only the best farms are admitted to ÖBS and 
secondly, private side-selling is not allowed – members have to sell all produce via ÖBS. 

The ministry has been very much supporting organic farming in Saxony. It sees its role more as a 
promoter rather than a controller. The ministry supports the growth of organic faming through direct 
payments (Saxony has Germany’s highest rates); competitive grants following a value chain approach; 
organic farming research with field days; consumer information campaigns; local trade fairs and 
representation of Saxonian firms at the Biofach; funding of organic extension; as well as various 
linkages between producers and processors. 

1.3 Lessons learned and relevance to the GAP organic clustering initiative 

All government interventions should follow the value chain approach, and consultancy or grants need 
to strengthen weak or missing links in the value chain. These missing or weak links may be input 
supply, primary production or primary processing. A climate of collaboration needs to be created with 
companies exchanging experience and building a good image of the cluster. This is not possible 
without a powerful, membership based regional organic association. For the GAP organic cluster to 
bear up against global competition all players must understand that the main competitors are not 
inside the cluster, but other successful companies or clusters globally.  
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2. Naturland Organic Food and Farming Cluster of Bavaria (Germany) 

2.1 Brief description of the cluster 

The cluster covers the federal State of Bavaria with its capital Munich, where alone 180,000 
consumers regularly buy organic products. Bavaria presently counts more than 6,300 organic farmers 
with 190,000 ha of land. They represent 30% of all organic farms in Germany. Additionally, there are 
more than 2,500 processing companies registered for all kinds of organic products and 57 organic 
supermarkets.  

Part of the organic cluster in Bavaria is the World Organic Trade Fair Biofach, a forum for actors of the 
organic food and farming industry from all parts of the world – including Turkey. The organic cluster 
mainly evolved around the organic association Naturland which was founded in the early 1980s as an 
association to improve production and marketing conditions for all players involved, in the beginning 
especially in the organic livestock sector. Awareness for organic products grew among consumers and 
the influence of organic food and farming on policy and state services increased, later resulting in 
government subsidies for organic farms. 

2.2 Areas of collaboration and key success factors 

A key success factor for the development of an organic cluster in Bavaria was the close ties between 
the Naturland association and leading regional processors. The Meyermühle in Landshut with the 
bakery Hofpfisterei committed itself to buy organic wheat from Bavaria and to offer exclusively organic 
bread varieties with the Naturland label in its 350 shops all over Bavaria. This highly attractive market 
motivated many farmers in the region to convert to organic. With its separate marketing organisation, 
Naturland strongly supported this development as a service provider for potential clients.  

To improve inter-linkages between different actors, the working group of Bavarian organic associations 
LVÖ was founded by four of the major organic associations active in Bavaria, resulting in: 

 Advocacy work for organic farming at state government level and vis-à-vis other lobbying groups  
 Shaping organic extension and research in coordination with the State Ministry of Agriculture 
 Market cultivation to make the consumers more aware of the benefits of Bavarian organic food 
 Managing the State-owned label “Organic Quality – Made in Bavaria” (“Öko-Qualität garantiert 

Bayern”) 

2.3 Lessons learned and relevance to the GAP organic clustering initiative 

Producers in SEAR need to collaborate to be able to sell to large and demanding buyers. In Germany 
and the Netherlands, producer associations run as limited liability companies have proven successful. 
They fulfil various functions: i) they organise farmers, reduce transaction costs and ease logistics, ii) 
they build up an internal quality assurance system – especially important in the Turkish context with 
the high risk of pesticide residues in organic produce – and iii) they create bargaining power. 

To avoid problems of joint marketing – which several initiatives worldwide have faced in the past (e.g. 
poor price negotiation capacity, little efficiency, corruption, slow decision-making) there are some 
principles, joint marketing schemes have to adhere to: Firstly, these producer associations must start 
small and grow. They should consist only of members who trust each other. The decision to accept 
new members must best be done in a consensus. “Free-riding” must be made difficult. Secondly, 
members have to agree that they sell 100% of their produce through the association, and there is no 
side-selling. This is important in order to avoid that the good quality is sold individually and the poor 
quality through the association. Thirdly, the association must be led just like any other commercial 
company with a qualified and performance-paid management and a governing board representing the 
owners which actively supervises the activities of the company. 
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3. Organic Textile Cluster of Çorlu (Turkey) 

3.1 Brief description of the cluster 

The Cluster is situated in the Thrace Region of Turkey, in the towns of Çorlu (Tekirdağ province) and 
Yenibosna (Istanbul province). Çorlu is one of the most important textile centres of Turkey. Integrated 
textile factories in Çorlu process among others organic products. They work in line with ILO standards 
(International Labour Organisation). They are supported by the Government especially for export. 
Additionally, discounts are granted for electricity and tax. As a result of the employment provided by 
these factories, the government offers attractive tax reduction schemes.  

GOTS (Global Organic Textile Standard) and Organic Exchange are used as organic certification 
systems. Control Union is the leading certification body, followed by IMO, Etko, Icea and Onecert. 
Between 400 and 500 companies are certified including subcontractors and suppliers.   

Most companies in the Çorlu Cluster are active in weaving, knitting, dying and confection. There are 
also some spinning factories. The most important spinning companies are Else and Eren İplik. The 
most important weaving, knitting and confection companies are Zorlu Textile, Eren Textile and Imtex.  

Organic apparel develops according to orders from customers. Spinning firms play a major role in the 
supply of organic cotton, they often have the most direct upstream and downstream contacts. The 
weaving and knitting companies deal with spinners and not with the ginneries when sourcing raw 
material. Suppliers of organic lint to the spinners in the cluster are firms such as Günce Textile, 
Mustafa Çaglar Textile, Else Marketing and Egedeniz Textile. They do not only purchase and sell 
organic lint, but also offer consultancy to producers and all actors along the value chain.  

The contribution for research and development comes from research institutes such as Marmara 
Research Centre, Istanbul Technical University Textile Research Centre and TÜBITAK.  

Some ready organic textile products supplied by the cluster are mainly home textiles, but also clothing 
(socks, underwear, shirts and baby clothes).  

3.2 Areas of collaboration and key success factors 

ITKIB (Istanbul Textile and Apparel Exporters’ Association) and TGSD (Turkish Clothing 
Manufacturers Association) are important textile NGOs. They could also become drivers of the 
cooperation with the key players from SEAR including supply of raw material, organisation of fairs, 
contributing to fashion and design. These associations regularly organise own, or participate in 
national and international textile fairs.  

3.3 Lessons learned and relevance to the GAP organic clustering initiative 

1. Organic textile companies are eager get to raw material from as close by as possible.  

2. Organic cotton production has to be well inspected in order to become certified. However, the 
system must be flexible with an understanding of the private sector minimising bureaucratic 
delays.  

3. Links between organic processors, consultancies, marketing companies and brokers inside 
the cluster and with the other emerging clusters (e.g. SEAR) need to be strong in order to 
allow for a better understanding of each other’s needs, an improved flow of information and 
enhanced purchasing linkages. 
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4. Organic Food and Farming Cluster of Lower Saxony (Germany) 

4.1 Brief description of the cluster 

The Cluster covers the North-German state of Lower Saxony and reaches into metropolitan areas of 
Hamburg, Bremen, Ruhr-area in North-Rhine Westphalia and Berlin and comprises about 1’000 farms.  

Value chains have been built for supplying organic stores and mainstream retailers with cereals, 
bread and bakery products, milk and dairy products, potatoes and carrots, meat, and apples. For 
many fresh vegetables and other organic foods a large network emerged over the years for exchange 
of products between farms and farm shops, home delivery (“box scheme”), a variety of food craftsmen 
and women, whole sale distributors, market stands, organic stores, canteens and restaurants.  

History of the cluster started around 1980 with a mill and bakery factory and the Organic Research 
and Extension Service Lower Saxony. It joined the new Competence Centre Organic Farming Lower 
Saxony in the 1990ies. 

Leading firms are Bohlsener Mühle, a farmer’s co-operative for cereals, a whole sale distributor, the 
baby food industry (Hipp and Nestle), a broker, the Naturland farmers co-operative, a private potato 
packer, a dairy and most major mainstream supermarket chains sourcing within the cluster such as 
Edeka, Aldi, Rewe and Tegut.  

Major supporting companies are an organic tea, coffee, herbs and spices company, an organic juice 
factory and a honey, jams and bakery company.  

The Organic competence centre is a Private-Public-Partnership comprising Ökoring extension service 
and the major organic associations in Germany. It acts as a switchboard for research, innovation, 
information and marketing between farmers, companies, agricultural chamber, Federal Organic 
Programme, universities and the larger public.  

4.2 Areas of collaboration and key success factors 

Collaboration between firms is most visible at fairs where they share booths and in associations, 
where many of the owners served as board members. The major service is that whoever wants an 
organic product can contact anyone in the cluster and will be referred to professional partners. A 
thousand small synergies have developed in day to day business and most members contribute to the 
annual Organic Days Lower Saxony. The most important innovation is the late turning of clover grass 
on sandy soils to avoid leaching. This results in much higher yields for the following crop. The 
benchmarking of farmers bookkeeping results has eased working with banks. The German “green” 
bank has financed many expansions of companies and farms in the cluster. Baby food company Hipp 
has financed vegetable cooling chambers and houses on supplying farms.  

4.3 Lessons learned and relevance to the GAP organic clustering initiative 

All companies above have grown successfully and so have most farmers. Some companies and 
farmers and also the largest co-operative, which was heavily government funded, had to go out of 
business. SEAR should finance an independent organic research and extension service and an on the 
job training of its staff accompanied by international experts, who have thorough experience with 
organic food and farming clusters like the one in Lower Saxony.  

 

http://www.bohlsener-muehle.de/
http://www.oekoring.de/
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http://www.hipp.de/
http://www.nestle.de/
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http://www.gls.de/


Organic production figures of the assessed value chains 
 

 

Table: Areas and volumes of organic production in SEAR and Turkey (2009) 

Source: MARA (Ankara) Online System 

 

Organic value 
chain products 

Certified organic and in 
conversion area  

 

(ha) 

certified organic area 
only 

 

(ha) 

organic production 
volumes  

(only fully certified) 

(tons) 

 SEAR Turkey SEAR Turkey SEAR Turkey 

Cotton  2,580 6,198 1,373 2,480 6,745 11,897 

Lentils 2,129 4,188 1,998 3,949 4,927 9,434 

Wheat  5,653 98,607 2,073 7,915 9,477 25,788 

Sunflower seed  0 809 0 171 0 308 

Soybeans 0 23 0 22 0 169 

Tomatoes 22 560 20 503 1,677 19,077 

Pomegranates 90 905 68 522 2,373 5,713 

Pistachios  2,964 3,053 2,830 2,904 793,31 1,282 

Olives 883 17,703 294 10,443 219 17,859 
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Interview list of Conrad Thimm

Nr Date Place Company or Organisation Name Telephone Topics Discussed Important Lessons

1 03.11.2010 Batman Prov. Director of Agriculture Abdullah Akın +90 (488) 221 13 13 Batman province No organic farmers in Batman, 4'000 ha (?) vineyards in Gercüs

2 05.11.2010 Mardin Agric. Director.Farmer Training Mehmet Doğan +90 (482) 2123781 Mardin province Doubts whether those that call themselves “organic” are really organic

3 08.11.2010 Diyarbakir Prov. Director of Agriculture Mehmet Ali Koçkaya +90 (412) 2238 44 Diyarbakir province 2 main projects on organic are implemented by the Provincial Directorate

4 10.11.2010 Şanlıurfa Prov. Director of Agriculture Remzi Çubuk +90 (414) 3132711 Şanlıurfa province Interested to know the exact organizational context structure of the project 

5 22.11.2010 Adiyaman Prov. Director of Agriculture Erdal Özer +90 (416) 2163782 Adiyaman province Organic farming for cereals in rainfed areas is supported 

6 24.11.2010 Gaziantep Prov. Director of Agriculture Ibrahim Yilmaz +90 (342) 3211066 Gaziantep province Many new dairy enterprises with > 500 cows planned, organic also possible

7 13.12.2010 Ankara Media: Dünya Gazetisi Hüseyin Gökçe +90 (312) 4380051 Role of the media Media must not publish quality data or comparisons of brands or retailers 

8 13.12.2010 Ankara Beekeper's Union Erzurum Taner Bayir +90 (442) 2331315 Organic Honey Organic honey secures sales, one need > 30 beehives to make a living 

9 14.12.2010 Ankara Çankaya Belediyesi Organik Paz Gökçen Yüksel +90 (312) 2325724 Open Pazar Çankaya Limited demand for organics when the variety of offer is limited

10 14.12.2010 Ankara Organic Dairy Farm Aydin Arif Gürdal +90 (532) 2813926 Marketing organic milk Can sell only 10% of his milk as organic in Izmir, the rest sold as conventional

11 14.12.2010 Ankara Tire Süt Kooperatifi Mustafa Eskiyörük +90 (232) 5121041 Dairy in Turkey Market is still limited for milk in Turkey; adults not accustomed to drink milk

12 15.12.2010 Ankara Tesco Kipa Mahir Müderriszade +90 (232) 3987169 Organic marketing Sees the greatest demand for organics in fresh produce (fruit & vegetable). 

13 15.12.2010 Ankara Işik Tarim Export Mehmet Ali Işik +90 (232) 4415274 Organics in Turkey Collaboration companies, ETO, MARA educating agricultural engineers

14 16.12.2010 Ankara Bugday Assoc. F. Ecology Victor Ananias +90 (212) 2525255 Special markets/tourism Producers need more support and not more inspection

15 16.12.2010 Ankara Agricultural Credit Cooperatives Ayse Tugba Ferhat +90 (312) 2164253 Credits for org. agricult. Would like more demand for credits in organic agriculture

16 17.12.2010 Ankara Kahramanmaras University Ismet Boz +90 (344) 2191585 Organic extension Integrating production techniques, marketing, economy on farmer’s level

17 29.11.2010 Antalya (Skype) AK Organik Syria Kees Maris +49 (160) 3674828 Organic cotton Big potential for organic cotton in GAP, wheat and oil seeds in crop rotation

18 01.12.2010 Antalya FAO Expert freelance Peter Brul +31 (597) 522712 Turkish organic products Turkey has big potential, but needs big quality improvement

19 14.12.2010 Ankara Işik Tarim Export Mehmet Ali Işik +90 (232) 4415274 Org. fruits+nuts exports Juice e.g. pomegranate or others, dried mulberry could be interesting

20 15.12.2010 Ankara Tesco Kipa Mahir Müderriszade +90 (232) 3987169 Organic fruit export Org. juices and fresh org. cherries for Tesco international buying cooperation 

21 04.01.2011 Germany Marktgenossensch. Naturland Franz Westhues +49 (2527) 930221 Org. vegetable demand He really needs only organic "early potatoes" fresh in April - June 

22 04.01.2011 Germany Biotropic GmbH Andree Mols +49 (203) 518760 Org. prod. from Turkey Org. dried fruit and nuts, no residues, provided it is a really solid organic project

23 04.01.2011 Germany BioVlog GmbH &Co KG Christoph Soika +49 (160) 96735299 Org. prod. from Turkey Org. dried fruit and nuts, no residues, but will not import himself

24 04.01.2011 Germany Landgard e.G. Klaus Haack +49 (2839) 5900 Fresh org. produce Org. dried fruit and nuts, no residues, provided it is a really solid organic project

25 04.01.2011 Germany Deutsche See Andreas Lippmann +49 (471) 1301 Org.aquaculture Interested in any organic aquaculture and sustainably fishery product

26 04.01.2011 Germany Hipp Babyfood Dieter Büchle +49 (8551) 747481 Org. fruit demand Interested in apple, pomegranate, apricot, peach to process in Georgia

GAP Region

National

International



Interview list of Christoph Arndt

Nr Date Place Company or Organisation Name Telephone Topics Discussed Important Lessons

1 03.11.2010 Siirt Direct. of Agr. Education Dept. Mehmet Sabritan +90 (484) 2232330 organic pistachios For demonstration: better convert existing good orchards than to start new ones

2 03.11.2010 Siirt Chamber of Agriculture Gündüz Tanik +90 (532) 5865131 pistachios 6.5 million pistachio trees have been newly planted by former governor

3 03.11.2010 Siirt Union of Pistachio Producers Suayip Aslan +90 (506) 6698344 pistachios Union has 1000 ha (160 farmers) GAP certified pistachios, next step: organic

4 03.11.2010 Siirt Directorate of Trade & Industry Fahrettin Aktaş +90 (538) 8674532 tourism, livestock Siirt has much potential for organic livestock (hair goats) in mountain areas

5 04.11.2010 Siirt Zivzik Gida Seyfettin Onğulu +90 (532) 4782552 pomegranates Pomegranate juice factory is being built, as transport of produce is expensive

6 04.11.2010 Siirt Union of Beekeepers Faik Efe +90 (537) 3907224 organic honey Problem of group certification: not all group members need it and pay their part

7 05.11.2010 Mardin Directorate of Trade & Industry Gunay Sincay +90 (482) 2121653 crops from Savur Savur district produces tomatoes of traditional varieties in a clean environment

8 05.11.2010 Mardin Directorate of Forestry & Env. Fahrettin Ay +90 (533) 2200284 perennial crops The cultivation of acacia, mulberry, cherries and carob should be increased

9 06.11.2010 Mardin Shiluh Winery Yuhanna Aktaş +90 (533) 6117340 organic wine Needs grapes from 30 ha (200 t) @ 2 TL/kg (vs. of 1 TL/kg conventional grapes)

10 08.11.2010 Diyarbakir Organic Association Vedat Kaya +90 (505) 5657604 organic agriculture Organic association of Diyarbakir provides training to farmers

11 08.11.2010 Diyarbakir Directorate of Agriculture Vahit Efetürk +90 (532) 7654873 organic lentils Lentil value chain: traders, de-shelling (Diyarbakir), sorting, packaging (Antep)

12 08.11.2010 Eğil, Diyarbakir Directorate of Agriculture Mustafa Korkutan +90 (412) 5812103 organic lentils In Ilgin 200 ha of organic lentils have been grown, belonging to 28 families

13 08.11.2010 Ilgin, Diyarbakir Organic lentil farmer Ahmet Akkogun +90 (412) 5812103 org. lentils, chickpeas Trader is Byio-Sam Organik Tarım, problem is dependence on one trader

14 09.11.2010 Silvan, Diyarbakir Lentil farmer Abdullah Azizoglu +90 (533) 7606654 lentils 3000 ha rainfed land belong to one family; rotation: 3 yrs of grains, 1 yr pulses

15 09.11.2010 Kirantepe, Diyarbakir Cotton farmer Nevzat Çetinkaya +90 (538) 4294248 cotton With 5000 TL/ha gross margin this year no other crop is as profitable as cotton

16 10.11.2010 Şanliurfa Selim Uludağ Cemil Yetkin +90 (549) 6059090 organic herbs Experiments with renewable energies for drying, pumping and electricity

17 10.11.2010 Şanliurfa SAF Organic Food Ibrahim Sabuncu +90 (505) 3324936 organic olive oil Sells to Australia and Japan, expects more organic production in GAP region

18 22.11.2010 Adiyaman Güneydoğu Ramiz Tohumcu +90 (532) 7042681 organic pomegrates No market links established for the export of fresh organic pomegranates

19 22.11.2010 Adiyaman Stock Exchange Mahmut Firat +90 (532) 2770071 farming investments Due to water scarcity in Adiyaman, preference should be given to perennials

20 22.11.2010 Adiyaman Ağaoğlu Tarim Ürönleri Bekir Ağaoğlu +90 (539) 6405969 organic pomegrates Opportunities for pomegranate processing for juice and salad dressing

21 24.11.2010 Gaziantep Stock Exchange Medine Erceylan +90 (342) 2380839 organic trade The stock exchange publishes prices of traded commodities on www.gtb.org.tr

22 24.11.2010 Gaziantep Güneydoğubirlik Ahmet Adali +90 (342) 3373780 organic pistachios The union processes and sells in bulk. Result: better prices for member farmers

23 24.11.2010 Gaziantep Pistachio Research Institute Kamil Sarpkaya +90 (342) 3380800 organic pistachios The institute developed solutions for biological pest control in pistachios

24 24.11.2010 Gaziantep Altinfistik Özgür Atakan +90 (532) 2463824 organic pistachios Yearly processing of organic pistachios stable since past ten years 

25 25.11.2010 Gaziantep Denimeks Mahmut Yildirim +90 (532) 2147821 organic dried tomatoes Drying of organic tomatoes is highly profitable, but the bottleneck is production

26 25.11.2010 Gaziantep OGUT Bülent Öğüt +90 (532) 5804708 organic olive oil OGUT is successfully selling organic olive oil and organic pistachio products

International

1 11.11.2010 Aleppo, Syria AK Organic Kees Maris +49 (160) 3674828 organic cotton Large retailers with organic textiles need to make long-term commitments

2 13.12.2010 Moscow, Russia Arivera Ilya Kaletkin +7 (495) 9847400 organic pistachios Interest in for organic pistachios, pomegranates and olive oil from Turkey

3 17.12.2010 Prague, Czechia Country Life Otakar Jiránek +420 (603) 427247 organic lentils Red lentils is the best selling organic product from Turkey in Czech Republic

4 21.12.2010 Berlin, Germany Terra Natur Meinrad Schmidt +49 (30) 63999315 organic lentils Red lentils is the best selling organic product from Turkey in Eastern Germany

5 31.12.2010 Höhbeck, Germany Voelkel Juice Boris Voelkel +49 (178) 9171417 organic pomegranate Voelkel is looking for long-term suppliers of 300 t/year organic pomegranates



Nr Date Place Company or Organisation Name Telefone Topics Discussed Important Lessons

1 03.11.2010 Batman   Chamber of Agriculture Nizamettin Aydis +90 (532) 2418975 major crops in the region Presently most important are: corn, barley, wheat, red lentils and vegetables 

2 03.11.2010 Batman  Commodity Exchanges Mehmet Emin Atalay +90 (532) 6969586 license warehoues The borse is interested in implementing warrant system for Batman

3 03.11.2010 Batman Batman Beekeepers Union Sait Karabulut activities of the union Interest in organic certification for securing origin of the produce 

4 03.11.2010 Batman Dir. Culture and Tourism  Selahattin Ortaboy +90 (532) 7423282 agro-tourism The village of Hasankeyif and rural surroundings is the major attraction

5 03.11.2010 Batman  Chamber of Trade and Industry Över Tükkenmez industry of Batman The biggest member group next to oil is animal husbandry

6 03.11.2010 Batman Yunustar-Gökdogan village Sabit Ceylan farm activity Participated in EU-funded project for 2nd crop: phacelia, maize, lettice

7 05.11.2010 Mardin Chamber of Agriculture Malik Özkan +90 (482) 2121035 mined area The mined area more potential to rent it out to big companies

8 05.11.2010 Mardin Chamber of Com. - Industry Kenan Özcelik +90 (532) 2154711 business environment Business environment is improving and local investors are increasing

9 06.11.2010 Mardin  ENS Tarim San. Ve Tic A.S. Semsettin Türen, +90 (533) 9212345 organic fertilizer A lab has been established and approved by MARA for soil analysis

10 06.11.2010 Mardin Shiluh Süryani Sarapcilik Yuhanna Aktas +90 (533) 6117340 wine production Production of grapes is done by smallholders in various villages

11 07.11.2010 Mardin  Intermediate trader for organic Abdulrahman Kaya crop rotation Irrigation seems to be a problem due to electricity cuts

12 22.11.2010 Adıyaman Chamber of Industry and Trade Mustafa Uslu industrial development Adiyaman has the potential to follow Gaziantep in industrial development

13 22.11.2010 Adıyaman Internet tekstil A.S. / Ecoturca Abdurrahman Dicle +90 (416) 2272401 textile and pulses Internet Tekstil: yarn, fabric, ready garment; the organic line is IMO certified 

14 22.11.2010 Adıyaman   Agriculture Chamber Yakup Tas major crops Major crops: wheat, lentils, chick peas; irrigated area: cotton and orchards

15 22.11.2010 Adıyaman  Midrap Tas, livestock Midrap Tas +90 (530) 6652403 farm activity 2500 ha of land, mainly grow feed for his animals (corn, wheat, barley)

16 24.11.2010 Kilis Agricultural Directorate Sibel Çiçek +90 (505) 9303990 organic projects Kilis: 105'000 ha agricultural land, zeytin, grapes, pistachios and field crops 

17 24.11.2010 Kilis Kilis Organized Industrial Zone Hakan Öztürk +90 (533) 3553192 industrial profile SWOT analysis has been done for the Industrial zone 

18 24.11.2010 Kilis Agriculture Chamber Mehmet Ümit Deli +90 (530) 3136123 major crops 9278 farmers are member,105'000 ha agricultural area: 9% irrigated area

19 09.12.2010 İstanbul Tiryaki Agro Foods Industry Göksal Beyaz +90 (216) 4226222           VC of crops Value Chain Pistachios:-Value Chain Bulgur:--Value Chain Lentils

20 13.12.2010 Erzurum Union of Cereal Farmers Nazmi Ilıcalı +90 (442) 2340216 wheat production The Organic wheat production of the farmer’s union is about 10’000 tons/year

21 15.12.2010 İstanbul İstanbul Halk Ekmek (ihe) Ünal Akgül +90 (212) 6352080 organic bread İHE buys the organic wheat 20-30% more expensive than conventional wheat

22 15.12.2010 Ankara Former purchase man. of İHE Zeki Yıldız organic flour İHE buys about 8000 tons of organic flour per year, main supplier is Tiryaki

23 26.12.2010 İstanbul Sade Organik Ürünler Uğur Gemici +90 (0216) 4813510 domestic sales Big turnovers from shops %80, marketchains 15% and rest open markets

24 05.01.2011 İzmir Oğuzcan Tarım Elvan Oguz +90 (232) 8808010 dried tomatoes Price for organic dried tomatoes is extreamly high in 2010 compared to 2009

International

1 30.11.2010 Konstanz-Germany Organic Textile Services GbR Katharina Schauss +49 (7531) 8927322 organic cotton IMO certifies according to GOTS and OE 100 Standard.

2 07.12.2010 Weinfelden-CH Institute for Mark.(IMO)             Mecki Naschke +41 (71) 6260627 certification of cotton Growth slowed down compared to the boom season 2008

3 09.12.2010 Weinfelden-CH Institute for Mark.(IMO)            Heiko Schindler +41 (71) 6260626 wild collection liquorice Glycyrrhiza glabra, G. inflata, G.uralensis are the major 3 species

4 14.12.2010 Zürich-CH W. Kündig & Cie AG Beat Kündig
'+41 (79) 4003959

organic wheat Organic wheat imports to Switzerland are from Greece, It, Fr and USA/Canada

5 05.01.2011 Zürich-CH Comagra ag Jürg Müller +41 (78) 8436850 dried tomatoes The price for conventional dried tomatoes from Uzbekistan was EUR 2.80/kg 

Interview list of Elisabeth RUEGG
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Interview list of Fethiye ÖZBERK

Nr Date Place Company or Organisation Name Telefone Topics Discussed Important Lessons

1 10.12.2010 Hatay Biyotar Biological Agriculture Lerzan ERKILIC 0326 69102170 Producing predators Main activity is rearing beneficial insects and providing them to the farms

2 28.11.2010 Şanlıurfa Harran University Ayhan ATLI 0533 3612322 Organic food Research and studies necessary to feed organic farmers

3 23.12.2010 Şanlıurfa Kırım Bulgur Şıhmüslüm KÖSE 0532 5102167 Bulgur production The best durum wheat are grown in this area.  

4 23.12.2010 Şanlıurfa Uğur Bulgur Mehmet Salih UĞUR 0414 24723370 Bulgur production Purchase guarantee is very important. 

5 23.12.2010 Şanlıurfa Mermerkaya Zahirecilik R. Kemal MERMERKAYA 0414 24704960 Lentil market He is the supplier for Arbella Pasta in Kazanlı-Mersin. 

6 23.12.2010 Şanlıurfa SATIŞ Trade Muzaffer SATIŞ 0414 24708010 Lentil market He is purchaser of wheat-barley and lentil.

7 23.12.2010 Şanlıurfa Güven Gıda Pazarlama Mehmet TUNÇ 0414 31374800 Flour market There is no demand for  organic production. 

8 23.12.2010 Şanlıurfa Yücetepe Ag. Products Ali YÜCETEPE 0414 2470450 Maize market Kızıltepe-Mardin, Viranşehir and Urfa lentils are well known. 

9 23.12.2010 Şanlıurfa Parlak Bulgur Hamza PARLAK 0507 2820777 Bulgur production He is ready for collaboration in any project. 

10 13.12.2010 Kızıltepe-Mardin Farmer Çetin TİMURAĞAOĞLU 0533 8120323 Wheat production No crop rotation for dryland and rainfed.  

11 14.12.2010 Viranşehir-Şanlıurfa Farmer Mehmet GÖRMÜŞ  0542 4695515 Wheat production Whitening of lentil grain is the worst problem for quality. 

12 04.12.2010 Diyarbakır Consultant Mehmet Sait ÖZTÜRK 0532 7281248 Organic input supplies The organic fertilizer provides 50 % increase in pulses, 30 % in wheat.

13 04.12.2010 Diyarbakır Devran Drip Irrigation Kasım PEKER 0507 2481000 Drip  irrigation Drip irrigation, consultancy services available for farmers (50%  MARA funds). 

14 04.12.2010 Şırnak Soyal Agricultural Products Abdullah SOYSAL 0506 8590048 Green houses He is very keen about organic production.

15 04.12.2010 Hazro- Diyarbakır Farmer Müzeyyen ASLAN 0505 9343154 Wineyards Organic registered vineyard producer working with ORSER control body (12da). 

16 04.12.2010 Diyarbakır Bismil Vocational School Medine TEKİN 0538 3045041 Organic studies They teach organics to the vocational higher education students. 

17 05.12.2010 Derik-Mardin Derik Directorate of Agriculture Abbas ATEŞ 0507 2390393 Organic production Derik is well known of special products like olives. 

18 26.11.2010 Şanlıurfa Targel Zeyit KAYALI 0505 7475658 Organic production TARGEL staff in Urfa is involved in organic studies.

19 22.11.2010 Adıyaman Targel Mahmut KARAKUŞ 0546 4737301 Organic production TARGEL staff in Damlacık-Adıyaman has organic demonstration plots.

20 22.11.2010 Adıyaman Ecoturca Aynisa ILLEZ 0532 2084406 Organic production They have started to produce wheat and lentil organically in Adıyaman. 

21 04.12.2010 Hazro-Diyarbakır Farmer Tarık ARCA 0507 2275004 Lentil production He is producing and selling seed for the farmers. 

22 04.12.2010 Diyarbakır Diyarbakır Beekeepers Union Fahri SAYLAK 0533 3114804 Beekeeping They want to add value to their honey and other products.

23 04.12.2010 Diyarbakır GATAE-Diyarbakır Ahmet ALTIKAT 0535 2190786 Wheat production They have implemented several experiments, may serve as know-how center.

24 04.12.2010 Diyarbakır Dicle University İnanç ÖZGEN 0505 6472987 Organic Production Sustainability is important in arganic agriculture. 

25 03.11.2010 Batman Directorate of Environment İskender SÜNGER 0488 21330830 Ecotourism Hasankeyf has potantials for eco-tourism. 

26 03.11.2010 Batman Directorate of Industry & Trade Abdülkadir EKMEN 0488 2139089 Industry and Trade There are 6 ginning, 2 flour, 2 bulgur, 1 lentile and 2 dairy factories in Batman. 

27 03.11.2010 Batman Batman Cattle Breeders Union Adnan GÜNDÜZ 0507 235475590 Cattle breeding They don’t think that organic animal husbandry can be done in Batman.

28 05.11.2010 Mardin Tigris Development Agency Abdullah ERİN 0482 2121107 Organic agriculture Cooperation can be established with the organic project of the Agency.

29 08.11.2010 Diyarbakır Karacadağ Developm. Agency lhan KARAKOYUN 0412 2371216 Organic agriculture Good agriculture can be considered as a previous step to organic. 

30 08.11.2010 Diyarbakır SE Anatolian Ag. Research Şevket TEKIN 0412 326132340 Organic research Medicinal, aromatic plants: caper, ancene, coriander, thyme can be worked on. 

31 10.11.2010 Şanlıurfa GAP Organic NGO Müslüm ÇOŞKUN 0542 3949127 Organic NGOs Association supports organic farming in 4 villages with 9 farmers. 

32 10.11.2010 Şanlıurfa GAP Ag. Research Institute Abdülkadir SÜRÜCÜ 0414 3135789 Organic research Organic certificate for pistachio, almond, olive in Macunlu.

33 22.11.2010 Adıyaman Aliş DTM Metin AKDOGAN 0505 6914630 Organic business 1000 da in Kahta, 4000 da in Adıyaman, 2000 da in Gölbaşı are in transition.

34 24.11.2010 Gaziantep Chamber of Agriculture Zihni KEPKEP 0542 2661686 Chambers Mined lands in Syrian border are suggested as organised organic areas. 

35 24.11.2010 Gaziantep Silkroad Development Agency Bülent ÖZKAN 0342 231070102 Organic agriculture Kilis is proposed for organic farming because of the availability of the lands.

36 24.11.2010 Gaziantep Chamber of Commerce Figen ÇELITÜRK 0342 2203030 Chambers They can help reaching processors in Gaziantep. 

37 13.01.2010 Diyarbakır Dicle University Sema BASBAĞ 0533 7680753 Coton researcher There are 57800 ton of organic cotton production in Şanlıurfa.



Nr Date Place Company or Organization Name Telephone Topics Discussed Important Lessons

1 08.11.2010 Diyarbakır  Direct.of Forest& Environment Murat Haspolatli +90 (535) 6655472 sustainability,biodiversity Provide for forest and tree seedlings; almond, pistachios and walnut plantation

2 08.11.2010 Diyarbakır KOSGEB  Mehment Fidan +90 (412) 2550277 projects, development Industrial development in Diyarbakir is very low,growing business is marble only  

3 08.11.2010 Diyarbakır  Commodity Exchanges Fahrettin Akyil +90 (412) 2550922 industrial development Social peace and subsidies are the two major criteria effecting business dev. 

4 08.11.2010 Diyarbakır  Agriculture Chamber Mehment Salih Medeni crop diversity Main crops in the area: barley, wheat, red lentils, chickpeas, maize, cotton 

5 08.11.2010 Diyarbakır Karacadag rice processor Ali Avcı +90 (412) 2550898 rice production&process Yields: 1 kg seed = 30 kg produce; approx. 4 tons / ha

6 08.11.2010 Diyarbakır GÜNSIAD Sahismail Bedirhanoglu +90 (533) 9634848 regional support Regional support is not effective enough and must be more specific for cities

7 09.11.2010 Diyarbakır Ak-Bank Volkan Pencereci finance structure Missing social peace is what stopps potential companies to invest in city

8 10.11.2010 Şanlıurfa GAPEKODER Medet Abbasoglu +90 (532) 2532201 organic projects Organic project with 17 farmers and total area 35 ha of pommegrante

9 10.11.2010 Şanlıurfa Industry and Trade Chamber E. Sabri Ertekin marketing opportunity Without markets with a better profit to the farmers, hard to motivate farmers

10 10.11.2010 Şanlıurfa Commodity Exchange Mehmet Kaya +90 (532) 2020813 warehouse license The warehouse license system is getting more popular in Urfa

11 10.11.2010 Şanlıurfa Argiculture Chamber Halil DOLAP +90 (532) 4222120 farming system 28000 member, 15'000 active members, No 1 in cotton: 600'000 tons unginned

12 24.11.2010 Kilis Union of grapes producers Kahraman Ünler +90 (532) 7411405 grape production Most interesting local grape variety is Horoz karasi, a dark huge grape 

13 24.11.2010 Kilis Trade and Industry Chamber Mehment Öhciloglu +90 (532) 4118424 olive production Olive production is fit for organic production as almost no chemicals are used 

14 25.11.2010 Gaziantep Tiryaki Agro Gida San. A.S. Ahmet Tiryaki +90 (342) 3379700 procesor and exporter The biggest procesor&exporter for organic wheat, pulses, pistachios and cotton 

15 25.11.2010 Gaziantep  Metropolitan Municipality Ibrahim Fuat Özcörekci +90 (533) 4837503 secretary general Eco-village, organic farmers market, organic food supply to canteen kitchens

16 25.11.2010 Gaziantep RA-MA Bayrakdar Muhammed Bayrakdar +90 (533) 3733961 liquorice processing It is planned to use only Turkish raw material, mainly from Hatay and Siirt 

17 26.11.2010 Şanlıurfa  Karacadag Dev. Agency Yunus Colak +90 (414) 3149803 contrat system The practiced contrat system for organic farmers was discussed

18 26.11.2010 Şanlıurfa EU Info Relay Office Nimet Ince +90 (414) 2157504 project organizing Consultancy and support processors in contracting farmers is important

19 26.12.2010 İstanbul Birki Organik Gıda Zarife Dinçer +90 (216) 4454440 internet marketing Internet delivery service has been started in 2007, more than 250 products

International

1 06.12.2010 Dubai All Natural-Pakistan Wagas Ahmad Awan +92 (61) 6774416 all kind of oil processing Cold press different type of crops and exporter

2 06.12.2010 Dubai Aznar, Baku-Azarbeycan Natik Askarov +99 (412) 4923532 fruit juice Mainly pomegranate, quince and apple; bottled and bulk acceptic packed  

3 06.12.2010 Dubai Oxfam-Palestine Mohammad Safawta +97 (257) 7399774 organic olive oil Produce organic olive oil, 10% fair trade (by FLO) premium pays to farmers

4 06.12.2010 Dubai Emirates Gourmet Mohammed Haneef retail sales Original packing/dizayn for hotels and shops from import products

5 06.12.2010 Dubai Alyasra Foods Sunılan K +97 (14) 3974853 selling to local markets Import eggs and olive oil (org.-conv.) from Turkey, Interest with pistachio

6 06.12.2010 Dubai Watania Riyadh-SA Ajmal Hayat +96 (64) 6540170 import and sell on shops 24 own shops in SA, Import and sell on own shops

7 06.12.2010 Dubai Via Cap., Sonnino–Italy Maggıarra Impero +39 (393) 9666154 organic olive oil Organic olive oil quality standards and price, cold press processing, 25-27C

8 06.12.2010 Dubai Thamarat, Dubai, U.A.E Muhammad Chughtai +97 (14) 3431345 dates coated with cocao Dates coated with cocao, import from Brasil and Dates import from SA

9 06.12.2010 Dubai Daan Yılong, Dalian, China Zhang Kejun +86 (1571) 2354789 oil producer Mainly sun flower and other crops like peanut, beans, pumkin seeds

Interview list of Atila ERTEM

Tel:+92-61-677


Interview list of Mehmet Gunak

Nr Date Place Company or Organisation Name Telefone Topics Discussed Important Lessons

1 03.11.2010 Siirt Siirt Dir.of Trade&Industry Nedim Kuzu +90 (532) 4149764 Strawberries Wants new demonstrations in Siirt.

2 03.11.2010 Siirt Young Business Union Naci Arik +90 (542) 3483456 Organic milk Wants support for organic milk production.

3 04.11.2010 Siirt Siirt Dir.of Trade&Industry Kamile Balci +90 (532) 4782552 Gender New health center and health tourism in Siirt.

4 08.11.2010 Diyarbakir Directorate of Agriculture Vahit Efetürk +90 (532) 7654873 Crop rotation Organic has potential for irrigated farming in Diyarbakir.

5 08.11.2010  Diyarbakir Development Agency Center Tahir Daday +90 (532) 3969165 Organic fruits For demonstration: better convert existing good orchards than start new ones.

6 08.11.2010  Diyarbakir Sheep Growing Union Ali Dag +90 (412) 5851130 Organic sheep & goats Very good grazing potential in Diyarbakir province.

7 09.11.2010 Kirantepe, Diyarbakir Cotton farmer Nevzat Çetinkaya +90 (538) 4294248 Organic cotton Economics of cotton is good.

8 10.11.2010 Şanliurfa SAF Organic Food Ibrahim Sabuncu +90 (505) 3324936 Organic marketing Is looking for organic pomegranates for export. 

9 22.11.2010 Adiyaman Internet Textile Abdurrahman Dicle +90 (416) 2272401 Organic yarn Needs for organic cotton from the region. 

10 22.11.2010 Adiyaman Mesildo Tekstile Mehmet Sert +90 (416) 2272950 Organic textile Knowledge on organic cotton is limited. 

11 24.11.2010 Gaziantep Celikaslan Tekstile Abdurrahman Bolukbasi +90 (342) 3373605 Organic yarn Trade relations in the organic textile sector are unreliable.

12 24.11.2010 Gaziantep Pistachio Research Institute Kamil Sarpkaya +90 (342) 3380800 Biological pest control There are solutions against major pistachio and cotton pests.

13 25.11.2010 Gaziantep Tarko farm of Sanko Erkan Bayat +90 (532) 5162252 Organic cotton Crop rotation in organic cotton is very narrow. 

14 25.11.2010 Gaziantep Biska Eray Aydok +90 (342) 3379009 Organic yarn Organic ginned cotton processed at Biska is from SEAR.

15 26.12.2010 Sanliurfa Yildirim comp Omer Yildirim +90 (532) 2657855 Organic cotton Organic cotton demonstration needed.

International

16 11.11.2010 Aleppo, Syria AK Organic Kees Maris +49 (160) 3674828 Organic cotton Success of the organic cotton project in Syria.

17 01.12.2010 Sanliurfa Sevimli ginning and farmer Isa Alkan +90 (507) 2340156 Organic cotton Want to process more organic cotton.

18 02.12.2010 Sanliurfa Ant Gida Halil Dogan +90 (533) 2434708 Organic cotton Problems related to cotton rotation crops.

19 03.12.2010 Sanliurfa Farmer of Baraj comp. Mustafa Alkan +90 (533) 3390678 Organic cotton Want to expand organic cotton production.

20 03.12.2010 Sanliurfa Alkanlar Circir and seed oil Mustafa Alkan +90 (533) 3390678 Organic cotton Cottonseed oil is not sold as organic.

21 03.12.2010 Sanliurfa Baraj ginning and farmer Halil Alkan +90 (507) 2340156 Organic cotton Want to expand organic cotton production.

22 04.12.2010 Sanliurfa Yasaklar Ginning Yasin Yasak +90 (414) 2470844 Organic cotton Want to expand organic cotton production.

23 04.12.2010 Sanliurfa Yasaklar Farm Yasin Yasak +90 (414) 2470844 Organic cotton Want to process more organic cotton.

24 06.12.2010 Sanliurfa Organic tomatoes farmer Huseyin Solhan +90 (414) 3691334 Organic tomatoes Produces organic dried tomatoes and sells to Yeditepe.

25 07.12.2010 Sanliurfa Murat Tekstile Ali Adem Sunay +90 (532) 2878173 Organic yarn Want to process more organic cotton.

26 07.12.2010 Sanliurfa Fiba,Yuksel Ginning Omer Faruk Almas +90 (539) 9599192 Organic cotton Have problems selling organic yarn.
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