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OZMEN UN

Ozmen Un'’s success story from a lights-out
mill to a TURQUALITY-crowned brand

Ozmen Un’un Karanlik Degirmenden
TURQUALITY ile taclanan basari hikayesi

TR VA LI L7 MUSTAFA YAGMURLU

Aiming to shift the global strength of the Turkish flour industry from “price” to “performance and brand,” Ozmen Un
is undergoing a major transformation under the leadership of CEO Oguz Ozmen. This interview, in which we discuss
Ozmen Un’s strategic roadmap from local roots to global ambitions and its 2030 targets—combining the achieve-
ment of becoming Tirkiye’s first TURQUALITY-registered flour brand with technological investments and corporate
discipline—offers important insights not only into the sector’s growth but also into its ability to “grow the right way.”

Turk un sanayisinin kiiresel arenadaki giicunt “fiyat"tan “performans ve markaya” tasimayl hedefleyen Ozmen
Un, CEO Oguz Ozmen liderliginde buyuk bir dontsum icerisinde. Turkiye'nin ilk TURQUALITY tescilli un markasi
olma basarisini, teknolojik yatinmlar ve kurumsal disiplinle birlestiren Ozmen Un’un, yerelden kiiresele uzanan
stratejik yol haritasini ve 2030 hedeflerini konustugumuz bu roportaj; sektorin sadece biyumesi degdil, “dogru

buyumesi” adina dnemli ipuglari tasiyor.

While Tirkiye continues to maintain its global leadership in
flour exports, the sector now stands at a critical threshold mov-
ing from “volume” toward “reputation and value.” At this historic
juncture, Ozmen Un—initiating an important transformation un-
der the leadership of its fourth-generation representative Oguz
Ozmen—has signed a sectoral milestone by becoming the first
and only brand in the flour industry accepted into the TURQUAL-
ITY program. This visionary approach, which combines tradition-
al craftsmanship with an Industry 4.0-based “lights-out mill” con-
cept and end-to-end digital traceability, is rewriting the rules of
global competition in the flour industry by positioning production
within the triangle of experience, data, and automation.

In this special conversation with young CEO Oguz Ozmen,
we examine the brand’s strategic roadmap extending to 2030,
a brand that views production not merely as a process but as
a “promise of trust” Defining the closing of the gap between

Turkiye un ihracatinda dinya liderligini strddrirken, sek-
tor artik “hacim”den “itibar ve degere” uzanan kritik bir esik-
te duruyor. Bu tarihi esikte, doérdiinct kusak temsilcisi Oguz
Ozmen liderliginde énemli bir déniisim baslatan Ozmen Un,
un sektoérinde TURQUALITY programina kabul edilen ilk ve
tek marka olarak sektorel bir devrime imza atti. Geleneksel
zanaatkarligl, Endustri 4.0 tabanli “karanlik degirmen” kon-
septi ve uctan uca dijital izlenebilirlik ile bulusturan bu vizyo-
ner yaklasim; Uretimi tecriibe, veri ve otomasyon uc¢genine
taslyarak un sanayisinde klresel rekabetin kurallarini yeniden
yaziyor.

Genc CEO Oguz Ozmen ile gerceklestirdigimiz bu 6zel
soyleside; Uretimi sadece bir surec¢ dedil, bir “gliven vaadi”
olarak goren markanin, 2030 yilina uzanan stratejik yol hari-
tasini mercek altina aldik. “Hacim ile itibar arasindaki mesafeyi
kapatmayi” temel hedef olarak belirleyen Ozmen, markalas-
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“volume and reputation” as the core objective, Ozmen positions
branding not as a defensive line but as an offensive one. In this
interview, which also delivers important messages for sector
stakeholders, you will witness how a management approach
that says “The issue is not merely to grow, but to grow correctly”
transforms Turkish flour into a solution partner in the global pre-
mium segment.

Mr. Ozmen, first of all, thank you very much for accepting
our interview request. As the fourth-generation representa-
tive who has taken the helm of ®zmen Un, you have posi-
tioned the company as the first and only brand in the flour
sector accepted into TURQUALITY. How do you define this
historic threshold as a young CEO?

| see this threshold less as a “trophy” and more as a “cross-
roads.” Flour may look like a simple product from the outside,
but in reality it is a field where trust, discipline, and consistency
are constantly tested. Being accepted into TURQUALITY means
that we have moved beyond simply “producing well” and made
visible our claim to “grow correctly, strategically, and sustainably.”

The emphasis on being a young CEO is valuable as well;
however, what matters here is not age but approach. Our ap-
proach has long been clear: strengthening the corporate struc-
ture, standardizing processes, placing technology at the center
of production, and bringing the brand to a competitive level on
an international scale.

Do you see the TURQUALITY process merely as an indica-
tor of prestige, or as a part of ®zmen Un’s long-term corpo-
rate and global transformation strategy?

There is certainly a prestige aspect, and it would not be right to
deny that. But the real value of TURQUALITY lies in the fact that
it demands a “system” before prestige. It is a framework that re-
quires strategy, discipline, and sustainability. We were already try-
ing to build our roadmap around these three concepts; the pro-
gram acts as a lever that accelerates and standardizes this effort.

During the preparation process for TURQUALITY, what
concrete transformations did you implement in areas such
as corporate governance, process standardization, brand
positioning, and sustainability? What kind of change did this
process create within the company?

From the outside, TURQUALITY becomes visible at the mo-
ment of “acceptance.” Inside the company, however, the real
work is a transformation that has been progressing step by step
foryears. | can summarize the tangible side under four headings:

First, process standardization: ensuring that quality in production
is not left to chance and achieving the same result in every batch.

Second, placing technology at the center: the “lights-out mill”
approach and a digital quality control culture represent the pro-
duction-side reflection of this mindset.

Third, traceability and continuity: the infrastructure of licensed
warehousing and contract farming forms the backbone support-
ing the brand’s promise of trust.

Fourth, brand positioning: becoming not merely a company
that “sells flour,” but a brand that develops solutions for profes-
sionals.

Within the company, the change is most visible in one aspect:
everyone now sees more clearly the answer to the question
“why are we doing this?” This shifts motivation from “short-term
targets” to a “long-term standard.”

“WE PLACE TECHNICAL INTELLIGENCE

ALONGSIDE FIELD-BASED MASTERY”

Where does the human element stand at the center of this
major technology-focused transformation?

Although technology may appear to be at the center of the
transformation, in our world the real center has always been the
human being. We do not use technology to replace people;
rather, we see it as a tool to support craftsmanship. In the model
we are trying to establish, we place technical intelligence along-
side the ancient mastery found in the field. The needs of the
master baker, the character of the dough, and the performance
of the product can only be understood with human sensitivity.

may! bir savunma hatti degil, bir hticum hatti olarak konum-
landiriyor. Sektor paydaslari icin de dnemli mesajlar iceren bu
roportajda, “Mesele sadece blylmek degil; dogru blyimek”
diyen bir yonetim anlayisinin, Tlrk ununu global premium
segmentte nasil birer ¢ozim ortagina donusturdigune tanik-
lik edeceksiniz.

Sayin Ozmen, 6ncelikle réportaj talebimizi kabul etti-
giniz icin sizlere cok tesekkiir ederiz. Dordiincii kusak
temsilcisi olarak direksiyonuna gectiginiz &zmen Un'u,
un sektoriinde TURQUALITY’ye kabul edilen ilk ve tek
marka konumuna tasidiniz. Geng bir CEO olarak bu tarihi
esigi nasil tanimhyorsunuz?

Ben bu esigi bir “kupadan” ¢ok, bir “yol ayrimi” gibi goru-
yorum. Clnkl un; disaridan bakinca basit bir driin gibi durur
ama aslinda glven, disiplin ve istikrarin sinandigi bir alandir.
TURQUALITY’ye kabul edilmek, bizim icin “iyi Uretmek”ten
Oteye gecip “dogru, planl ve surdurdlebilir biyumek” iddiasi-
nin gorundr hale gelmesi demek.

Geng bir CEO vurgusu da kiymetli; fakat burada yas dedgil,
yaklasim dnemli. Bizim yaklasimimiz uzun suredir net: kurum-
sal yaplyl guclendirmek, strecleri standardize etmek, tekno-
lojiyi Uretimin merkezine koymak ve markayi uluslararasi ol-
cekte rekabetci seviyeye tasimak.

TURQUALITY siirecini sadece bir prestij gostergesi
olarak mi gériiyorsunuz, yoksa Ozmen Un’un uzun vadeli
kurumsal ve kiiresel doniisiim stratejisinin bir parcasi mi?

Prestij tarafi var; bunu inkar etmek dogru olmaz. Ama
TURQUALITY nin asil degeri, prestijden once “sistem” iste-
mesinde. Strateji, disiplin ve surdurtlebilirlik gerektiren bir
cergeve. Biz zaten yol haritamizi bu ¢ kelimenin etrafinda
kurmaya calisiyorduk; program, bunu hizlandiran ve standar-
dize eden bir kaldiracg gibi.

TURQUALITY’ye hazirlik siirecinde kurumsal yonetim,
siire¢ standardizasyonu, marka konumlandirmasi ve siir-
diiriilebilirlik alanlarinda hangi somut doniisiimleri ger-
ceklestirdiniz? Bu siire¢ sirket icinde nasil bir degisim
yaratti?

Disaridan bakinca TURQUALITY “kabul” aniyla gortindr olu-
yor. Iceride ise asll is, yillardir adim adim yiiriiyen bir déni-
stim. Somut tarafini dort baslikta 6zetleyebilirim:

Birincisi stire¢ standardizasyonu: Uretimde kaliteyi tesadufe
birakmamak, her partide ayni sonucu almak...

ikincisi teknolojiyi merkeze almak: “karanlik degirmen” yak-
lasimi ve dijital kalite kontrol kultlird bu yaklasimin tretim ta-
rafindaki karsihgt...

Uciinctsi izlenebilirlik ve siireklilik: lisansl depoculuk ve
sozlesmeli tarim altyapisi, markanin glven vaadini destekle-
yen omurga.
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For this reason, by strengthening our teams’ connection with the
field, we see digitalization as a lever that elevates the skill of our
masters to a higher level.

Tiirkiye is the global leader in flour exports, yet the brand-
ing side is still in a development phase. Do you think TUR-
QUALITY could become a turning point in the sector’s transi-
tion to a branded and value-added export model?

Turkiye’s leadership in flour exports is extremely valuable; we
have maintained this success for many years. But today global
competition is intensifying not over “tonnage” but over “value.”
New players are emerging and market shares are shifting. In
such an environment, branding is not a defensive line; it is an
offensive one.

In this sense, TURQUALITY could indeed become a turning
point because the program addresses the brand not merely as
a logo or packaging, but as an end-to-end management sys-
tem—from production to marketing and after-sales processes.
The closer the sector moves to this system, the more it will close
the gap between “volume” and “reputation.”

POSITIONING TURKISH FLOUR IN THE

PREMIUM SEGMENT

What kind of contribution do you expect TURQUALITY to
make to &zmen Un’s export strategy? Do you have goals for
entering new markets, strengthening brand positioning, and
growing in the premium segment?

Dordinctsid marka konumlandirmasi: “sadece un satan”
degil, profesyonellere ¢6zim gelistiren bir marka olmak.

Sirket icindeki degisim ise en cok surada hissediliyor: herkes
“neden yaplyoruz?” sorusunun cevabini daha net gortyor. Bu
da motivasyonu “anlik hedef”ten “uzun vadeli standarta ta-

siyor.

“TEKNIK AKIL iLE SAHADAKI USTALIGI

YAN YANA KOYUYORUZ”

Teknoloji odakli bu biiyiik déniisiimiin merkezinde in-
san nerede duruyor?

Dontistimin odaginda teknoloji var gibi goriinse de bizim
dinyamizda asil merkez her zaman ‘insan’dir. Biz, teknolojiyi
insanin yerine koymak icin dedil; aksine ‘zanaatkarhig destek-
lemek’ icin bir ara¢ olarak kullaniyoruz. Kurmaya calistigimiz
bu modelde; teknik akli, sahadaki kadim ustalikla yan yana
getiriyoruz. Ustanin ihtiyacini, hamurun karakterini ve Grtintn
performansini ancak insan hassasiyetiyle anlayabiliriz. Bu
ylzden ekiplerimizin sahayla olan bagini gu¢lendirerek, diji-
tallesmeyi ustalarimizin maharetini daha yukari tasiyacak bir
kaldirac olarak goruyoruz.

Tiirkiye diinya un ihracatinda lider ancak markalasma
tarafi halen gelisim asamasinda. TURQUALITY’nin sek-
torde markal ve katma degerli ihracat modeline geciste
bir kirllma noktasi olacagini diisiiniiyor musunuz?

INTERVIEW - ROPORTAJ I

There are two layers in exports: the first is “entering a market,”
and the second is “remaining in the market and creating value.”
I see TURQUALITY’s contribution as more critical in the second
layer.

We already state that our products are used in many coun-
tries and that we are preferred by global brands particularly in
Europe and the Middle East. Our aim is to move this strength
toward the “premium” side—positioning the product not merely
through price, but through performance, traceability, and a tech-
nical service approach. In addition, there are clearer ambitions
such as shelf presence for branded products.

You have implemented Tiirkiye’s first Industry 4.0-based
“lights-out mill” concept. What was the vision behind this
investment, and how has this model provided advantages
in terms of quality, efficiency, and global competitiveness?

The vision was this: to move flour production into the triangle
of experience + data + automation. What we call the “lights-out
mill” approach essentially means not leaving quality to the mood
of the operator; it means establishing a measurable, traceable,
and repeatable production standard.

On the quality side, this translates into continuity. On the ef-
ficiency side, it means reducing losses and strengthening plan-
ning. On the competitiveness side, the reality is this: the world
now distinguishes not those who produce “the same product
cheaper,” but those who produce it “more reliably and more con-
sistently.” That is precisely why | see this investment as strategic.

When automation is discussed, it can create the percep-
tion that the human factor moves into the background. What
does the picture look like within your team?

Turkiye'nin un ihracatindaki liderligi ¢cok kiymetli; yil-
lardir bu basaryl strddriyoruz. Ama bugln kuresel re-
kabet “ton” Uzerinden dedil, “deger” Uzerinden sertlesi-
yor. Yeni oyuncular yukseliyor; pazar paylar degisiyor. Bu
tabloda markalasma, savunma hatti degil; hicum hatti.
TURQUALITY bu anlamda bir kirima noktasl olabilir; ctinki
program, markayi yalnizca logo/ambalaj olarak dedgil, Uretimden
pazarlamaya, satis sonrasi sureclere kadar uctan uca bir yone-
tim sistemi olarak ele aliyor. Sektor bu sisteme ne kadar yak-
lasirsa, “hacim” ile “itibar” arasindaki mesafeyi o kadar kapatir.

TURK UNUNU PREMIUM SEGMENTTE

KONUMLANDIRMAK

TURQUALITY’nin Ozmen Un’un ihracat stratejisine
nasil bir katki saglamasini bekliyorsunuz? Yeni pazarla-
ra giris, marka konumlandirmasi ve premium segmentte
bliyiime hedefleriniz var mi?

ihracatta iki katman var: birincisi “pazara girmek”, ikincisi
“pazarda kalmak ve deger olusturmak” TURQUALITY’nin kat-
kisini ben ikinci katmanda daha kritik gortiyorum.

Biz halihazirda Urlinlerimizin bir¢ok Ulkede kullanildigini, 6zel-
likle Avrupa ve Orta Dogu’daki global markalarin tercihini gor-
dugumuzu ifade ediyoruz. Bu glict “premium” tarafa tasimak;
yani UrinU yalnizca fiyatla degil performansla, izlenebilirlikle,
teknik servis yaklasimiyla konumlandirmak istiyoruz. Bir de
markall UrUn tarafinda raf hedefleri gibi daha net iddialar giin-
demde.

Tiirkiye’nin ilk Endiistri 4.0 tabanli “karanlik degirmen”
konseptini hayata gecirdiniz. Bu yatirnmin arkasindaki
vizyon neydi ve bu model size kalite, verimlilik ve global
rekabet acisindan nasil bir avantaj sagladi?
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On the contrary: the right automation makes the right human
resource even more valuable. On our side, engineering capac-
ity and product diversity are growing together; for example,
there was a period when we mentioned producing 50 types
of flour with a team of 30 engineers in our event content. This
shows not that people have been removed from the process,
but that they have taken on a more qualified role.

You are also a pioneer in areas such as licensed ware-
housing, full traceability, and digital quality control systems.
Where does Ozmen Un’s technological infrastructure stand
within your branding strategy?

| have always interpreted branding as a “promise of trust”
That promise becomes tangible through technology: traceabil-
ity, standardization, food safety, and continuity.

On the licensed warehousing side, capacity and continuity are
key. It is not simply about storing grain; it means matching the
right wheat with the right product at the right time. Full automa-
tion and digital control in production are a continuation of this.

On the food safety side, international frameworks such as
BRCGS are widely accepted standards in the industry. In our
communication, the emphasis on food safety is also strong
because a brand is tested most during times of crisis.

Vizyon suydu: un Uretimini, tecriibe + veri + otomasyon
ucgenine tasimak. “Karanlk degirmen” dedigimiz yaklasim,
aslinda kaliteyi insanin ruh haline birakmamak demek; olcu-
lebilir, izlenebilir, tekrarlanabilir bir tretim standardi kurmak
demek.

Bunun kalite tarafindaki karsiligr; streklilik. Verimlilik tarafinda-
ki karsiligl; kaybi azaltmak, planlamayi gliclendirmek. Rekabet
tarafindaki karsilidr ise su: diinya artik “ayni tGrind daha ucu-
za” degil, “daha guvenilir ve daha tutarli” Ureteni ayiriyor. Bu
yatinmi da tam bu nedenle stratejik gortyorum.

Otomasyon konusulunca “insan” geri plana diistiyor
gibi algilanabiliyor. Ekip tarafinda resim nasil?

Tam tersine: dogru otomasyon, dogru insan kaynagini daha
degerli hale getirir. Bizim tarafimizda mihendislik kapasitesi
ve urtn cesitliligi birlikte buyuyor; 6rnegin etkinlik icerikleri-
mizde 30 mihendisle 50 ¢esit un Uretiminden bahsettigimiz
bir dénem var. Bu; insanin devreden ciktigini degil, daha nite-
likli bir rol aldigini gosteriyor.

Lisansh depoculuk, tam izlenebilirlik ve dijital kalite
kontrol sistemleri gibi alanlarda da dnciisiiniiz. &zmen
Un’un teknolojik altyapisi markalasma stratejinizin nere-
sinde konumlaniyor?

As a young CEO, how do you balance traditional milling
culture with modern corporate management?

| do not see the balance as “either this or that,” but rather as
“both together” What we call tradition includes reading the field,
understanding the product, and respecting the master crafts-
man. What we call modern management includes reading data,
managing risk, and maintaining standards.

For me, the right model is this: technology should strengthen
the hand of the craftsman, make his work easier, and make the
result more consistent. That is exactly why we particularly em-
phasize our goal of producing flours that “support craftsmanship.”

DESIGNING THE FUTURE OF A STRONG LEGACY:

THE GZMEN UN 2030 VISION

You grew up as the son of Mr. Erhan Ozmen, one of the
veteran figures of the flour industry,
who served as president of TUSAF
for many years and brought numer-
ous firsts to the sector. How has this
strong industry legacy shaped your
leadership approach?

Such a legacy brings two things at the
same time: a serious responsibility and
a very high reference bar. The fact that
my father served as president of TUSAF
for many years teaches one to think
about the “big picture” of the industry in
a disciplined way. This strengthens my
leadership instinct to “build systems”
rather than merely “save the day”

Let me add something else: one of the
most difficult tests in family companies is
building innovation while preserving tra-
dition. In our home, that discussion was
always framed around “respect for the
product” Today | try to carry that same
language into the corporate sphere.

Where do you see Ozmen Un in
the next 5-10 years? Are new invest-
ments, markets, or product segments
on your agenda?

When we speak of 5-10 years, | see three goals:

First: a stronger brand position in more countries. In the sec-
tor there are ambitions such as “exports to 40 countries, ex-
panding to 75 countries by 2030, and entering retail shelves
with branded products in at least 10 countries.” Such targets
require not only scale but also strong brand management.

Second: expanding the product segment. “Institution-specific
flours,” professional kitchen solutions, and integrated structures

Markalasmayi ben hep “gliven vaadi” olarak okurum. G-
ven vaadi ise teknolojiyle somutlasir: izlenebilirlik, standardi-
zasyon, gida guvenligi, streklilik...

Lisansli depoculuk tarafinda kapasite ve sureklilik vurgusu
onemli; bu, sadece stoklamak degil, dogru zamanda dogru
bugdayi dogru Uriinle eslestirmek demek. Uretimde tam oto-
masyon ve dijital kontrol de bunun devami.

Gida guvenligi tarafinda ise BRCGS gibi uluslararasi ¢cerceve-
ler sektorde yaygin kabul goren standartlar. Bizim iletisimimiz-
de de “gida glvenligi” vurgusu gugclt; cunki marka, en ¢cok
kriz aninda sianiyor.

Geng bir CEO olarak geleneksel degirmencilik kiiltiirii ile
modern kurumsal yénetim anlayisini nasil dengeliyorsunuz?

Dengeyi “ya o, ya bu” gibi degil;
“ikisi birden” gibi kuruyorum. Gele-
nek dedigimiz seyin icinde sahayi
okuma, drtnu tanima, ustayl anla-
ma var. Modern yonetim dedigimiz
seyin icinde de veriyi okuma, riski
yonetme, standardi strdirme var.

Benim icin dogru model su: teknoloji
zanaatkarin elini gliclendirsin; onun
isini kolaylastirsin ve sonucu daha
tutarll kilsin. Zaten “zanaatkarliklari
destekleyen” unlar Uretme hedefi-
mizi de bu ylzden 6zellikle vurgu-
luyoruz.

GUCLU BiR MIRASIN

GELECEK TASARIMI:

OZMEN UN 2030 ViZYONU

Un sektoriiniin duayen isimle-
rinden ve uzun yillar TUSAF Bas-
kanhgi yapmis ve sektore bircok
ilkleri kazandirmis sayin Erhan
Gzmen beyin oglu olarak biiyii-
diiniiz. Bu giiclii sektorel miras,
liderlik anlayisinizi nasil sekillen-
dirdi?

Boyle bir miras, iki seyi ayni anda
getiriyor: ciddi bir sorumluluk ve ciddi bir referans citasi. Ba-
bamin TUSAF’ta uzun yillar baskanlik yapmis olmasi, sekto-
riin “blytk resmi”’ne dair disiplinli distinmeyi 6gretiyor. Bu da
benim liderlik anlayisimda “glnu kurtarmak” yerine “sistemi
kurmak” refleksini gt¢lendiriyor.

Bir de sunu ekleyeyim: aile sirketlerinde en zor sinavlardan
biri, gelenegdi korurken yeniligi insa etmek. Bizim evde bu tar-
tisma hep “Urline saygl” Uzerinden yapildi; ben de bugtin ayni
dili kurumsal tarafa tasimaya calisiyorum.
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in the bakery products field are essentially continuations of the
same strategy: generating added value through both product
and knowledge.

Third: making R&D more systematic. We emphasize academ-
ic collaborations with universities and a strong R&D team; we
want to make this more visible on an international scale.

Do you think the Turkish flour industry can move beyond
being a “volume leader” and become a “brand leader”? In
which areas does the sector need to transform to achieve this?

It can—and in fact it must. Because competition is intensify-
ing. From the rapid rise of players such as Russia and Egypt to
the fact that importing countries are increasing their own mill-
ing capacities and reducing flour imports, many dynamics are
reshaping the environment. In such conditions, “volume” alone
is not enough.

For brand leadership, the transformation must occur along
three axes in my view:

First: standardization and traceability—this is where brand
trust originates.

Second: product development—rather than selling the same
flour to every market, delivering the right performance for each
market, product, and master craftsman.

Third: corporatization—maintaining the same quality, delivery
reliability, and communication discipline even in times of crisis.
Programs like TURQUALITY are valuable precisely because
they address these three axes simultaneously.

Oniimiizdeki 5-10 yillik perspektifte Ozmen Un’u nasil
bir konumda goriiyorsunuz? Yeni yatirnmlar, yeni pazarlar
ya da yeni liriin segmentleri glindeminizde mi?

5-10 yil dedigimizde, ben ¢ hedef gortiyorum:

Bir: Daha fazla tlkede daha gli¢li marka konumu. Sektérde
“40 Ulkeye ihracat; 2030’a kadar 75 Ulkeye aclima ve en az 10
tlkede markali Uriinlerle raflara girme” gibi iddialar konusulu-
yor; butlrhedefler, 6lcek kadar marka yonetimi de gerektiriyor.

iki: Urtin segmentini genisletmek. “Kuruma 6zel unlar”, pro-
fesyonel mutfak ¢cozimleri ve unlu mamuller tarafinda enteg-
re yapilar; aslinda ayni stratejinin devami: katma degeri trin-
de ve bilgide tretmek.

Uc: Ar-Ge'yi daha sistematik hale getirmek. Biz tniversite-
lerle akademik is birlikleri ve gucli Ar-Ge ekibi vurgusu ya-
piyoruz; bunu uluslararasi olgekte daha gorintr kilmak isti-
yoruz.

Tirk un sanayisi sizce artik “hacim lideri” olmaktan ¢i-
kip “marka lideri” olabilir mi? Bunun igin sektoriin hangi
alanlarda doniismesi gerekiyor?

Olabilir; hatta olmak zorunda. CunkU rekabet sertlesiyor.
Rusya ve Misir gibi oyuncularin hizli yikselisinden; ithalatci
lkelerin kendi deg@irmen kapasitelerini artinp un ithalatini
azaltmasina kadar bircok dinamik var. Bu ortamda “hacim” tek
basina yetmiyor.

Marka liderligi icin donustim de bence ¢ eksende:

Bir: standardizasyon ve izlenebilirlik—marka glveni bura-
dan doguyor.
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With the TURQUALITY process, what is the next major
goal for Ozmen Un?

The next goal is not to say that TURQUALITY has been
“achieved and finished,” but rather that it has been “sus-
tained and developed.” The spirit of the program is already
this: treating the brand not as a campaign but as a manage-
ment system.

For us specifically, this means a clearer position in more mar-
kets, a stronger brand perception, and a higher value-added
product portfolio. In short: the issue is not merely to grow, but
to grow correctly.

Finally, what message would you like to give to BBM Mag-
azine readers—especially flour industrialists?

The flour industry is one of Tirkiye’s strongest sectors
opening to the world; to preserve this strength we need a
mindset that does not limit competition to price alone. Stan-
dardization, traceability, R&D, and brand management are no
longer luxuries—they are prerequisites for remaining in the
market.

And one small but important reminder: wheat is still at the
center of this business. Without considering agriculture, seeds,
craftsmen, and consumers together, sustainable success can-
not be achieved. When we say “grain is the green gold of the
future,” this is exactly what we mean.

iki: irtin gelistirme—her pazara ayni unu satmak yerine, pa-
zara/pataya/ustaya gore dogru performansi sunmak.

Uc: kurumsallik—kriz dénemlerinde bile ayni kaliteyi, ayni
teslimati, ayni iletisim disiplinini strdirmek. TURQUALITY gibi
programlar bu t¢ ekseni ayni anda masaya yatirdigi icin kiymetli.

TURQUALITY siireciyle birlikte &zmen Un icin bir son-
raki bliyiik hedef nedir?

Birsonrakihedef, TURQUALITYyi“alindi-bitti” diye dedil, “str-
duruldu-gelistirildi” diye yazdirmak. Programin ruhu zaten bu:
markayibirkampanyadedil,biryonetimsistemiolarakelealmak.
Bizim 6zelimizde bu; daha fazla pazarda daha net bir konum,
daha gtclu marka algisi ve daha yuksek katma degerli Urtin
portfoyl anlamina geliyor. Kisacasi: mesele sadece blylimek
degil; dogru bluytumek.

Son olarak, BBM Dergisi okuyucularina — 6zellikle un
sanayicilerine nasil bir mesaj vermek istersiniz?

Un sanayisi Turkiye'nin dunyaya acilan guclu alanlarindan
biri; bunu korumak icin “rekabeti fiyatla sinirlamayan” bir zih-
niyete ihtiyacimiz var. Standardizasyon, izlenebilirlik, Ar-Ge ve
marka yonetimi artik IUks degil; pazarda kalmanin sarti.

Bir de kiiclik ama dnemli bir hatirlatma: isin merkezinde
hala bugday var—tarimi, tohumu, ustayi ve tiiketiciyi ayni anda
distinmeden strdurtlebilir bir basari gelmiyor. “Tahil gelece-
gin yesil altini” derken kastimiz tam da bu.
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