
Customer and Brand Research

Positioning customer insight as an integral 
component of its strategic decision-
making processes, Migros has recourse 
to a variety of research methodologies 
to identify and track evolving customer 
expectations. The Company performs 
multidimensional consumer and trend 
research utilizing innovative surveying 
technologies and person-specific 
techniques. The goal is to improve the 
customer experience by detecting shifting 
needs at their earliest onset.

Migros prioritizes demographic, gender, 
and socio-economic inclusivity in its 
research framework. Insights gathered 
through interviews, surveys, and qualitative 
methodologies are analyzed across these 
key segments to ensure comprehensive 
reporting. In 2025 the Company’s 
consumer and trend surveys interacted 
with 447,321 customers and generated 
critical insights that continue to shape 
Migros' strategic roadmap. The results of 
customer loyalty and experience research, 
surveys, and feedback queries across 
both physical and digital channels provide 
deep insights into consumer responses to 
seasonal conditions and shifting market 
dynamics, enabling Migros to manage the 
in-store and online experience as a unified, 
holistic journey.

• The results of a Customer Loyalty 
Survey of 1,574 respondents revealed 
that Migros' customer loyalty score is 
two points above the sector average.

• Migros continuously monitors evolving 
food retail industry price dynamics and 
consumer sentiments by analyzing the 
results of a Price Perception Survey 
of a nationally representative sample of 
1,000 respondents.

• Within the Customer Experience 
Survey, Migros regularly solicits 
feedback through personalized, 
transaction-specific customer 
experience queries automatically sent 
immediately after a store visit. During 
2025 Migros conducted 204,208 
of these surveys to monitor store 
performance, capturing detailed 
customer ratings on everything from 
product availability and checkout 
efficiency to staff service quality. Migros' 
Customer Satisfaction Score in 2025 

Good and Trustworthy Customer Experience

was 79/100, the same as it was the 
year before. The Company is aiming to 
increase this by 100 basis points over 
the next three years.

• The MoneyPay Benefits Analysis 
examined the expectations of various 
generational cohorts, identifying areas 
for flexible employee experiences and 
strategic opportunities to strengthen 
the Employer Value Proposition 
(EVP). Migros used the results of 
comprehensive surveys and in-
depth interviews conducted across 
16 provinces to analyze MoneyPay 
Brand Awareness and MoneyFlex 
performance and to optimize brand 
reach and communication effectiveness.

• The Macrocenter Customer Insight 
Analysis utilized a mixed-method 
approach, combining in-depth digital 
interviews tracking the shopping journey 
with in-store surveys of 204 customers 
to provide a comprehensive mapping 
of customer experience journeys and 
expectations.

• A Brand Health Tracking Survey 
was conducted all year long for Migros 
and Migros One, with systematic 
measurements of communication 
impact on brand equity directly informing 
campaign strategies and channel 
planning.

• As part of the EU Horizon Europe-
supported ALLIANCE Project, Migros 
carried out a Blockchain Application 
Customer Survey to identify customer 
perceptions and expectations regarding 
blockchain-based traceability solutions. 

Responsible Approach in 
Advertising and Marketing 
Communication

Committed to responsible and ethical 
advertising, Migros manages its media 
planning and procurement processes 
not only on the basis of reach and 
performance metrics but also through the 
lenses of social benefit, brand reputation, 
and sustainability. Every stage of these 
processes from media selection to content 
placement prioritizes brand credibility, 
ethical communication, audience alignment, 
and regulatory compliance. For societally 
significant occasions and observances, 
Migros develops inclusive, value-based 

media strategies designed to raise public 
awareness and drive positive social 
change. To ensure a media management 
approach that is both highly effective and 
socially responsible, the Company regularly 
optimizes its communication investments 
based on data-driven analyses and current 
media trends.

Migros leverages an extensive media 
ecosystem to reach audiences across 
multiple touchpoints in the conduct of 
its marketing and brand communication 
activities. Migros manages the wide 
range of media, from cutting-edge digital 
platforms to traditional channels, through 
a seamlessly integrated approach. 
Traditional outlets such as television, radio, 
outdoor, newspapers, and magazines are 
utilized along with social media and digital 
platforms as complementary tools to reach 
target audiences.

The Company regularly reviews its 
communication strategies in light of 
emerging trends, shifting consumer 
behavior, and the ongoing transformation 
of marketing methodologies. This ensures 
that all content remains consistent, 
dynamic, and relevant in an increasingly 
diversified media landscape.

Acknowledging that it has a fundamental 
responsibility to ensure that every stage 
of advertising from initial conception to 
publication is aligned with the requirements 
of laws and regulations as well as with 
industry standards, Migros acts accordingly. 
The Company also gives particular attention 
to ensuring that all communication content 
is consistent with and supports the principle 
of social gender equality.

Migros does not advertise any product 
unsuitable for children or whose 
consumption by children should be limited 
on any channel or media that is intended 
for audiences aged 12 or less. All television 
advertisements for processed foods 
include the mandatory legal disclosures 
required by the Ministry of Health.

Social media sustainability awareness and 
communication initiatives conducted on 
the occasion of special observances such 
as World Environment Day, International 
Women’s Day, Persons with Disabilities 
Week, World Water Day, and World 
Environmental Health Day reached over 
1.5 million people.

Access to Products and Services Supporting 
Health and Sustainability

Migros leverages its diversified product 
range to increase consumer awareness 
about healthier and more sustainable 
lifestyles and to encourage shoppers to 
adopt them.

The Company’s Health and Nutrition 
Policy  provides a comprehensive 
framework for its broad product portfolio, 
ensuring product safety, certified product 
protocols, and stringent quality standards 
for perishables, as well as specific 
criteria for nutritional labelling and caloric 
disclosure. Through this policy, the 
Company incentivizes its business partners 
to expand their offerings of products that 
support sustainable and healthy living, 
while simultaneously guiding its customers 
towards making informed shopping and 
consumption decisions.

Products that Support 
Wellbeing

Migros continues to enrich the diversity of 
its offerings with the aim of empowering 
customers to make healthier choices and 
more informed purchasing decisions. The 
Company allocates substantial shelf space 
to products that support healthy living 
while adhering to an approach that:

• promotes the balanced daily 
consumption of fruits, vegetables, 
legumes, nuts, grains, dairy, and meat-
based protein sources;

• increases the availability of specialized 
products with reduced fat, salt, and 
sugar content and of products with 
enriched nutritional profiles;

• provides accessible options for specific 
dietary requirements, including lactose-
free, gluten-free, diabetic, vegan, 
organic, and ecological products.

In 2025, Migros increased the number 
of its private-label products supporting 
healthy living from 572 to 615 compared 
to the previous year. Products supporting 
healthy living generated 40% of total 
turnover of 2025 and 53.5% of food-
related revenues.

In 2025, Migros sold a total of 3,373 tons 
of organic* fruits and vegetables. The 
Company offered nearly 1,280 organic 
products, including 180 non-food items; 
these products accounted for 1.21% 
of total turnover. 100% of the poultry 
meat products (chicken and turkey) 
sold by Migros is organic or GAP (Good 

Agricultural Practices) certified.

100% of the eggs sold under Migros' M 
Life own-brand are either organic or cage-
free. All of the eggs sold at Macrocenter 
stores are cage-free. An organic egg 
production center established in Ordu 
with Migros' support provides a significant 
volume of products that are featured 
prominently across Migros stores. To 
incentivize their sale, cage-free eggs are 
offered at specially discounted prices in 
Migros' in-store and online campaigns 
every month.

In 2025, low-fat, low-salt, low-sugar, 
low calorie, and saturated/trans-fat free 
products generated 1.85%** of Migros' 
sales turnover; products with enhanced 
nutritional profiles and all reformulated 
products accounted for 1.23% and 2.83% 
turnover shares respectively.

Products that Support 
Sustainability

Migros continued its sustainability-
supporting product category initiatives in 
2025, providing its customers with an even 
wider range of options. The Company 
classifies certified GAP, organic, and 
regenerative-farming products; vegan 
products; energy-efficient lightbulbs and 
electronics; detergents with eco-friendly 
packaging; reusable shopping bags; 
paper products sourced from industrial 
plantations; and certified palm, soy, 
cocoa, coffee, and bamboo products as 
“Products that support sustainability”. 
8% of all products offered for sale are 
in this category and they account for 
12% of total turnover. 24% of total sales 
in the household detergents category 
were generated by products with more 
sustainable formulations or packaging. 
In 2025, certified sustainable sources 
accounted for 22% of Migros' cocoa 
products, 23% of products containing 
palm oil, and 7% of products containing 
soy oil. The Company sources 100% 
of its red meat products from domestic 

* Certified-organic fruits and vegetables generated 1.13% of Migros' fresh-produce turnover and accounted for a 0.65% share of fresh-produce total tonnage.
** Certified low-sugar, low-fat, and low-salt products make up 0.25%, 0.17%, and 0.11% of their respective product groups.
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suppliers and avoids sourcing from 
regions at risk of deforestation. Following 
completion of its sustainability labelling 
project, Migros plans to ensure full 
traceability for all of its certified-sustainable 
offerings and to badge them across both 
in-store and online channels.

Robust consumer demand for vegan and 
plant-based products continues to drive 
Migros' initiatives to expand its product 
portfolio in this segment. In 2025, Migros' 
shelves featured 1,424 unique vegan 
products, including 599 non-food items. 
In the dairy category, vegan and plant-
based beverages generated 8.35% of the 
Company’s total turnover last year.

Migros continued its sustainable seafood 
initiatives in 2025, moving towards its goal 
of having 100% of its farmed sea bream 
and sea bass sustainability-certified (GAP, 
Global GAP, IFS etc.) by 2030. As of year-
end 2025, 60% of these products were 
already certified. During 2025 Migros sold 
2,083 tons of fish certified Global GAP or 
GAP-compliant. Legal size requirements 
and quality standards are rigorously 
enforced across all seafood categories in 
full compliance with applicable national 
laws and regulations.

Migros Fresh Meat 
Production Plant (MİGET) 
and Uzman Kasap (Master 
Butcher) 

Migros' focus on quality and food safety 
in the production and sale of meat and 
meat products continues to make it the 
pioneer of Türkiye’s food retailing industry. 
A workforce of butchers, veterinarians, and 
food engineers is employed at the Migros 
Fresh Meat Production Plant (MİGET) to 
ensure that all meat is processed and 
passes through 220 rigorous quality 
control checks before it reaches Migros 
customers. Migros also offers, under 
its Uzman Kasap brand, a range of 
prepackaged ready-to-cook red meat and 
meatball products produced with special 
recipes and sauces tailored to consumers’ 

tastes and preferences, including gluten-
free options. As of end-2025, MİGET’s 
annual production capacity was 100,000 
tons.

Focused on sustainably managing its fresh 
meat production and processing capacity, 
Migros continues to train its own butchers 
at the Migros Retail Academy’s Food 
Technologies Training Center (GATEM). 
3,134 people who have successfully 
completed GATEM training are employed 
as butchers at Migros stores in all 81 of 
Türkiye’s provinces.

M Life and Tastes of Anatolia 
(Anadolu Lezzetleri)

“M Life” is the name of a Migros own-
brand whose portfolio consists of foods 
that support healthy lifestyles or address 
special dietary needs. Products with the M 
Life label are organic and/or have special 
properties such as low-calorie, gluten-free 
etc. An essential requirement for an item to 
be included in the M Life catalogue is that 
it should be consistent with healthy and 
informed consumption choices.

Migros offers customers about 50 different 
packaged food products and more than 

140 fruits and vegetables under its M 
Life brand. 83% of these goods are 
ECAS certified organic. This certification 
assures that their production processes 
are consistent with organic farming 
methods and adhere to environmental 
sustainability principles. A new addition 
to the M Life portfolio in 2025 was Gezen 
Tavuk 10-pack M-size cage-free eggs, 
complementing the existing organic egg 
selection.

“Tastes of Anatolia” (Anadolu Lezzetleri) 
is the name of a range of products which 
Migros has put together to support 
local producers and make Anadolu’s 
rich culinary heritage more accessible to 
consumers all over the country. These 
products, which represent the traditional 
flavors of Anatolia, are produced using 
natural farming methods and indigenous 
seeds and are offered to consumers in 
line with high quality standards. In 2025, 
nearly 40 products—16 of which hold 
geographical indication status—produced 
from indigenous seeds originating from 26 
localities across Türkiye’s all regions and 
distinguished by their regional and cultural 
characteristics, were made available at 
Migros stores.

Access to Products and Services Supporting Health and Sustainability Quality and Product Safety

2025 was a year in which Migros 
made important progress in integrated 
management systems and food safety 
while further strengthening its leading 
position as a food retailer conforming to 
national and international standards. 

Integrated Management 
Systems

Migros conforms to national and 
international standards and with statutory 
and regulatory requirements in the 
conduct of its operations. The Company 
documents all related processes for the 
purposes of supporting its sustainability 
commitments, ensuring consumer 
access to safe food, gaining competitive 
advantages, enhancing its financial 
value, and facilitating its imports and 
exports. Migros embraces an integrated 
management system approach across the 
entire organization, encompassing quality 
management, food safety, customer 
satisfaction, occupational health and safety 
(OHS), and environmental management. 
This framework covers five core categories 
and 49 specific sub-categories within them 
for an overall total of 54 certifications. 

Migros holds more quality management 
system certifications issued by the Turkish 
Standards Institute (TSE) than any other 
food retailer in Türkiye. Each year, Migros' 
sustainability performance in the areas of 
carbon emissions, water consumption, 
waste management, and human rights 
compliance are independently audited and 
verified.

Migros ensures the continuous validity 
of existing management system 
certifications by having its operations 
independently audited as required. The 
Company also keeps a close watch on 
national and international standards, 
global developments, and regulatory 
requirements in order both to comply with 
and to have itself certified in accordance 
with newly-introduced standards.

Every stage of the food supply chain is 
systematically managed to safeguard 
products at production and packaging 
facilities, ensuring continuous improvement 
and robust food security. Migros complies 
both with Global Food Safety Initiative 
(GFSI) recognized FSSC 22000 Food 
Safety Management System standards 
and with the Halal Certification standards 

published by HAK (Türkiye’s national Halal 
Accreditation Agency). The precision and 
impartiality of MİGET laboratory analyses 
was confirmed after undergoing an ISO 
17025 standards compliance audit by 
TÜRKAK (Türkiye’s national Accreditation 
Agency). Migros' Gönen Fruit and 
Vegetable Production and Packaging 
Facility successfully passed Sedex SMETA, 
SQMS, and GMP audits, demonstrating 
the Company’s firm commitment to ethical 
production and operational discipline.

All integrated management system 
planning, reporting, nonconformity-
detection, and follow-up processes are 
managed comprehensively through the 
Migros Quality Management Systems 
Portal. These processes are made 
even more accessible and effective by 
the deployment of mobile solutions. 
Operational efficiency is further enhanced 
by using such solutions to collect 
approximately 60 million quality logs every 
year. During 2025, a team of about 1,000 
internal auditors conducted inspections 
across 3,464 locations. These inspections 
involved a comprehensive evaluation of 
404,930 individual criteria and revealed an 
overall compliance score of 95.28%.

2025 Integrated Management System Certificates and Scope 

Certificate Scope
ISO 9001 Quality Management Systems Entire Company, Internal Audit Department
ISO 10002 Customer Satisfaction Management System Entire Company
ISO 14001 Environmental Management System Entire Company
ISO 14046 Water Footprint Statement Verification Entire Company
ISO 14064 Greenhouse Gas Statement Verification Entire Company
ISO 22000 Food Safety Management System Entire Company
ISO 45001 Occupational Health and Safety Management System Entire Company
TSRS 1 and TSRS 2 Compliant Reports Entire Company
Trusted Supplier Certification Entire Company
Limited Assurance Declaration (selected criteria) Entire Company

TS ISO 50001 Energy Management System

25 locations
Headquarters / Europe - Gebze - Torbalı - Gölbaşı - Kemalpaşa - Erzurum - Bursa 
- Serik - Diyarbakır - Adana - Muğla - Tarsus - Doğu Marmara Yakın Mağazacılık 
- Büyükkarıştıran Distribution Centers / Kuşadası Kipa Mall / Balçova Kipa Mall / 
Edremit Kipa Mall/ Derince Kipa Mall / Beylikdüzü Migros Mall / Antalya Migros Mall/ 
365 Shopping Mall / MİGET (Migros Fresh Meat Production Plant) / Gönen Fruit and 
Vegetable Production and Packaging Facility / MİGBAK Dried Pulses Production and 
Packaging Facility

ISO 17025 Laboratory
Accreditation Certificate for Migros Fresh Meat Production Plant 

MİGET (Migros Fresh Meat Production Plant)

FSSC 22000 Food Safety Management System Certificate
MİGET (Migros Fresh Meat Production Plant), Macrocenter Homemade Production 
Facility

Halal Certificates MİGET (Migros Fresh Meat Production Plant), Uzman Kasap, Tazedirekt
Good Agricultural Practices (GAP) Gebze / Bursa / Torbalı / Antalya / Mersin Fruit and Vegetable Facility
Organic Fresh Produce Enterprise Certification Mersin / Bursa / İzmir / Gebze Fruit and Vegetable Facility
Sedex Gönen Fresh Produce Production and Packaging Facility

86 87

Our Corporate ProfileIntroduction AppendicesCorporate Governance Financial StatementsOur Employees TSRS ReportOur Planet Transformative InnovationOur Customers and Stakeholders 2025 Integrated Annual Report


