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Retail trade sector is growing rapidly and shows signiﬁcant improvements in the
“World Trade”. This charming sector is expanding and developing in Turkey appropriate
to the developments in the world. In particular, population growth, the spread of the
use of a credit card, the developments in Turkey’s economy and such other reasons,
this sector has made a quite development in recent years.
There are a total of eight companies operating in the retail trade sector in Borsa (Stock
Market) Istanbul. Operating expenses such as; research and development expenses,
marketing, sales and distribution expenses, general administrative expenses are very
important for the determination of proﬁtability of these companies. In this study
answers to the following questions are to be searched; what is the share of operating
expenses in this sector? Is there a relationship between the proﬁtability with operating
expenses? What is the ratio of total expenses in operating expense? What is the rate
and volume amount of domestic market sales and export to foreign markets? This
eight retail trade company operating in Bourse Istanbul will be reviewed by analyzing
their income tables statistically.
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1. Introduction
One of the most important sectors, in almost every economy in the world is the retail
sector. This sector, provides a major contribution to reach the products to the end
user by establishing a bridge between producers and consumers [8]. However, the
emergence of rotation between individuals is very important in the development of
retail sector. Increases in urban migration and at the number of working women have
contributed to the development of this concept [6].
Day by day, we observe a rapid and continuous increase in the trade share of retail
sector due to economic development and rapidly changing of consumer preferences.
Undoubtedly, constructions of the new shopping malls are one of the most important
factors at the rise of the trade share of retail sector [5].
Although the birth of retailing is very old in Europe, it shows a very serious development especially inEngland, France and Belgium in the second half of the 20th century.
Despite stagnation during the Second World War the retail sector grows rapidly due
to healing activities of directly affected the countries. Due to facilitated access to the

How to cite this article: Türker Susmuş and S. Özgür Başlangiç, (2017) “Income and Expense Analysis of Retail Trade Sector Companies Traded
on Borsa Istanbul,” EBEEC Conference Proceedings, The Economies of Balkan and Eastern Europe Countries in the Changed World, KnE Social Sciences,
pages 357–365. DOI 10.18502/kss.v1i2.669

Page 357

EBEEC Conference Proceedings

distant consumers the milestone for the retail sector is the development of the postal
system and the common usage of the internet [3].
The main and important functions of the retail sector companies can be listed as
follows [3];
-Provide kinds of products and services,
-Presenting products that are adapted to personal consumers in low quantities,
-Hosting products that consumers can take at any amount and any time,
-Development of services for consumers to buy and use products.
Generally, basic factors for efﬁciency increase in retail sector can be listed as follows
[2];
-Speed increase in the shopping process,
- Reduced waiting,
-Information improve on available products,
-Efﬁcient allocation of workforce,
-The improvement of sales information,
-Better information is obtained for product development activities,
-With accurate information about sales, ﬁnancial control facilitates,
-Decreasing the bureaucracy in dealings with the manufacturer.
Consequently, companies located in the retail sector are working to fulﬁll the following services [3].
-Sell products and services where appropriate,
- Delivering a variety of goods needed by the market,
- Divide the amount of wholesale products into smaller pieces, in order to make
sales in small quantities,
- Making commercial products more acceptable,
- Inventory building,
- Providing the arrive of products in the distribution system from the manufacturer
or from wholesalers to consumers,
- Providing information to consumers, manufacturers and wholesalers,
- Providing product warranty andafter-sales services,
-Evaluation of consumer complaints,
- Credit supply,
- Providing the social conversation.
If we consider the functions, economic potential and the service provided by the
retail sector, the development of the sector is expected to continue in the coming
years. On the other hand, the spread of major international companies to this growing
sector are anticipated [7].
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2. Retail Sector in Turkey
In our country, the rapid growth of population and economic developments, have a
very important share in the growth of this sector. Compared with European countries,
Turkey ranks 7th in this sector. The 5th in food spending and 8th in non-food spending
in all over the Europe. This ranking shows Turkey’s impressive potential in the retail
sector. Liberal economic policies after 1980’s has led to a serious improvement in the
retail sector [10].
In this context, it would be more correct to elaborate the historical development
of the retail sector in Turkey in threedifferent parts as before 1980, the post-1980and
today’s.

2.1. Retail Sector before 1980
In the time of the Ottoman Empire in the past, this sector is left to the minorities and
Turkish people met with the retail sector in the Republican period. The distribution
of basic necessities in developing countries is important in providing the social and
political order. In this respect, retail sector in these years has gained great importance
and from time to time Governments directly or indirectly intervene in the retail system
[4].
In the early years of the Republic, due to inefﬁciencies in the distribution system,
state-funded cooperatives have been established as the solution to this problem. Later
in the 1930s, the state-controlled low price policywere madein the retail sector, especially in food products [1].
During World War II, as is the case in all countries and in Turkey has led to an
economic recession and the retail sector is quite inﬂuenced by this recession. Especially
considering the importance of food distribution, this recession is very important in
terms of the level of people’s welfare. After the war, economic crisis, which began in
1950s, has made it harder for the state government in Turkey. In particular, there has
been a degree of scarcity of basic food products in major cities. The ﬁrst chain store
“Sümerbank” was established to be a solution to these problems by the state (Şahin,
2002:17).
In order to organize and develop the distribution system in Turkey, new laws issued,
incentive programs published and cooperative support from European countries on
these issues have been taken. These studies which were conducted by the Government gave the result in the 1960s and private sector initiative, was opened big stores
especially in the ﬁeld of clothing. Extreme price increases in the 1970s has provided
the development of the cooperatives and by this way they doubled the number of
members [4].

2.2. Retail Sector after 1980
In the 1980s, with the implementation of liberal policies, trade and the service sector
has started to progress signiﬁcantly. The effect of these economic policies was seen in
DOI 10.18502/kss.v1i2.669
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T
1: Global Retail Development Index. ISBANKASI, https://ekonomi.isbank.com.tr/UserFiles/pdf/
sr_01_perakende.pdf (Access date 01.04.2016)

the 1990s. in the retail sector. The entrance of foreign stores to the market increased
the competition and has played an educational role in the retail sector [4].
Since the 1990s, small grocery shops are experiencing the transition to modern
retailing especially in our country. Large stores have increased their service and competitiveness with the advantages of group purchases. In the conditions of increasing
competition, some small-scale businesses are closed, and the others increased their
strength by establishing purchasing cooperation. Modern retail sector, due to the positive contribution of added value and jobs created by the formal economy is called the
locomotive of the retail sector [10].

2.3. Today’s Retail Sector
Today, with a turnover of 150 billion dollars, retail sector is the fourth largest sector in
Turkey and follow energy, education and health sectors. Especially with the newly built
shopping malls sector has grown the retail sector rapidly and domestic brands from
food to electronics made serious strides in the sector. As compared to the amount per
store per million people in Turkey with European countries, the retail sector in countries
of the region seems to be the market with the highest growth potential [6].
According to the ranking in 2013, Turkey was ranked at 11th and has continued to
be among the highest growth potential markets. On the other hand, in 2014, Turkey
is increasing its attractiveness for investors and the retail market at Turkey is growing
fast and is located in the developing countries [9]
On the other hand two more indexes will be helpful for understanding the position of
retail sector in Turkey. Retail Trading Sector Conﬁdence Index and Consumer Conﬁdence
Index can be examinedour study in detail.
The Retail Trading Sector Conﬁdence Index level as of the month of July with 104,4
resides over the reference value100, gives positive signals about activity in the sector.
On the other hand, since the decline of sales prices from April 2015 and expected business volume-volatile trend of assessment of sales, it is likely to experience ﬂuctuations
in the future.
DOI 10.18502/kss.v1i2.669
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Figure 1: Retail Trading Sector Conﬁdence Index. TUIK, https://biruni.tuik.gov.tr/medas/?kn=70&locale=tr
(Access date 01.04.2016).

Figure 2: Consumer Conﬁdence Index. TUIK, https://biruni.tuik.gov.tr/medas/?kn=70&locale=tr (Access
date 01.04.2016).

In the period of January-July 2015, the sub-sectors of general economic situation
expectation over the next 12 months has deteriorated signiﬁcantly. In accordance with
that expectation, an increase has been observed in expectation of the number of
unemployed. On the other hand, during this period, there has been a decrease in
spending expectations for durable and semi-durable goods.

3. Income and Expense Analysis of Retail Trade Sector
Companies Traded on Borsa Istanbul
In our application, it is often taken for companies operating in the form of fast moving
consumer selling their goods at hypermarket chains. For this purpose, in our analysis
six companies have been included registered at Borsa Istanbul. In order to make
a healthy comment, other retail companies that are not operating in the form of
hypermarket chains are excluded. In Table 2, these six company’s income statement
between 2008 and 2014 has been examined in detail.
The data in the table is adapted to analysis from the web site of Borsa Istanbul
(http://www.borsaistanbul.com) and consists of six company’s seven years basis total
income and expenses. In order to ensure the consistency of the analysis, the annual
income and expenses are exchanged into Euro. By this way we have reached thesectorial sum of six companies operating in the same area.
DOI 10.18502/kss.v1i2.669
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Marketing Administrative Total
Expenses Expenses
Operation
Expenses
Sales

T

Cost of
Goods
Sold

Pearson
,924(**)
Correlation

-,424

,992(**)

1,000(**)

Sig.
(2-tailed)

,003

,343

,000

,000

N

7

7

7

7

2: Correlation Table. ** Correlation is signiﬁcant at the 0.01 level (2-tailed).

In this research below mentioned points examined in detail;
-Relationship between Sales Income and Sales and Marketing Expenses.,
-Relationship between General Administrative Expenses, Total Operating Expenses
and the cost of sales.
Firstly, the relationship between Total Operating Expenses that make Sales and Marketing Expenses and General Administrative Expenses to Sales Income were examined
separately. Later, these two expenses discussed as a single total combined under
the name of TotalOperating Expenses, and thus created the possibility to make comparisons. The results obtained from the correlation analysis made under the 99%
reliability level are given in the table above.
According to the table;
- There was a signiﬁcant relation between Sales Income and Sales and Marketing
Expenses for the values calculated p=0,03<.05 and r=,924.
-Sales Income and Sales and Marketing Expenses affect each other in a positive way.
-In accordance with our expectations, no signiﬁcant relationship has been found
between General Administrative Expenses and Sales Income for the p=0,343 >.05. In
this context, it is not possible to talk about an affect of General Administrative Expenses
on Sales Income.
On the other hand, in the study Total Operating Expenses were obtained and
analyzed by collecting Sales and Marketing Expenses and General Administrative
Expenses.
According to this, analyze;
- There was signiﬁcantly higher levels of relationship found between Total Operating
Expenses and Sales Income (p=0,00<.05 and r=,992).
- Accordingly, Total Operating Expenses and Sales Income are positively affecting
each other.
-The relationship between the sales income and cost of sales were correlated
exactly as expected. Here, the correlation value ispositive at the highest level.
-Perfect relationship found between sales income and cost of goods sold.
If we examine Table 3 for the annual period between 2008 and 2014, below mentioned results can be determined;
- Higher increases have experienced, in both sales and costs in 2010 and 2012.
DOI 10.18502/kss.v1i2.669
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3: Income Statements of 6 Retail Companies and Some Ratios

-The cost of sold goods for each year, on average accounted approximately 80% of
sales.
-Gross proﬁt was realized as 20% on average each year.
-In Total Operating Expenses, the highest share belongs to the Marketing and Sales
Expenses. If we examine the ratio of Marketing and Sales Expenses to Sales, it is
starting with 10.60% in 2008 and increased up to 14.37% by 2014. Accordingly, in
order to increase sales in the retail sector, it has been identiﬁed that companies must
give more importance to marketing and sales of expenses.
-The share of General Administrative Costs decreased steadily over the years.
-The ratio of EBIT / Sales ranged around %2 and %3.
-It was determined that, after 2008 and 2009 years EBIT starts going down and in
2012 the lowest level has been seen.
- On average, except for the year 2012, a company has achieved approximately
5,000,000 EBIT annual.

4. Conclusion
In this study retail sector volume all around the world has been examined and ﬁnancial data of this sector in Turkey has beenanalyzed in detail. The retail sector has a
DOI 10.18502/kss.v1i2.669
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trade volume of over $ 20 trillion in world trade. This enormous trade volume attracts
investors, including foreign, for developing the country’s economy.
According to statistical data, the Turkish retail sector has the highest development
potential in the countries of the region. The size of the Turkish retail sector, exceeded
400 billion dollars in 2015, and also it is expected to grow 10% more in 2016. The ratio
of EBIT / Sales ranged around %2 and %3. We can understand that retailing is a sector
which has low proﬁtability because of the fact that cost of goods sold has 80% of sale
price. Because we found that a very strong relationship between the sales income and
cost of sales. On the other hand, there is a signiﬁcantly higher levels of relationship
found between Total Operating Expenses and Sales Income because Marketing and
Sales expenses has an important big portion in the Operating Expenses. In addition,
it was found that a company has achieved approximately 5,000,000 EBIT per annual
except for the year 2012. In our opinion, in order to be maximized this proﬁt, a retailing
company is necessary to decrease variable cost like buying goods.
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