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E ACH PASSING DAY, we see that more 
Turkish companies are successfully 

holding their own in the global arena. 
Putting the advantage of Turkey’s unique 
geopolitical position to very good use, 
Turkish companies are both engaged in 
production for the domestic market ap-
pealing to the dynamic Turkish popula-
tion, and are experiencing the advantages 
to a demographic structure quickly grow-
ing in highly varied geographies.

As the Turkish Exporters Assembly, we 
want to carry the great success exhibited 
by Turkish exporters in recent times ever 
forward with a long-term vision.

Turkey’s exports gained great momen-
tum in the past ten years. As a result of 
this, Turkish exporters reached their 114 
billion dollar export target in 2010. The 
export target we, as TIM, have set for 
2023— the centennial of the Republic of 
Turkey—is 500 billion dollars. To this end, 
we have brought the “2023 Turkey Export 
Strategy” to life.

A rst has occurred in Turkey  a non-
governmental organization in Turkey has 
worked with the public to create a long-
term strategy for the whole country.

Our goal is for Turkey to adopt an 
export-based model in its development. 
And we, with this study, have drawn its 
road map and determined its route.

The most important aspect of this 
project, which has been in the works for 

for Turkey. We will increase our existing 
market shares in exports to this end. By 
reaching target markets with high growth 
potential, we will increase our market 
shares there. We will increase the number 
and capacity of exporters in Turkey.

We will increase our exporters’ com-
petitive ability in the global eld through 
sectorial leadership, science, technology, 
and innovation.

We will provide timely and active solu-
tions to the needs of exporters.

We will increase awareness of Turkish 
brands. We will draw export-oriented for-
eign capital and investors to our country. 
We will encourage investments in and the 
application of innovation and R&D.

We will strengthen bilateral and 
multilateral commercial cooperation. We 
will secure effective legislation and legal ar-
rangements. We will ensure the active and 
productive use of nancial instruments 
and tools of commercial support.

We will move from low skill to highly 
productive and skilled human capital.

We will ensure speedy access to accurate 
information and market intelligence.

We will harmonize relations between 
the public, private sector, NGOs, and 
universities.

Finally, we will provide active strategic 
governane.

The Turkish government has taken this 
project under its wing. All political fac-
tions, from the ruling party to opposition 
parties, are behind our project.

We believe that this project is an effort 
that transcends the political. Thus, the 
project is coming to life as a common 
project for all of Turkey.

We believe that this project is of critical 
signi cance for Turkey’s future, and that it 
possesses the vision that will make Turkey 
skip a league. 

Turkey will strengthen its position with-
in the world with its new export strategy, 
and it will elevate its image as a leader and 
visionary country in its region ever higher.

Editorial

TIM HAS DRAWN OUT 
TURKEY’S 2023 ROAD MAP
Behind the great progress shown by Turkey’s economy 
lie the deep changes occurring in exports and intelligent 
steps taken by Turkish companies on the matter of 
integrating with the global economy

MEHMET BÜYÜKEKŞİ  
PRESIDENT (TIM)

close to 1.5 years, is that instead of being a 
static project, it is a project that is highly 
dynamic and will be pursued by being up-
dated year by year. This project will be alive 
constantly in the process leading up to the 
year 2023. We will reassess the strategy 
each year.

Our goal for this project is for Turkey 
to take its place within the world’s top ten 
largest economies, and to raise Turkey’s 
exports revenue to 500 billion dollars in 
2010 as a way to accomplish this.

We determined 18 strategic targets in 
order to achieve this goal. For these 18 
strategic targets, we created 72 criteria. 
For these criteria, we determined levels of 
success. In order to reach our goal, we will 
measure these 72 criteria each year. We 
will immediately where we fell behind and 
where we came out ahead. In addition to 
the macro goals we have determined, we 
have also conducted a study for all export-
ing sectors in Turkey.

We have determined the strategic 
priorities for our 24 exporting sectors one 
by one. We have set their criteria. We will 
measure these criteria each year too. Thus, 
on both the macro and sub-sector planes, 
we will have the chance to measure how 
well Turkey’s exports strategy is going on 
an annual basis. 

Our greatest strategic target in our 2023 
study is that we are aiming for sustainable 
growth and stable increases in exports 
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M EHMET 
E  

President of the Turkish 
Exporters Assembly 
(TIM), said they aimed 
for a 12% increase in 
exports for 2011, but 
that the data for the 

the year indicated that a 
20% increase will occur 
by the end of the year. 

they will exceed 2008’s 
record 132 billion dollar 

-

to the 500 billion dollar 

have aimed for a 12% 
consecutive increase 

this year—until 2013. 
This is what we now 
expect, and that is how 
it appears from the way 

was an increase of 23% 

three months, and there 
will be an increase of 

also exceed the 132 bil-
lion dollars of 2008; we 
will match that record 

exports were affected 

where internal turmoil 

sales to these nine coun-
tries not been affected, 
exports would have 
increased 4% more in 
February, and 5% more 

noted that they have 
revised the 500 billion 

for 2023 as 545 billion 

imports will be 625 
billion dollars in 2023. 

The ratio of exports 

rise to 80%. Statements 
made by TIM direc-
tors and incomes not 
recorded by TIM, on the 
other hand, show that 
Turkey’s exports to im-
ports ratio will be much 

Turkish Airlines’ income 

and comes from abroad. 

not appear on TIM’s 
account of exports due 
to the records system. 
Income made from 
tourism is not consid-

POSITIVE REVISION TO THE 
EXPORTS TARGET
Even 545 billion dollars seems to be a modest target for 2023–increasing 

Prime Minister Recep 
T ip Er n 
commends the 500 
billion dollar exports 
target and promises to 

ered to have been made 
from exports either, 
but it does reduce the 

-
uty President and Board 
Member of the Steel 
Exporters’ Union, said, 

It will be exceeded. 
For example, the iron 
and steel sector’s 2023 

-
lion dollars, but with the 
new investments made, 
we already think that it 

dollars.”

the share held by Tur-

0.8%, will rise to 1% in 
2013, 1.15 in 2018%, 
and 1.58% in 2023. 
Turkey, which has 

economy of the world 
as of 2010, ranks 31st 
in exports, and its share 

is calculated that the 

be 16.1 trillion dollars 

2018, and 34.3 trillion 
in 2023. The share 
Turkey is to take was 

trade. 

Contents: P05 P06  Automobile Sales Rose 82.9% P0 7  Turkey Growth Leader for First Quarter Steel 
Production P08  E-Trade Grew 45% P0 9  Global 2000 List Features 12 Turkish Companies P10  P11  
Editor: Ceyhan Aksoy



Aquarius in toy and 

second place for Power 
Tower, a wooden toy set.

Awards in the furni-
-

an environmentally 
friendly bench. 

Gürsu and his crew 

awards won in the 

accomplished a major 

them international, 
within 54 months. The 
crew, which has many 
awards from previ-

competitions such 
as the International 

competition.

DESIGN  

First06

D OES RECEIVING 40 DESIGN awards, 26 of 

late. A faculty member at Middle East Technical 

-

nautical as well as all transport vehicles for Voli-

the 1,438 projects which were entered that year. 
Later, he continued his ride at the top by receiv-

ship—Foscat. Most recently, the announcement 
-

-

newest and most comprehensive in Europe—in 
April was cause for similar excitement for Gürsu, 

-

-
pean member countries, for the competition. 

markets, the competition works to unearth the 

-

-
tive platform. 

A’ DESIGN AWARD

Dr. Hakan Gürsu 
and his team 
Designnobis have 
won 40 design 
awards in less 
than ve ears
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founded in 2006, were 
deemed worthy of a to-
tal of seven awards in 
the competition, which 

-
ture to transport, toys, 
and illumination. The 
awards received are as 

-
vironmentally friendly 
nautical vehicle, in 

and transportation 

of the future—in ve-
hicles and transporta-
tion, and third in the 

Aquarius in toy and

second place for Power
Tower, a wooden toy se

DESIGN  

fou
dee
tal 
the

Foscat is a solar 

a Green Dot 
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W hile automobile sales in 
Europe shrank in the 

-
pared to the same period last 
year, sales in Turkey rose by 82.9 

as compared to March 2010, 
-

fell the hardest last month with 
55.2%, and it was followed by 
Spain with 29.1% and Italy 

and Poland were other coun-

to increase their sales in March 

over the same time in 2010 were 
Latvia with 161.4%, Lithuania 
with 118.8%, and Estonia with 
86.9%, automobile sales in 
Turkey exhibited an increase 
of 59.1% for a total of 54,023 

Total European automobile sales 

2011, on the other hand, shrank 
2% compared to the same period 

countries to experience shrink-

year occurred in Latvia at a rate 

and Estonia at rates of 108.5% 
and 103.1% respectively. 

Automobile Sales 
Rose 82.9%  

ZAFER 
REGIONAL 
AIRPORT TO BE 
COMPLETED IN 
TWO YEARS

which is to be built in 

of Kütahya with the 
build-operate-transfer 
and will be Turkey’s 

is planned to be com-
pleted in two years. 

Minister of Environ-
ment and Forest, said, 

abroad are aimed to 
be made from Zafer 

after which scheduled 

domestic and inter-

the airport, which 

economic activity 
to thermal tourism 
centers in Kütahya, 
Afyonkarahisar, and 

-

-

Airport will be Turkey’s 

AUTOMOTIVE

INCREASE IN EXPORTS OF 
AGRICULTURAL PRODUCTS    

OVER MARCH 2010

TOWARD THE CENTENNIAL TARGET 
According to March 2011 data released by TIM; 

DUSSELDORF 
MEETING
Attended by airlines 

the Business Travel 

was held recently 

square-meter stand 
erected by Turkish 

the fair, participants 
were briefed on the 

Turkish Airlines that 
never compromises on 
quality, as well as the 
discounted fares, excess 

corporate club card 
and other advan-

who are members of 
the Turkish Corporate 
Club. 

AVIATION

INCREASE IN CHEMICALS 
EXPORTS OVER THE SAME 

PERIOD LAST YEAR

20.8 33.4 15.8 38.4 15.4 33.3
READY TO WEAR INDUSTRY 

EXPORTS REACHED  1,429,689 
DOLLARS IN MARCH 2011

INCREASE IN MACHINERY 
SECTOR EXPORTS OVER MARCH 

2010, REACHING 717,640 
DOLLARS

INCREASE IN AUTO INDUSTRY 
EXPORTS OVER LAST YEAR,          

RISING TO 1,955,270          
DOLLARS

INCREASE IN STEEL INDUSTRY 
EXPORTS, ACCOUNTING FOR A 

1,390,585 DOLLAR SHARE
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I N ITS REPORT ti-

-
ences of Production,” 
the Economic Policy 
Research Foundation 
of Turkey (TEPAV) 
stated that industrial 
activities have shifted, if 
only in part, from west 

inclination is as positive 
for Turkey as a whole as 

-

explained in the study 
that Turkey’s economic 
success will develop 

its establishment of 
-

and the way these 
will feed the national 

which will require the 

of production to be un-

that there is a notable 
tendency for industry 
to move from the west 

of the country to its 
east on examination 

institutions, sectorial 
distribution, and the 
structure industrial of 
production in the dis-

-

the study states that the 
industrial sector’s ten-
dency to shift toward 

lower offers important 
-

east of Ankara, when 
considered with the 

the incentives system. 
In its conclusion, the 
study explained that the 

-
tant roles to play in the 
national coordination 
and development of 

created in a participa-
tory manner with the 
consideration of both 
local conditions and 

Turkey Leads in 
Growth for First 

Quarter Steel   
Production

In March, world production of raw steel rose by 

Turkey, which increased its production by 24.9% 

INDUSTRY MOVES 
PARTIALLY TO THE EAST

incentives

REGIONAL DEVELOPMENT

IRON & STEEL

RELATIONS 
WITH AFRICA 
WARMING UP

Turkish) Schools, the 

ceremony took place at 

Campus. Turkish 
Airlines was named 

at the ceremony, where 

Çukur accepted the 
award on behalf of the 
airline. 

SAGA countries 
(countries of sub-
Saharan Africa) who 

will be able to obtain 
visas at Ataturk Airport 
provided they already 

UK, or US visas. The 
new implementation 
will contribute to the 
development of trade 
relations between 
Turkey and the 

The international 

Airlines’ Business Class 

renovated and will be 
closed as of April 4 for 

the renovation Business 

readied in front of it. 

FOREIGN AFFAIRS

DATA:  TIM

  Country 2011 2010 % Change

1. China 59,418 54,521 9.0

2. Japan 9,092 9,341 -2.7

3. USA 7,101 7,112 -0.2

4. India 6,350 5,845 8.6

5. Russia 6,160 5,735 7.4

6. South Korea 5,762 5,037 14.4

7. Germany 4,026 4,022 0.1

8. Ukraine 3,050 3,057 -0.2

9. Brazil 3,020 2,829 6.8

10. Turkey 2,734 2,189 24.9
11. Italy 2,575 2,371 8.6

12. Taiwan 1,770 1,569 12.8

13. Spain 1,621 1,616 0.3

14. Mexico 1,550 1,479 4.8

15. France 1,426 1,476 -3.4
 Total 129,343 120,897 7.0
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E-Trade Grew 45% DIYARBAKIR 
MOVES UP IN 
COMPETITIVE-
NESS  

the greatest imp-
rovement along 

International Com-
petitiveness Research 
Institute announced 
the results of the 
competitiveness study 
it conducts each year in 
Turkey’s 81 provinces. 
The winner of the study 

shot, Istanbul. The city 

capital and quality of 
life, on the other hand, is 
Ankara. The cities mov-

where an airport was 

which receives the 

investment. The two cit-

improvement in the 

of human capital and 
quality of life, Istanbul 
took second place in this 

and Antalya were third, 
-

E-COMMERCE 

ILL
US

TR
AT

IO
N 

Y N
EC

P 
AH

N

A CCORDING TO E-TRADE 
data released by the Inter-

bank Card Center (BKM), rev-
enues from e-trade increased by 

over the same period last year, 

liras. The data indicates that 

occurred per minute on e-trade 

account that the increase in pur-

that of transactions proc-
essed, it appears that 
costlier products were 
more often chosen 

to the data, spend-

on e-trade sites with credit cards 

period, the service sector appears 
to lead the pack. The sector’s 
revenues increased by 96% over 
the same period last year, reach-

transactions processed exhibited 
a 63% increase. Service sector 
purchases, with e-trade purchas-

-
tors in which e-trade was most 
active. Air travel purchases made 

areas in which we made the 
most e-trade purchases with 
our credit cards was electronic 

at the purchases we made of 
-

it was observed that 
we spent 190 liras 

per transaction. Men 

and auto accessories the most, 
while women opted for cosmetics 
and textile products. Computer 
hardware, computers, cellphones, 

wares, sports equipment, and 
auto accessories were the prod-
ucts most often chosen by men, 
while cosmetics and textiles were 
the products most often chosen 
by women.”

WE SUPPORT 
TURKISH 
SPORTS
Turkish Airlines is 

for Turkish football 

with the country’s 
National A-Team. As 
part of its recently 
renewed Primary 

with the Turkish 
Football Federation 
(TFF), Turkish Airlines 

by all Turkey’s National 
Football Teams. The 

Galatasaray and 

clubs, the airline 
recently extended its 

with the TFF for 
another two years, 

and its future as a 
permanent sponsor 
of sports. Primary 
sponsor of the Turkish 
Basketball Federation 
as well, Turkish Airlines 
supports sports 

federations. At the 
individual level, the 
airline also backs 
athletes like Enis 

Ercümen, who 
represent Turkey and 
chalk up records at 
international events.

AVIATION

217
AVERAGE TRANSAC-

TIONS PER MINUTE ON 
E-TRADE WEBSITES
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T welve Turkish companies 
have been included on the 

billion dollars, ranked 324th 
on the list. Last year, the bank 

Garanti was followed by Isbank, 

value of 14.2 billion dollars. 
Isbank was number 288 on last 

-

while, appears as 343rd on the 
list, with a market value of 10.8 

Sanayi entered the list at the 
1,946th position. Turkish Air-
lines, which entered the list as 
1,896th this year, has a market 
value of 29 billion dollars.

GLOBAL 2000 LIST FEATURES 
12 TURKISH COMPANIES

largests

COMPANIES

Free Zone for Film Sets  

the required sup-

a number of tax and 
social supports to free 

T URKEY’S RAP-
IDLY

establishment of free 

-

and Bollywood will 
be built in Turkey too, 

build the same as the 
structure in Bollywood 
or even the similar sets 

ARTS

a serious set is needed 

TURKEY 
WILL BE A 
FIBER OPTIC 
CONNECTION 
CENTER
The Ministry of Trans-
portation has moved 
into action to make 
Turkey a center for 

used widely in South 
Korea, Japan, and some 
European countries, in 

-

optic backbones to be 

country to the world, 
the Ministry of Trans-

these efforts to life 

the Information 
-

munication Authority. 

to request bids for the 
lines from businesses, 

-

demanded by local 
administrations for 

optic cables or base 
stations associated with 
the system’s infrastruc-
tural backbone.

INFORMATION 
TECHNOLOGIES

IT’S EASIER 
THAN EVER 
TO FLY TO 
THE BALKAN 
COUNTRIES
Turkish Airlines has 
launched a project 

Balkans,” aimed at the 
Balkan countries that 
require no visa and 
between which travel 

to the capitals of all 
the Balkan countries, 
with which Turkey 
has relations based on 
500 years of history, 
Turkish Airlines is 

and special fares in 
conjunction with 
the project, which 
encompasses seven 
Balkan countries. 

AVIATION

provide support on the 

will make the necessary 
contacts in Bollywood 
on our current visit. 
All kinds of countries, 
whichever they are, will 
come to our country 

on the sets in this free 
-

lion dollars of exports 
in services, while we 
have 34 billion dollars. 

 Rank  Company Market Value

674th Türk Telekom 15.2 
753rd Vakıfbank 6.1 
770th Turkcell 12.4 
1,222nd Enka 7.7 
1,896th Turkish Airlines 2.9 
1,946th Ford Otosan 3.0 

 Rank  Company Market Value

324th Garanti Bank 20.1 
329th Isbank 14.2 
343rd Koç Holding 10.8 
367th Akbank 19.8  
459th Sabancı Holding 9.7 
630th Halkbank 9.8 



T URKEY’S FIRST domestic 
diesel trains have been 

introduced to the rails. Turkish 

Chairman Süleyman Karaman 
-

the world.” Former Minister of 

-

orders from Bul-

Union country. 

-
ment with General 
Electric, the worlds’ 

United States. It will build 50 

next 12 years, we will create 
close to 10,000 kilometers of 

we will rebuild the normal 
railways, which have reached 

renew 800 kilometers of our 

as well. Thus, when we enter 
the 100th year of the Republic, 
Turkey will be a developed 

kilometers of modern railways 
east, west, north, and south. 
Then the fact that railways are 

-
perity will be experienced 

in a true sense. Now, 
as the Turkish people 
and Turkish work-
ers, we have become 
a country that best 

heeds the call to do 

in developed countries, 
and we have accomplished this.

Now, we even make battle-
ships. Now, we even make all 

the point at which Turkey will 
arrive, desired by all of us.” 
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Turkey Sixth in Europe 
in High-Speed Trend 

FOREIGN TRADE

AIMING FOR 
A 50 BILLION 
DOLLAR TRADE 
VOLUME

Istanbul Consul Gen-
eral for the People’s 
Republic of China, said 
that the current trade 
volume between China 
in Turkey is around 15 
billion dollars, and that 
this volume will reach 
the level of 50 billion 

that both countries 
-

cooperation between 
China in Turkey in ev-
ery area. In terms of its 

transportation, and 
tourism, Turkey has a 

ARBIL ROUTE 
OPENS 

Turkish Airlines 

between Istanbul and 
the predominantly 
Kurdish city of Arbil 

Safranbolu took off 

a.m. and landed in Ar-

Minister Mehmet 

Natural Resources 
Undersecretary Metin 
Kilci and Turkish 
Airlines’ board chair-

of businessmen and 
members of the press. 
At a ceremony held on 

Finance Minister 

talk in Kurdish,  
continued in Turkish 
and then concluded 

a ceremony in the 
northern Iraqi city 

and Kurdish people 

for a thousand years. 
Nobody can break up 
our brotherhood.” In a 

-
emony, Turkish Air-
lines’ board chairman 

out that Arbil is the 
airline’s 135th destina-
tion abroad and is now 
linked via Istanbul to 
1,200 points around 

Star Alliance Group.

EUROPEAN 
WOMEN’S GOLF 
TOURNAMENT
The third of the Eu-

Tournaments that have 

National Golf Club 
since 2008 took place 
May 5-8 with the par-

all over the world, the 

Tournament  is con-
sidered one of the most 

Airlines sponsorship un-

SPONSORSHIP

TRANSPORTATION

25,000
KILOMETERS OF 

RAILWAYS WILL BE 
ADDED BY 2023
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THE TURKISH 
ECONOMY 
IN 2011
Growth based on domestic 
demand peaked in 2010 In 
spite of the high budget deficit 
brought by high growth, growth 
slowed down in the first quarter 
of 2011, although it is expected 
to achieve the success of 2010 by 
the end of the year

BY PROF. DR. ASAF SAVAŞ AKAT

D 
URING THE LAST QUARTER of the 20th 
century, Turkey had become a textbook 
example of economic instability and 

-
tion, weak coalition governments, irresponsible popu-

public debt, asset and liability dollarization, periodic 

However, this bleak picture began to change with the 

supported by IMF was initiated in 2000. Despite an 

attack on the currency midway, leading to a severe con-
traction of the economy and banking sector troubles, the 

effort—continued uninterrupted. 
The elections in 2002 put an end to political uncer-

tainties with a single party government based on strong 
support at the Parliament. The Muslim Democratic 

globalization mentality accelerated the pace of reform. 
Prospects of EU membership supplied the much-
needed road map for the political transformation of the 
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country. The results were impressive.
At the end of 2010, Turkey’s net pub-

lic debt stood at less than 30% of GDP, 
a very healthy ratio by any standards. It 
is there thanks to large primary budget 
surpluses (more than 5% of GDP) for 
most of the decade. In other words, 

and strong growth were made possible 

major test for the improved fundamen-
tals of the Turkish economy. Residents 
and markets, their memories of past 
turbulences fresh, expected the worst; 
newspapers and TV channels ran stories 
of impending catastrophe while business 

-
ernment for an immediate deal with the 
IMF. Exports and domestic spending had 

did not materialize. To the great surprise of most observers, the 
currency and the interest rate remained stable, which allowed 

in recent Turkish history, countercyclical measures were put in 

rates. And no IMF! 
The recession was severe but short lived, and the recovery 

was much stronger than even the most optimist forecasts. After 

thus putting Turkey in the same league with stellar performers 
such as India and China. 

However, this transformation also triggered an undesirable 
process. As the outside world gradually began noticing 
Turkey, its improved fundamentals, its large domestic 
market, its potential for rapid growth, and its geostrategic 

substantial appreciation of the TL, thus hurting exports in 
particular and tradable sectors (industry and tourism) in 

general as well as employment growth 
and quality. The end result was ever 

a corresponding fall in domestic savings). 
The whole process reminds us of the 
“Dutch syndrome,” in the Turkish case 

of natural resources.
This mechanism was already at work 

before the crisis, when the Central Bank’s 
unnecessarily high interest rates further 

rates normalized after the crisis; but this 
time, the pressure on TL was aggravated 
because of the glut in global liquidity, a 
direct consequence of loose monetary poli-
cies in the US and Euro zone. We should 
also remember that these unexpected 

on the effectiveness of monetary policy on 
controlling the surge in domestic demand.

To cut a long story short, the current 

2010 and, unless the cycle is reversed, may go up to as much as 

public debt are an advantage, but private sector balance sheets 
are rapidly deteriorating. 

This constitutes the major economic policy issue (and 
challenge) facing the Turkey in 2011. The current cycle works 
through rapid credit expansion coupled with an overvalued 
currency. The new policy set has two targets: one, to slow private 
consumption and investment spending to reduce imports, 
the other, to increase the competitiveness of tradable sectors 
through a depreciation of the currency. Together, they imply an 

without compromising the growth of the economy, as the fall in 
domestic demand is offset by an increase in exports. At the same 

This was the policy set introduced by the Central Bank at 

months of the year. It uses two distinct instruments: hikes in 
bank reserves to control credit growth and lower money market 

-
ey”). Are these adequate for the task? What are its chances of 

inescapable? Should it be complemented by further tightening 

These are open questions; they are subjects of heated debates 
among economists, market participants, and policymakers in 
Turkey. Whatever happens, one thing is certain: the normaliza-
tion of Turkish economy will continue at full speed.

The new policy set 
has two targets: 

one, to slow private 
consumption 

and investment 
spending to the 

other, to increase the 
competitiveness

The Turkish Perspective 13

ECONOMIC GROWTH 
IN 2010

8.9%
NET PUBLIC DEBTS 

IN 2010

30%
CURRENT ACCOUNT 

DEFICIT IN 2010

6.6%
LESS THAN

NUMBERS FOR TURKISH ECONOMY (2010)
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T HE WORLD ASSOCIA-
TION -

ties (WACS)   made a bold 
statement by raising the status 
of the Istanbul Gastronomy 

After all, we are talking about 

The title bestowed by WACS 

in world tourism in terms of 

was further bolstered as the 

have been said in the olden 
days; if you haven’t taken in 

-
ter; and if you haven’t eaten 

With its 2,205 
different regional foods 

drinkAnatolia: A Land Turning  

FOOD INTO ART
From the Hittites to Rome and Ottomans, some civilizations added spice, some 
changed the cooking techniques. It is always mealtime in Anatolia...

GASTRONOMY

BY GAMZE GÖREN

-
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Zeugma but haven’t seen one 
the 291 kinds of dishes in 

-

words, seemingly nonsense 

5,000 years of history in its 

of its own, is a fairly serious 

with the traditional baklava 
regiment founded by the Ot-

Board Chairman of famed 

-
-

-

-

Founded in Karaköy in 1949, 

-

network run by various family 
members under the roofs of a 

-

of kebab, döner, and “lokum” 
(Turkish delight) seems to 

to the international arena by 

Gourmand International World 

-

same award was given to Lale 

book “Istanbul Mutfakta” 

shows food is more than a need 
and hobby for the inhabitants 

President of the Turkish Chefs 
Federation, says, “Our only 

-

humanity abandoned the 

revenues—sometimes even 

-

undertakings in this area with 

Very luxurious hotels 
or establishments with 
a different concept can 
be opened anywhere 
in the world. But what 
gives personality to an 
establishment, what 
makes it special, is the 
service it presents

Turkish chefs won 
more than a hundred 

in various gastronomy 
festivals
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-
nity to better see how the fame 

hidden treasures of the Turk-

-

ULUSOY  
TÜRSAB 
President 

“Turkey, though 
late and slow, has 
understood the 

business, and it will 

are the initial stage 

But starting is an 

AHMET BARUT  
TÜROFED 
President 

the establishments 
and rising in 

by hotels to Turkish 

YALÇIN MANAV  
All Chefs 
Federation 
President 

“The awards we 

federation in 

of 2011, more 
than 20, show 

tourism as a 

the establishments unforget-

-

-
ity to an establishment, what 

-

If the best advertisement is that 

B ROUGHT TO LIFE  thro-

-

a 50 billion dollar buffet, gre-
eted the 40 day, 40 night-long 

-
-

-
-

drew the interest not only of 

also of Dubai, the long-time 

-
-

ses offered by hundreds of lo-
-

-
rahim Karmostaje, Marke-

-
bash, and International Mar-

-
-

Ghubash, stating that they 
underwent an arduous strugg-
le for 15 years on the matter of 

-

GONE WITH   
THE WIND
It has been the beginning of a tradition. 
Istanbul Shopping Fest provided 
signi cant movement in the markets

ISTANBUL SHOPPING FEST

Mehmet Soykan’s book 

50 in the Gourmand 
International World 
Cookbook Awards 
among 156 countries 
participating this year

BY CEYHAN AKSOY BY CİHAT CANER
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-

-

to attend the festival, Ramsey, 

set by Turkish Airlines were as 
-

many great advantages awai-
ting tourists among Istanbul’s 

-
-

-

-
-
-

not just retailers but also store 
owners of all segments, stated, 

-
lers, but all store owners sho-

THE INCREASE IN 
TOURIST SPENDING  

BETWEEN MARCH 
18-23 OVER THE SAME 

PERIOD LAST YEAR 

38%

that the desire to make Istan-
bul a brand brought everyone 

-

-
-
-

-
-
-

-

-
-

-

-
-

-
-

-
-

-
ding shows that the greatest 

-

-
-
-

-

Istanbul Shopping 
Fest bid farewell to its 
followers, who it shall 

Concerts and dance 



MARBLE 
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S INCE THE EARLIEST days 
of humankind, it was 

Greek deities and kings were 

marble has had even further 

and heated slabs, the Turk-
ish bath owed its fame to 

a favorite material not just 
for Turkish baths, but also for 

The wealth of marble 
reserves, available in vari-

marble varieties on the global 

bears the signatures of the 

-

(ISPAT) and Deloitte, shows 
that Turkey is 28th in global 

marble, are found are listed 

-

-

the Turkish Marble, Natu-

the Aegean and Marmara 
regions, the latter owing its 

There are 1,000 marble 

Will the Luster of Marble 

The Turkish marble and natural stone sector had 1.57 billion 
dollars of exports in 2010. For 2015, it is aiming for 4 billion 
dollars. And what about 2023? 

BY EMRE  YILMAZ
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TURKEY’S NATURAL 
STONE EXPORTS   

Data: IMMIB

Million Dollars

2007 2008 2009 2010
Jan-Nov

1.6

1.5

1.4

1.3

1.2

1.1



Turkey is 28th 
in global mining 
production and 10th 
in the quantity of 
metals and minerals
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and Israel, and he says that 
the target for natural stone 

Although the momen-

has drawn attention, Ömer 

-
ment—200,000 on average 

-

million tons, while annual 

-

name to the Greek word for 

IN THE TOP TEN OF THE LEAGUE
Mining, in general, is an 

-

of the Turkish Miners Asso-

-
lion dollars of sales in 2008 

2010, sales totaled around 10 

-

-
ble for a 9 billion dollar share 
of the GNP, and adds that 

be seen that this has a share 

showing the true dimen-

For natural stone and 
marble, however, one must 

of the reserves in addition to 

broad range of natural stone 

sense, and it is among the 

against China, India, Italy, 

-

ten are the reserves in their 

-

target for 2015, on the other 

MEHMET ÖZER 
IMMIB Chairman 

natural stones for 2011 is to 

institutions will assemble 

MEHMET ÖZERÖ

GLOBAL 
NATURAL STONE 
PRODUCTION
Turkey is competing 
against other 
countries strong in 
the sector, such as 
China, India, Italy, 
and Spain 

Data: TÜMMER

Others

China

Italy

Turkey

India

Spain

Brazil

2% Portugal
1% Belgium

1% Egypt
1% Germany

1% Canada

37%

19%

13%

7%

7%

6%
5%



FOR CENTURIES, 

seeking health have found 

-
-

-

-
-

-
-

and thermal tourism, are awa-
-
-

es its energy needs mostly by 

-
-

Briefing20

The Wealth 

COMING FROM 
THE DEEP
Geothermic zones, which have been 
known since long ago but were never 
been utilized fully, are going to be an 
important investment area in Turkey

BY  MEHMET ERDOĞAN ELGİN BY  KEMAL ATA - AA

MAY-JUNE  2011  ISSUE 4

-
ing at Borusan Makina ve 

and Power Systems”) , says 

investments and jobs to areas 
-

-

-

10 BILLION DOLLARS BY THE 
CENTENNIAL

of the initial investment 

-

the Mineral Works General 

-

on to state that government 

-

investment and the entry of 

-

and that this also goes for 

-

-

surmised that use of natural 
stone as raw materials for 

in foreign markets will be 
able to be met through an 

-
-

-

-

-

-

GEOTHERMAL



Cupica eti, sederox

-
-

-

notes that in Turkey, the to-
-

-

in Western Anatolia, is 2,000 
-

-
day, the energy generated by 

-
-

-
-

-
-

-

-

the General Assembly of the 
Turkish Parliament (TBMM) 

-
-

-

-
rantee will make the geother-

-
-
-

gur Bursa, President of Zorlu 
-
-
-

-

-
-

The use of geothermal water 

-
-

nakkale, Afyonkarahisar, De-
-

talya, the number of the gre-
enhouses that are heated by 

-
ars, the total area of green-
houses heated by this met-

-
-

greenhouses using geother-

stages, however, the heating 
-

-

-

-
-

-

-
-

rious investments are being 
made in thermal health to-

share taken by Turkey in ther-
mal tourism is well below its 

-

-
mal tourism annually, Turkish 

-
-
-

-
forms that the biggest han-

the thermal tourism in Tur-

thermal hotels were designed 

-
-

-

Besides these three main 
domains, geothermal resour-

-

and in different areas, stands 
-
-

-

it an environmentally friendly 

-

are now getting to meet their 

-

The geothermal zones, 
being critically im-
portant for electricity 
production, agriculture 
and thermal tourism, 
are waiting for their 
new investors 
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Data : TJD (Turkish Geothermal 
Association)

THE CURRENT 
USE RATIO OF THE 

GEOTHERMAL ZONES 
IN TURKEY

7%



A CCORDING TO THE 2010 

data given by the Food 

-
-

-
-

-
-

-

-

world, solutions that are more 

-
-

-

In Turkey, the wood and fo-

-
-
-

Turkey’s land in the most ef-

-

-
eld has the biggest volume of 
trade, followed immediately 

-

-

-

-

says Ahmet Kahraman, Pre-
sident of the Middle Anato-

total target of 500 billion dol-

-
tinue as we maintain this, the 

-

months of the year shows that 

-

-
raman says, “We are stud-
ying our markets in furnitu-

-
mining their target markets 

-

go to Indonesia, and follo-
wing that, to Iran and Alge-

-

TURKEY’S 
NATURAL ATTACK 
The wood and forest products sector grows, 
but also takes care to maintain the balances

FOREST PRODUCTS

Briefing22

BY SİNAN KOPARAN
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Wood and forest  

industries and furniture 
is one of the biggests

BY GÜRCAN ÖZTÜRK
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months of this year, we mana-
-

-

-

-

mostly areas of Mediterrane-

growing evergreen shrubs, 
must also be turned into 

-
going, and Turkey’s forests are 

1970s, the amount of fores-

-
vironment and Forest Minis-

-
-

ded by them are diminishing 
-
-
-
-

-

-

-
-

ons’ 10th Forestry Forum will 

-
-

-

-

-
-

-

Abdullah Tever, President of 
the Istanbul Wood and Fo-

-

meet need for raw materials, 
-

restry has started the greatest 

-

rehabilitation of downtrod-
-
-
-

-
-

-

years are needed for a tree to 

-
-

-
lent Aymen, President of the 
Mediterranean Wood and Fo-

-

must be sold to the domes-
-

-

The “Industrial Forest 
-

-

-

Industrial Forest Plantation 

-

-
-

-

-
-

-

-
-

-

-

-

-

-
-

-

-

As it increases its 
export targets, the 
forest products sector 
is not neglecting to 
grow sustainably 
either 

3.2
Wood and Forest Prod-

ucts Sector Exports

BILLION DOLLARS

AHMET KAHRAMAN
President of the Middle 
Anatolia Wood and Forest 
Products Exporters’ 
Association

“As the Middle Anatolia Wood 

Indonesia, and following that, 



T THE NEW NORMS  of the 
-

-
-

alth, wrestle with the devasta-
-

-
-

-

the other hand, who had been 

-

Turkey has been signing off 
-

The star in one of the latest 

-

out against Zine al-Abidine 

-

-

was higher than that of Tu-

words, uttered by a Turkish 
-

-
ter landing in Istanbul on a 

-
-

worked on were being looted, 

-

-

-

-

-
-

on the alert at the start of the 

-
-

the Board of Turkish Airlines, 
says that they also initiated 

Times  
The quick re exes Turkish Airlines 
displayed rst in the Middle East and 
then in the disaster in Japan are crisis 
management successes

Briefing24

AVIATION

BY  GÜNEŞ KÖMÜRCÜLER
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Turkish Airlines 

the secret to success 
of its operations in 
North Africa is that 
the institution and 
personnel could 

experiences on the 
operations
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4,556 
DURING THE EVENTS IN 
EGYPT, A TOTAL OF 4,556 
PASSENGERS WERE CAR-

RIED ON 33 FLIGHTS FROM 
CAIRO AND ALEXANDRIA

456 
A TOTAL OF 456 PASSEN-
GERS WERE TRANSPORT-

ED FROM TUNISIA

to time the soldiers gave us the 
answer, ‘There is not a safe en-

-
sion at varying intervals, every 
time they did, they used the-

our Boeing 777 and Airbus 
-

-
lines went down in world his-

tory as one of the largest logis-

Turkish Airlines, we mobili-
-

wounded in wars and similar 

and Tunisia,” say Turkish Air-

following the devastating eart-
-

-

of the Prime Ministry Cri-
-

-

-
-

Turkish Airlines also sent 100 

During all the events, Tur-
-

hanged information with the 

well as with Turkish Airlines 
-

the Prime Ministry Disaster 

-

-
-
-
-

-

-

-

8,749 
DURING THE EVENTS IN LIBYA, 
A TOTAL OF 8,749 PASSENGERS 
WERE CARRIED ON 47 FLIGHTS 

FROM TRIPOLI, BENGHAZI, 
SEBHA, SIRTE, ALEXANDRIA, 

AND DJERBA

TURKISH AIRLINES ACCOMPLISHED A GREAT LOGISTICS 
OPERATION IN NORTH AFRICA AND JAPAN

Since the start of the year, Turkish 

and Libya

READY TO RESCUE 
On May 19, at the request of the 
Prime Ministry Crisis Center, a 
cargo flight numbered TK 6482 to 
Tokyo was scheduled, carrying 
the equipment listed below:

THREE SEARCH AND RESCUE 
VEHICLES

TWO TRAILERS

GENERATOR AND VARIOUS SEARCH 
AND RESCUE EQUIPMENT

FOOD AND FOOD EQUIPMENT

VARIOUS MEDICINES AND FIRST-AID 
EQUIPMENT



G ROWING 8.9% IN 2010,   
Turkey was among the 

the most growth along with 
China, Argentina, Taiwan, and 

-

-

-

Briefing26

Turkey Is Preparing to  

WRAP UP THE WORLD
Having cast off the stagnation of the crisis, the 
packaging sector is expanding its goals

PACKAGING

BY SİNAN KOPARAN
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off that stagnation long ago 

-

-

to TurkStat’s data, as on 2008, 

The Turkish 
packaging sector offers 

with equipment that 
provides the quality 
sought by developed 
countries

-
tion in Turkey was around 86 

down to 65 dollars in 2009, a 
-

-

-

-

-
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The packaging sector is 



-

high,” says Sadettin Korkut, 
and adds, “By following all the 
innovations in the world and 

businesses, they are able to an-

-

-
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-

Turkey,” says Sadettin Korkut, 
Chairman of the Board of the 

-

At the foundation of the 

-

-

-
-

-

-

-

it must not be forgotten that 

in 2009 due to the shrink-
age in foreign markets during 

-

-

-

-

-
-

-

-
ers in Turkey, whose growth 

-
tin Korkut says, “The most 

-

-

-

-

The packaging 
sector, which cut 
capacity during the 
crisis due to slowing 
consumption, now 
sets its goals ever 
higher with rapid 

INCREASE IN PACKAGING 
SECTOR’S EXPORTS, 2010

18%
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Arbel aims to enter the 
ranks of the world’s 
top producers with 
a yearly capacity 
of 160,000 tons on 
completion of new line 
investments

I T IS THE 1980. Mahmut 
Arslan is a young man in 

Istanbul who has gradua-
-

start his business life in Mer-
-
-

-
ditions of the time were un-

-
ter the business of legumes, 

Arslan, also taking his brot-

-
-

founding through the end of 
the 1990s, an invitation from 
Canada—the world leader in 

-

from Canada’s Minister of Ag-
-

-
ded by Canada, Arbel made 

-
-

ward saw that there was a sig-

-

-

-
-
-

-

-
sin under the roof of the Al-

Fund (AGT); and gone fully 

-

-

Australia, and Canada, thus 

-
-

At the beginning of No-
vember, Arbel bought 

-

-

-

-

THE GRANARY OF THE WORLD 
One of the world’s top producers and exporters of legumes, 
Turkey is entering a period of courageous international 
promotion

LEGUMES

BY AYŞEGÜL SAKARYA
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-
-

on of its revision and its new 

-
onal 2 million dollars of in-

-

and Arbella brand names, the 
-
-

seyin Arslan says that they 
will enter the ranks of the 

-

have 20,000 tons of stora-

-
-

-
-

-

and oil-bearing seeds—a 
-

-

-

with an average yearly harvest 

-
-

mut Arslan, Arbel Board Cha-
irman and President of the 
Mediterranean Cereals, Pulses, 

-

-
-

-

Germany, and the Nether-
-

were made last year, is among 

and Saudi Arabia with 94 mil-
-

-

dan and Bangladesh have la-
tely been gaining strength, ef-

-

-
met Reis, Chairman of the 

-

Board Member of the Aege-
an Cereals, Pulses, Oil Seeds 

-

-

-
ta, Bulgur, Legumes and Pro-

-
unting to a ratio of one in 

-
-

lar budget that will therefo-

-

related to the situation in 

“International markets are an 

-

-
-
-

-
res,” says Mahmut Arslan, and 

-

-
-

-
on, it is thought that 2011 will 

“Turkey’s production power in the sector 
-

ports of the grain, legume, and oil-bearing 
seeds sector, which accounts for 3.62% of our 
country’s total exports, increached 4.1 billion 
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THERE IS JUST ONE  way to 

-

in fashion over ten years: 

end in the blink of an eye 

with their seasonly—not 
seasonal—designs, the most 

the demands of more restless 

new life into the ready-to-
wear industry, although the 
trend may seem like one of 

-

the environment, have now 

-
ment, Food, and Rural Af-

fairs), one of Britain’s leading 

-
age shelf life of three months, 

mindset that they will be 

environmentally harmful dyes 

release of methane gas to wa-

awareness on the matter is 

-

these markets, stands out for 

-

-

for more than 20 years, ranks 

-

million bales, grown on 4,600 

-

Beginning with 
organic cotton 
production in 1980, 
Turkey has been the 
third largest producer 
in the world

Organic products y young 
-

Nature Is Changing Fashion
With advantages in raw materials and nal product manufacturing, 
Turkey is among the countries with a promising future in organic 
textiles, the fastest-growing subsegment of the textile sector

ORGANIC TEXTILES

BY  MERVE KARA BY  ŞEREF YILMAZ

MAY-JUNE  2011  ISSUE 4
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is also among those moving 
-

-

-
-

key, ranking third in the world 

-

-

-
-

mainstream within a short 

As the Aegean Clothing 

sleeves three years ago for the 

-
ing its efforts with the slogan 

-

-
entiation, one of the most 

to the rest of the world, worth 

Nike, Timberland, Marks & 

-
-

-

-
ven with natural thread, have 

Old Navy, Zara, Pull & Bear, 

from bamboo and soy in its 

denim brand both in the do-

EXPORTS OF ORGANIC TEXTILE PRODUCTS BY 
COUNTRIES (000 DOLLARS)

Germany is the country to which Turkey exports the most organic textiles. Its 
share is more than that of bottom nine countries combined   

Data:  EXPORT PROMOTION CENTER OF TURKEY
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22.1%

12.1% 11.3%

7.9%
6.3%

4.0% 4.0% 3.3% 3.0%
2.4% 2.4% 1.7% 1.0% 1.0% 0.8%

16.9%

100%

Turkey, with its 
accumulation 
of knowledge in 
textile production, 
accounts for 4.8% of 
the world’s organic 
cotton production, 
is in the top ranks 
of countries with a 
promising future in 
organic textile
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L ATELY, EMPLOYEES of 

Prime Ministry Investment 

-

all, getting global giants to 
invest in Turkey within the 

24 that it would establish 

Turkey with an investment of 

ISPAT signed memorandum 
of understanding with Bank 

-

a month, the investment and 

-

-

-

the end of 2007, delivered a 
message to international in-

is with regard to invest-

a large, world-renowned 

-

Blanks Steel Industries 

-

few of the investments made 

million dollars, belongs to 

Nestle and 
ThyssenKrupp 
Metalforming 
experience the 
advantages of having 
entered the Turkish 
market early, while 
also continuing with 
their new investments 

Nestle, ThyssenKrupp 
and Bank of Tokyo 

new investments in Turkey

but to Stay” 
Investment and cooperation agreements announced within less 
than one month are all important indicators providing hints on 
how the year 2011 will go

BY CEYHAN AKSOY

MAY-JUNE  2011  ISSUE 4
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NUMBER OF 
JAPANESE 

COMPANIES ACTIVE IN 
TURKEY

60
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34 Cover / Interview with The President Abdullah Gül



CENTENNIAL
ASPIRATIONS

“W global player with new international brands and companies that will be able 
to reach 500 billion dollars in exports,” says Mr. Abdullah Gül, the President 

of the Republic of Turkey. In terms of timing, the above is a very meaningful statement. Presi-
dent Abdullah Gül, offering his evaluation as to the point Turkey has reached both politically 
and economically in the last decade to the Turkish Perspective, spoke about his expectations 
just after the Turkish Exporters Assembly announced the Turkish Exports Strategy 2023. Gül 

-

Anniversary of the foundation of our Republic,” he says. The objective of producing 2 trillion 
dollars of GDP and 25,000 USD of per capita income by 2023 seems more and more realistic 
after listening to the concrete strategies the President set to achieve these goals. After a long 
experience in diplomacy as Foreign Minister, Chief Negotiator, and also Prime Minister, Ab-
dullah Gül describes the best way toward becoming a democratic, stable country that upholds 
and promotes all the universal values cherished by the international community as a whole.

The Turkish Perspective visited 
President Abdullah Gül, who spoke about 
the ambitious goals that Turkey has set in 

years. The former Foreign Minister is quite 

strong global player thanks to its geographic 
position, young population, and favorable 

investing environment

35 The Turkish Perspective

BY CEYHAN AKSOY BY ŞEREF YILMAZ
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“Turkey is not shifting its 
“axis” in world politics, but has 
become more assertive in its 
foreign policy “actions” with a 
strong “accent” emphasizing 
more freedom, equality, 
democracy, and development 
in the world”

“The general philosophy of 
Turkish foreign policy is to 
strive for peace and stability 
through dialogue and 
cooperation”

Turkey, as a European country, 
has greater and deeper 

connections with the West 
than anywhere else

taking place in Turkey’s vicinity. We 
are witnessing important tensions and 
transformations in our region. As such, 
isolation or exclusion is not a viable option 
in this part of the world where local prob-
lems can quickly cascade into regional 
crises. 

Against this backdrop, the general 
philosophy of Turkish foreign policy is 
to strive for peace and stability through 
dialogue and cooperation. We try to 

mobilizing our political, economic, and 

our region. Our policy towards neighbor-
ing regions is predicated on the principle 

of achieving maximum intra and inter-
regional cooperation to achieve stability. 
Our efforts are driven by principles of 
engagement, dialogue, reconciliation and 
cooperation. In today’s world of intense 
interaction, we simply do not have an 
alternative. We have to be open, inclusive, 
forthcoming, and sincere to all. 

I am aware that in recent years, com-
ments have occasionally been made 
alleging that this approach has led to a 
change in the priorities and focus of Turk-
ish foreign policy. These allegations are 
groundless and unfair. We are pursuing a 
dynamic and multi-dimensional foreign 
policy, without eroding in any way our 

traditionally strong ties with our friends, 
allies, and partners in the West. 

Yes, it is true that in recent years we 
have been able to improve and further 
advance our relations with the countries 
in the region, and particularly with those 
in the Balkans, the Middle East and the 
Black Sea basin. We believe that enhanced 
cooperation in the region based on mutual 
interests and common values does consti-
tute a sound basis for peace and stabil-
ity. Within the larger framework of our 
foreign policy, our relations with different 
countries and regions are complementing 
each other, rather than substituting and/
or providing an alternative. 

“We need to make sure that 
the UN Security Council 
also represents the new 
power dynamics of the 

from the contributions of 
these emerging countries”
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NEW RIVALS 
BY  NESRİN KOÇASLAN

43
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THE EFFORT FOR BALANCE 

8%  AIRWAYS

53,6%
MARITIME

31.2%  MOTORWAYS
7%  OTHER
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VOICES OF HOPE 

İBRAHİM DÖLEN  ASLAN UZUN ALİ TULGAR LEVENT ERDOĞAN   LÜTFİ AYGÜLER 

39

Data:  The Turkish :Perspective
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BY GÜNEŞ KÖMÜRCÜLER & MEHMET ERDOGAN ELGIN BY  GÜRCAN ÖZTÜRK

AMBASSADOR
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 “GEOGRAPHICALLY, CULTURALLY 
AND HISTORICALLY, TURKEY IS 
IDEALLY PLACED TO BE A KEY PLAYER 
IN THIS EMERGING WORLD. BUT TO 
BECOME SUCH A DECISIVE AGENT OF 
CHANGE, IT MUST ITSELF CHANGE” 
FROM “CRESCENT & STAR:   
TURKEY BETWEEN TWO WORLDS”
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KINZER’S BOOKS 
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A new source o
In Depth / Export Strategy 2023

Exports, which were around 28 billion dollars in 2000, ended 
the year 2010 with 113 billion dollars. The target for just 12 
years later, on the other hand, is 545 billion dollars

The average annual increase in exports needed for this is estimated 
to be 12.2% between 2009 and 2023. The estimated global volume of 

trade in this scenario, meanwhile, is 34.3 trillion dollars

A strategic performance management tool, Balanced Scorecard integrates 
numerous management systems such as Management by Objectives, Total 
Quality Management (TQM), and process improvement

A
Turkey is now an open e

free trade can be a tramp

And TIM, which a

“sustainability” to its “exp

strategy, is after 1 % mo

David Ricardo?
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e of pride for     

During the preparation of the 2023 Export Strategy, the Balanced Scorecard 
methodology, considered the most impressive management idea of 75 years by 
Harvard University, was adapted to the conditions of Turkey

For TIM to achieve its 500 billion dollar export target for 2023, 
it must take a share in world trade of 1% in 2013, 1.25% in 2018, 
and nally 1.4 % in 2013

Absolutely...
David Ricardo

A classical economist who lived 1772 to 
1823 and showed how effective free trade 

is in the development of a country with his 
Theory of Comparative Advantage

n example as to how 

mpoline for a country. 

h added the principle of 

xport oriented production” 

more of the world trade

?
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Government

Economic 
Coordination Board

MINISTRIES

UNDERSECRETARIAT FOR FOREIGN TRADE

TURKISH EXPORTERS ASSEMBLY

NATIONAL EXPORT STRATEGY 
IMPLEMENTATION AND PERFORMANCE 

MANAGEMENT MODEL

DEVELOPMENT PLAN

PUBLIC INSTITUTIONS, THE GOVERNM
ENT M

OST OF ALL, 

PROVIDE BOTH VISION AND SUPPORT TO EXPORTERS
W
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GRADUAL PROGRESS 

BILLION DOLLARS

2000 2008 2013 2018 2023

28 132 167.3 293.4 545.15

BALANCED
   MARKET FOCUSED

COMPETITIVE
   INNOVATION

   TECHNOLOGY

PRODUCTIVITY

BRANDING

SUSTAINABLE
MARKET SHARE EXPANSION

STABLE/UNINTERRUPTED GROWTH

While TIM had 14 workshops and 72 determined 72 criteria as well as various measurements in order to measure the results 
of the strategy, it also analyzed scenarios on global dynamics for the next 10 years. According to the main scenario, emerging 

markets will gain weight and industries with high potential will shift toward emerging markets. Therefore TIM developed a 
comprehensive strategy which sets forth structural transformations in all the exporter industries. 

STRUCTURAL OVERHAUL

23-Sector Export Strategy Implementation Plan

Companies

EXPORTERS’ UNIONS
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THREE VISIONS, THREE TERMS
The export strategy prepared by TIM splits the 2008-2023 period into five-

year portions, forecasting different targets for each term.

Five-Year Plans

PROGRESS
IN

VE
ST

M
EN

T

LEADERSHIP

Exporting more 
products superior in terms 

of raw materials and 
independent of foreign 

sources 

Rapid expansion to 
target markets

Transformation 
through 

modernization and 
innovation in fields in which 
superiority and know-how 

already exists

Maximal utilization 
of existing sectors’ 

potential, rapid creation 
of resources, and planning 
for investments in sectors 

that will create the 
transformation

The removal of 
technical barriers 

before exports

R&D investments and 
capacity, and the purchase of 

companies engaged in the 
production of medium 

and high level 
technologies

Strengthening 
means of financing

Drawing foreign 
capital to the 

country

Completion of 
infrastructural 

needs

Focus and 
investment in 
sectors that 

will create the 
transformation

Focusing on new sets 
of sectors that will 

increase the share of 
high-tech products 

within exports

Sector diversity

Renewable and 
alternative energy 

sources

Preparing for 
leadership and 

new challenges in 
determined areas

Possessing 
own 

technology

Shift toward new 
products and a new 

set of sectors
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THE PLACE OF EXPORTS 
WITHIN ECONOMIC 

DEVELOPMENT AND VALUE 
ADDED TO THE ECONOMY

ENSURE THE STABLE GROWTH 
OF EXPORTS

INCREASE EXISTING MARKET 
SHARES

REACH TARGET MARKETS 
WITH HIGH GROWTH 

POTENTIAL AND INCREASE 
MARKET SHARE

IMPROVE NUMBER OF 
EXPORTERS AND EXPORT 

CAPACITY

INCREASE EXPORTERS’ 
GLOBAL COMPETITIVE ABILITY 
VIA SECTORIAL LEADERSHIP, 
SCIENCE, TECHNOLOGY, AND 

INNOVATION

FULFILL EXPORTERS’ NEEDS 
IN A TIMELY AND EFFECTIVE 

MANNER

INCREASE RECOGNITION OF 
TURKISH BRANDS 

DRAW FOREIGN CAPITAL AND 
INVESTORS TO THE COUNTRY

URGE INNOVATION/R&D 
INVESTMENTS AND 

APPLICATIONS

BALANCE DEFICIENCIES 
IN EXPORTS 

INFRASTRUCTURE AND 
ADAPT TO ENVIRONMENTAL 

RESPONSIBILITIES

STRENGTHEN BILATERAL AND 
MULTILATERAL COOPERATION 

IN TRADE 

SECURE EFFECTIVE 
LEGISLATION AND LEGAL 

ARRANGEMENTS 

ENSURE THE EFFECTIVE 
AND PRODUCTIVE USE OF 

FINANCIAL INSTRUMENTS 
AND TOOLS OF COMMERCIAL 

SUPPORT

MOVE FROM LOW SKILL TO 
HIGHLY PRODUCTIVE AND 
SKILLED HUMAN CAPITAL

ENSURE SPEEDY ACCESS TO 
ACCURATE INFORMATION AND 

MARKET INTELLIGENCE

HARMONIZE RELATIONS 
BETWEEN THE PUBLIC, 

PRIVATE SECTOR, NGOS, AND 
UNIVERSITIES

PROVIDE ACTIVE STRATEGIC 
GOVERNANCE

Eventual outcomes expected from the 18 targets set for exporting 
sectors in general can be listed as:

economies

in terms of competitive ability, jobs, and regional development
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Exports From A To Z
The Export Strategy actually foresees a transformation beyond the 18 targets. By first observing all economic 

developments and trends in the world, macro targets that will be applicable to the sector are determined. 
Increasing exports in markets where imports are high are among the foremost of these macro targets. Thus, 

exporters aim to increase the ratio of exports to imports. Following that comes increasing competitiveness. This is 
precisely where science, technology, R&D, and innovation step in. All kinds of support that the public can offer to the 

sector, namely arrangements and incentives the sectors require, are determined one by one on the strategic road 
map. After a long preparatory period run by 14 working groups for 24 sectors, the strategy put forth clarifies both the 

goals and methods of each sector.

Machinery Accesorices

dollar exports target for 2023, aims 

has gained considerable importance 
in this sector too, and foresees a 
need to develop reasonably priced, 
environmentally friendly products 

of the defense industry, the sector 
aims to become a globally preferred 

to reach these goals, the sector 
requires various legislative changes, 
especially to legislation regarding 
the protection of intellectual property 
rights and the establishment of 
documented criteria for machinery 

Industrial Zones, an example 
especially for Middle Eastern 
countries, are of special importance 

the added support of government 

In an unprecedented 
occurence in economic 
history, global income was 
doubled, and global trade was 
multiplied by 2.5 in this period.

The compound annual growth 
rate of the global  goods trade 
was 12.5%. 

The Turkish machinery sector’s exports increased by 8.4 billion 
dollars from 1990 to 2008.

It is expected that the 
influence of “developing” 
countries will increase and 
competition will be at a very 
high level in this period.

It is predicted that the 
compound average growth 
rate of the global goods trade 
will be at a level of 5%.

COMPOUND ANNUAL GROWTH 

RATES (CAGR -%)

6.8%
12.5%11.8%

18.8%8.0% 21. 4%21.1% 27. 4%

  TOTAL GLOBAL TRADE

  SECTOR’S GLOBAL TRADE

  TURKEY’S TOTAL EXPORTS

  TURKISH MACHINERY SECTOR 

       EXPORTS

1990-2000

1990 2000 2008 2023

2000-2008 2008-2023

-58%

}

17.8%23.8%
27.4%

21.1%

COMPOUND ANNUAL GROWTH RATES (CAGR -%)

5.3%
4.6%

9.3%
17.8%

100%

8.6%1.2%0.2%
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Land Vehicles and Subcontracting Sector 

39
14.1%

AVERAGE TARGETED GROWTH RATE FOR 
2009-2023

TARGET COUNTRIES

75
BILLION DOLLARS OF EXPORTS 

REVENUE AIMED FOR 2023

part, set 2023 targets for the sector in consideration 

Iron and Steel Sector

9.83%
PROSPECTED SHARE OF TURKISH AUTOMOTIVE 

INDUSTRY IN GLOBAL TRADE IN 2023FIRST 
FIVE-YEAR 

PERIOD

SECOND 
FIVE-YEAR 

PERIOD

THIRD 
FIVE-YEAR 

PERIOD

COMPOUND ANNUAL GROWTH RATE %

2008 2013 2018 2023

11,3%7,4%

-1,5%

55,0

32,3

17,518,8

EXPORT INCOME
BILLION DOLLARS
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Chemicals

HOW WILL CHANGE HAPPEN?

740 
BILLION DOLLARS

GLOBAL ESTIMATE FOR  20238.3%

x3.9

10.3%

15.74
BILLION 

DOLLARS

13.21
BILLION 

DOLLARS

22
BILLION DOLLARS

Production + Brand 
Effect     

30
BILLION DOLLARS

Organizing Country

52
BILLION DOLLARS

2023 

COMPOUND ANNUAL GROWTH 
RATE (2008-2023)

COMPOUND ANNUAL GROWTH 
RATE (2008-2023)

2008 2009

2023

5.7%

12.4%

10.7%

13.2
BILLION DOLLARS

21
BILLION DOLLARS

32
BILLION DOLLARS

52
BILLION DOLLARS

2009 2013
2018

2023

SECTOR’S GLOBALTRADE 

TURKISH SECTOR’S SHARE 
WITHIN THE GLOBAL TRADE 

2009 2013 2018 2023

425 530 810 1240

3,11 3,96 3,95 4,19

SUB-SECTOR
EXPORT REVENUE TARGETS
(BILLION DOLLARS)

5.9

11.7 2.5
3.3

23.3
3.3 50

ORGANIC AND 
INORGANIC 
CHEMICALS

DYES AND RAW 
MATERIALS

PLASTIC, 
RUBBER, AND 

DERIVED GOODS

MINERAL FUELS, 
MINERAL OILS

SOAP, 
DETERGENT, 
COSMETICS

PHARMACEUTICAL 
PRODUCTS

SECTOR 
2023

Ready-to-Wear Clothing 
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Electrical and Electronics Sector

Non-Grain Plant Products

a strategy based on exports and the production of such strategic components as display 

establishment of the Commodity Exchange as a result of legal arrangements required in 

  

80%

8.20%

25%

32%

2.10%

1.94%

2.10%

2008 2023

FUNDAMENTAL INDICATORS

10.0

45.0

BILLION DOLLARS

BILLION DOLLARS

2008 2023

0.37% 0.64%
2000-2008 2008-2023

20.9% 10.4%
2008 2023

8.03% 8.25%
EXPORT REVENUE

GLOBAL MARKET 

SHARE

COMPOUND 

AVERAGE 

GROWTH RATE

SHARE OF 

TURKEY’S 

EXPORTS

FUTURE GROWTH TARGETS FOR EXPORT 
VOLUME ON A SUB-SECTOR BASIS

2.0
3.0

3,8

9.8
4.0 0.7 0.5 23.8

NUTS AND 
DERIVED 
GOODS

OLIVES 
AND OLIVE 

OIL

FRUITS AND 
VEGETABLES

DRIED 
FRUITS

FRESH 
FRUITS

TOBACCO 
AND  

DERIVED 
GOODS

DECORATIVE 
PLANTS

SECTOR 
2023

Plant Products 
(excluding 

(BILLION DOLLARS)

TARGETED GLOBAL 
MARKET SHARE
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Leather and Leather Goods

2008

175.9%

0.60%

GLOBAL SECTOR 
VOLUME

TURKEY’S SHARE

2013

177%

0.79%

GLOBAL SECTOR 
VOLUME

TURKEY’S SHARE

2018

237%

1.10%

GLOBAL SECTOR 
VOLUME

TURKEY’S SHARE

2023

1.50%

300%
GLOBAL SECTOR 

VOLUME

TURKEY’S SHARE

CAUTIOUS GROWTH
(The textile sector expects gradual yet cautious growth on the basis of sub-sectors too.)

The industry, which has a relatively small share in Turkish exports, has 
modest aims for 2023

BEING A BASE FOR DESIGN
The textile sector, for which productivity increases are aimed through the modernization and 
restructuring of production capacity, has long been one of Turkey’s locomotive sectors. Later replaced by 
ready-to-wear clothing, the sector’s new fundamental strategy is to focus on design.

Textile and Raw Materials

EXPORT REVENUES
(BILLION DOLLARS) 

2008 2023

SHARE OF TURKEY’S  
EXPORTS (%) 

2008 2023

COMPOUND ANNUAL 
GROWTH RATE (%)

2008 2023

2008 2023

GLOBAL MARKET SHARE                 
(%)

TARGETED
MARKETS

COMPOUND ANNUAL GROWTH 
RATES
1ST FIVE YEARS

2ND FIVE YEARS

5.2% 
13.7% 
3RD FIVE YEARS

11.8% 

WOVEN

KNITTED

8.5
3.2

11.5
5.9

2.51.5 2.5 1.1 0.4
2.0 0.9

5.0
3.5 4.0 4.0

1.0

6.86
3.67

3.6
20.0

  2008
  2023
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ATOP SEVEN LAYERS 
OF CIVILIZATION 

Brands     

BY CEYHAN AKSOY
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THE CODE OF TOURISM  
HAS BEEN CRACKED
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TURQUOISE AND CORAL RED

BY TOLGAHAN ÖZKAN BY MUSTAFA YALÇIN - AA
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THE INDUSTRY IS IN KÜTAHYA 
AND ITS SURROUNDINGS



65

DID YOU KNOW?
• The çini plates most widely 
known today are two panels 
appearing in a single piece of 
127x34 cm, mounted on the wall 
of the Circumcision Room at the 
Topkapı palace and thought to 
have had its designs drawn by 
Nakkaşbaşı Şahkulu.

• The largest collection of İznik 
çinis is on display at the British 
Museum in England.

• The first çini workshop of 
Republican Turkey was founded 
in Bursa by Turgut Tuna in 1976. 
After Tuna retired, he set up his 
operations in his workshop in 
İznik, which is where he now 
carries out his work.

• Çini, a traditional Turkish art, 
is a type of ceramic generally 
used in the interior and exterior 
decoration of architectural 
structures, mosques, mansions, 
palaces, fountains, tombs, 
and similar structures, and on 
various decorative objects.

• Westerners call wall çinis 
“Tile Art.” In Anatolia, these 
embellishments are called 
“kaşi.” Utility ceramics such as 
plates, vases, mugs, pitchers, 
cups, and other such items, 
on the other hand, were called 
“evani.”
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BY AYŞEGÜL SAKARYA BY ŞEREF YILMAZ

THE MODERN RECIPE 
OF TRADITIONAL HALVAH
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BY ŞEREF YILMAZ

ZORLU’S JOURNEY 
IN TEXTILE

BY AYŞEGÜL SAKARYA
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Agenda FAIRS, EXHIBITIONS, SUMMITS, MEETINGS IN THE NEXT TWO MONTHS

The Turkish Perspective

THE WAY OF DEVELOPMENT WILL 
PASS THROUGH ISTANBUL

MAY 09-13 
4th United Nations 
Conference on the 
Least Developed 

Countries
Hilton Istanbul

The definition of the Least Developed Countries 
(LDCs) was first set by the United Nations in 1971. 
Determined according to certain criteria, LDCs 
number 49 which consist of 33 countries in Africa, 
15 countries in Asia and the Pacific and 1 countries 
in Latin America. The fourth of the Conference on the 
Least Developed Countries, which have so far been 
organized three times since 1981, will be held May 
9–13 at the Istanbul Hilton. Topics addressed at the 

conference will include ways for LDCs to reduce the 
effects inflicted on them by the economic crisis, and 
investors’ contributions to the economies of these 
countries. Potential outcomes of LCDs will be policy 
recommendations, support measures and specific 
deliverables that will strengthen LDCs’ capacities. The 
LDCs need development paths that are more robust, 
less vulnerable to shocks and that result in inclusive 
growth, poverty reduction and prosperity.
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REW Istanbul 2011
Tüyap Fair, Convention, and Congress Center JUNE 08-11

The 7th International Recycling, Environmental 
Technologies, and Waste Management Trade Fair, held 
in Istanbul, will take place June 8–11 at the Tüyap Fair, 
Convention, and Congress Center

ICCI Conference
Istanbul Expo Center JUNE 15-17

The 17th International Energy and Environment Fair 
and Conference (ICCI), in which renewable energy, 
nuclear energy technologies, and fossil-based energy 
technologies will also be discussed, will be held June 
15–17 at the Istanbul Expo Center

Beauty Eurasia
Istanbul Expo Center JUNE 16-18 

The 7th Beauty Eurasia 
International Cosmetics 
and Beauty Fair, which 
will be attended by 
companies offering 
cosmetics, cleaning, 
hygiene, and spa 
products and services, 
will be held at the Tüyap 
Fair, Convention, and 
Congress Center June 
16–18

MINEX Fair 
Izmir International Fair Center MAY 05-08 

The MINEX Fair, covering mining, 
natural resources, and related 
technologies, will be held at the mir 
International Fair Center May 5 
through 7

2nd International Istanbul Water Forum 
Golden Horn Congress and Culture Center MAY 03-05 

The second International Water Forum, taking place one 
month before the fth World Water Forum to be held 
in Istanbul, will be held May 3–5 at the Golden Horn 
Congress and Culture Center. The forum’s topic will be 
water issues in the Middle East, Central Asia, North 
Africa, and East Africa

IDEF 2011  
Tüyap Fair, Convention, and Congress Center MAY  10-13 

IDEF, the International Defense Industry Fair, is held 
biennially in Istanbul. Bringing together many domestic 
and international companies in the defense industry, IDEF 
will be held May 10–13 at the Tüyap Fair, Convention, and 
Congress Center

Building with Wood Seminar 
Istanbul Cevahir Hotel MAY  11   

In the rst conference to be held 
by the European Wood Initiative 
(EWI) in Turkey, Turkish architects 
and engineers will be informed 
on the use of wood in modern 
buildings and new technologies. 
The conference will be held at 
Istanbul Cevahir Hotel on May 11

International Educational Technology Conference  
Istanbul University MAY 25-27  

Aimed at educators and academicians, the conference, 
whose educational program is gaining worldwide 
popularity in the eld of educational technologies, will be 
held at Istanbul University May 25–27

Intertra c Istanbul 
Istanbul Expo Center MAY 25-27

The sixth international Intertraf c 
Istanbul trade fair, which brings 
together companies in the elds of 
infrastructure, traf c management, 
and parking systems, will be held 
at the Istanbul Expo Center May 
25 through 27
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AUTOMOBILE SECTOR PUT ON FULL SPEED TOWARDS ITS EXPORT TARGET
Having increased its exports by 16% to 17.38 billion dollars last year, the automotive sector aims to raise 
its exports to around 22-23 billion dollars this year. The sector’s progress in the local market and exports 
is expected to continue through next year. 

2011 2010

TOTAL
PRODUCTION FOR LOCAL MARKET

2010
2011

82,87%

63,92%

98.92% 86.20% 36.01%

76,28%

MONTHLY DEVELOPMENT OF THE AUTOMOBILE MARKET – 2011
The automotive sector, Turkey’s leader in exports, is quickly approaching its 75 billion dollar 
exports target or 2 23. The sector raised the 1.1 % increase in exports it had in the rst t o 
months to 1.15% in March.
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INTER-PROVINCIAL COMPETITIVENESS INDEX
The third term results of the International Institution of Competitiveness Researches (URAK) Inter-
Provincial Competitiveness Index (2 -2 1 ), hich quanti es the relative competitiveness of Turkey’s 
81 countries and is the only index of its kind published annually on a consistent basis, as presented to 
the public at the Istanbul Stock Exchange. Here are the most competitive cities and the main sectors they 
stand out ith.

Figures72

Data:International Compativeness Resarches Association
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While Istanbul ranks 

first in terms of 

competitiveness, the 
Index shows that cities 

in southern regions have 

also exhibited great 

improvement






	00 KAPAK red
	01-02-content3
	03-editor
	04-ilan_yatirim_aj
	05-11-first cor pdfden
	12-13-panorama
	14-32 brifing
	33 brifing
	34-41 cover agul
	42-45-Indepth-lojistik
	46-49 kinzer
	50-59-2023
	60-68-brand
	69-70-agenda2
	71-72 index rakamlar



