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A  GIANT  LIES WHERE THE CONTINENTS CONNECT
With the transformation it has been undergoing since the 
early 2000s, Istanbul is pushing forward at full throttle 

eight years, discussed Istanbul’s transformation and its 
future with The Turkish Perspective.
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Editorial

EXPORTS AT FULL THROTTLE

MEHMET BÜYÜKEKŞİ  
CHAIRMAN (TIM)
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TURKEY HEADS TO CENTRAL ASIA 



STEEL

STEEL EXPORTS GAIN STRENGTH

TIM AND IRISH  
EXPORTERS JOIN HANDS

PARTNERSHIPECONOMY

First06

TURKEY WILL BE EUROPE’S 
STRONGEST ECONOMY BY 2050

NEW DESTINATIONS
AVIATION

TURKEY’S STEEL EXPORTS

49
2012 STEEL 

EXPORTS 

MILLION TONS
10

TURKEY IS THE WORLD’S 
10th-LARG EST STEEL 

EXPORTER

55
2023  STEEL EXPORTS 

TAARGET

BILLION DOLLARS



CREDIT RATING

AVIATION

07

GIANT GLOBE 
AT HEATHROW 

DEVELOPING 
ECONOMIES 
CONTRIBUTE 
TO GLOBAL 
ELECTRONICS 
GROWTH

S&P RAISES 
TURKEY’S 
RATING

ELECTRONICS AVIATION

TOP GAINERS AMONG TURKEY’S  
EXPORT MARKETS IN MARCH

62
LIBYA

27
CHINA

30
BRAZIL

30
BULGARIA



STOCK EXCHANGES

DONATIONS

First08

EXPORT

RUSSIA CLEARS  
TURKISH DAIRY 
AND WATER

TURKISH-OWNED BUSINESSES 
TO MULTIPLY IN GERMANY

TURKEY 
BECOMES 
A DONOR 
COUNTRY

TURKISH 
DELEGATION 
VISITS NASDAQ

EXPAT BUSINESS

AUTOMOTIVE
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AVIATION

STEEL

STEEL EXPORTS 
GAIN STRENGTH

THE AVIATION 
INDUSTRY IN 
TURKEY  

AVIATION

AUTOMOTIVE

ELECTRONICS

TURKEY’S 
ELECTRICAL & 
ELECTRONIC 
EXPORTS TOTAL 
$3 BILLION IN 
Q1 2013



Panorama10

Panorama
THE TURKISH MARKET: 
A MARKETER’S 
PERSPECTIVE

BY PROF. İBRAHİM KIRCOVA, PhD

WHICH INDUSTRIES ARE ATTRACTIVE?
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THE MARKET’S CHARACTERISTICS

INVESTMENT SUPPORT



TOURISM
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Briefing 

TURKISH IS A WORLD LANGUAGE

BY E. MELEK CEVAHİROĞLU ÖMÜR
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IMMERSION LEARNING

THE BOOKS ARE READY

UNIVERSITIES LEAD THE WAY

TURKISH FOR ALL AGES

OTTOMAN TURKISH REVIVAL
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LEARNING ENGLISH IN TURKEY

CİHAD ÖZER BORA GÜNDÜZYELİERTAN GÖKMEN
PH

OF
OG

RA
PH

 B
Y 

AA



19

WORLD-CLASS PRODUCTION

TURKEY RIVALS GLOBAL 
BRANDS IN COSMETICS 

COSMETICS

BY NESRİN KOÇASLAN
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CLOSE MONITORING

COSMETICS A RAPIDLY GROWING 
MARKET

Briefing16

MURAT AKYÜZ CİHAN BAYRAKTARHAKAN GÜNDÜZ

IMPORT AND EXPORT FIGURES

9  
PERCENT

35.9  
PERCENT

16.7  
PERCENT

20.2  
PERCENT

33.2  
PERCENT

17.9  
PERCENT



TECHNOLOGICAL INVESTMENTS AND 
R&D EFFORTS ARE IMPORTANT

$20 BILLION TARGET 
IN TEXTILE EXPORTS

TEXTILES

17

BY GİZEM GÜZEY
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Briefing18

TEXTILE AND ACCESSORIES FAIR 
BOOSTS EXPORTS

İSMAİL GÜLLE SABRİ ÜNLÜTÜRKİBRAHİM BURKAY
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SHOES

SHOES GET BIGGER

BY NESRİN KOÇASLAN

$ 650

$ 650

$ 1.5

2013 EXPORT 
TARGET

2015 EXPORT 
TARGET

2023 EXPORT 
TARGET



THE ALLURE OF  
BRANDED EXPORTS

Briefing20

THE INDUSTRY IS READY FOR 2023
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ISPAT TARGETS INVESTORS IN 
INFRASTRUCTURE

INVESTMENT



Briefing22
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PDAC INTERNATIONAL 
CONVENTION, TRADE SHOW & 
INVESTORS EXCHANGE—MINING 
INVESTMENT SHOW TURKEY 
FOCUS AT PDAC 2013



AVIATION 

EXPANSION AND REJUVENATION

Briefing24

BY CAN GÜRSU, CAN CENGİZ 
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TURKISH AIRLINES ENVIED

A GREAT CONTRIBUTOR TO EXPORTS

AIMING FOR 500 DESTINATIONS



CERAMICS
A WORLDWIDE ACTOR IN THE 
CERAMICS INDUSTRYTURKEY: A GLOBAL PLAYER  

IN THE CERAMICS INDUSTRY

Briefing26

BY MELEK CEVAHİROĞLU ÖMÜR
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TURKISH CERAMICS INDUSTRY  
TO GROW

CEMENT, GLASS, CERAMICS, 
AND CLAY INDUSTRY EXPORTS

CERAMIC TILE PRODUCTION 
ON THE RISE

3.16
BILLION $

3.10
BILLION $

2011

2012

2007 20092008 20102010 2011

2.270
CERAMICS EXPORTS 
APPRECIATE ANNUALLY

276

778
883883883



Briefing28

METİN SAVCI İHSAN KARAGÖZEROL HACIOĞLU ZEYNEP BODUR OKYAY 

INCENTIVES TO OVERCOME 
PROBLEMS

THE STRONG SUITS OF TURKEY’S CERAMICS 
INDUSTRY
• Tiling materials are longer lasting than other flooring materials

• An advantageous position in raw materials compared to rival countries

• High product diversity

• High accumulation in the industry of know-how and quality human 
resources 

• Active organization on the part of ceramics producers

• Useful services provided by the Ceramics Research Center

• Lower labor costs compared to Europe
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THE ECONOMY’S PULSE  
BEATS AT THE SUMMIT 

SUMMIT

BY RUHİ SANYER



RIZANUR MERAL 

CENK SERDARÖNDER ERDEM

TURKISH LEADERS 
CONVENE AT 
SUMMIT

Briefing30

4% GROWTH TARGET FOR 2013



ERGUN ÖZENHAMDİ AKIN

HAYRETTİN KAPLAN ZAFER ATAMAN

IN PEACE, NOTHING CAN STAND 
BEFORE TURKEY’S WAY

A STRONGER HAND

HIGH VALUE-ADDED PRODUCTION

31



Briefing32

AN OLIGARCH MAGNET

RATING BUMPS A BOON FOR BANKS

1.4 MILLION MOBILE CUSTOMERS

THE EU WOULD GROW FASTER WITH 
TURKEY AS A MEMBER

CUSTOMER-FOCUSED BANKING



 
FASHION WEEK ISTANBUL

FASHION

33

BY  GİZEM GÜZEY 

ISTANBUL FASHION WEEK’S 
CHANGING IDENTITY



Briefing34

SEDA LAFCI HÜSEYİN DOĞAN BANU BÖLEN 

TURKISH DESIGNERS MEET WITH 
INDUSTRY INVESTORS AND BUYERS
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INCREASED FOCUS ON THE MIDDLE 
EAST AND RUSSIA

900 500
20,000

5,000 500

2000 30
30

5000
200

MERCEDES-FASHION WEEK ISTANBUL 
FACTS & FIGURES



Briefing36

WHAT IT MEANS 
FOR REGIONS OF 
THE WORLD

BY JAMES HOWARD KUNSTLER
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34 Cover / Discover the Largest Open-Air Museum in the World

MORE 
THAN A 
CITY

BY CAN GÜRSU BY NECİP ŞAHİN
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36 Cover / Discover the Largest Open-Air Museum in the World

CULTURAL HERITAGE

3.5
MILLION

3.2
MILLION
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TURKISH CUISINE

TOURISM STATISTICS

With the waning of the global economic crisis, Istanbul is receiving 
more visitors.

9.2% 6.5% -7.3%
15.8%

16.4%

7.0 7.5 8.0 9.47



38 Cover / Discover the Largest Open-Air Museum in the World

POINT OF INTEREST

100 16.6BILLION$ THOUSAND
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FINANCE CAPITAL



44 In Depth / Exclusive Interview

A 
GIANT 
LIES

WHERE THE 
CONTINENTS
CONNECT

BY CAN GÜRSU
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MANY INTERNATIONAL 
ORGANIZERS NOW 

HAVE THEIR EYES ON 
ISTANBUL. IT IS THE 

ONLY CITY IN THE 
WORLD THAT CAN HOST 

INTERCONTINENTAL 
SWIMMING 

COMPETITIONS. 

46 In Depth / Exclusive
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IN THE SHORT TERM, WE 
ACHIEVED THE GOAL OF BEING 
THE REGION’S CENTER OF 
FINANCE. WE MADE SERIOUS 
PROGRESS TOWARD BECOMING 
EUROPE’S FINANCIAL CENTER.

SINCE 2004 

28
83
100

SPORTS BRANCHES 

INTERNATIONAL 

NATIONAL EVENTS 
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260
MILLION LITERS 

OF FRESH WATER IS ADDED TO THE GOLDEN 

HORN EVERY DAY WITH THE CAN SUYU  

PROJECT.



WITH ITS GEOGRAPHIC POSITION, 
HISTORICAL MISSION, SOCIETAL 
STRUCTURE, AND THE LOCOMOTIVE 
ROLE IT SERVES IN THE ECONOMY 
AND TOURISM, ISTANBUL 
OCCUPIES A DISTINGUISHED 
PLACE THAT NO OTHER CITY IN THE 
WORLD COULD.

49
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TURKEY’S 
DEFENSE 
INDUSTRY

BY  AYNUR ŞENOL ALTUN
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T HE TURKISH DEFENSE 
industry’s recent suc-

cesses with projects based on 
cutting-edge technology are 
dazzling. Local production is 
being used to satisfy the needs 
of both the domestic and 
international markets. From 
2008 to 2010, the industry’s 
exports were worth around 
$600 million. In 2011, this 

The highest increase in the 
industry’s exports to date was 
in 2012, when its exports 
reached $1.3 billion. The De-
fense and Aerospace Industry 
Exporters’ Association has set 
a $1.5 billion export target for 

-
ciation’s chairman, says the in-
dustry’s export target for 2023 
is $25 billion. He ascribes the 
momentum in exports and 
the loftiness of the targets to 
two reasons—a change in the 
industry’s vision, and thereby 
its structure, production, and 
goals; and increased state 
support for exports in general 
and the defense industry in 

-
istence and harmony of these 

both production and exports.

of activity, including de-
fense and security systems; 
software; land, air, and sea 
vehicles and their equipment; 
electronic warfare systems; 
support systems and logistics 
services; R&D; engineering; 
and manufacturing services, 
the defense industry in Turkey 

Turkey invested in many 
facets of the defense industry 
starting with the declaration 
of the Republic, and though 
the products imported after 
World War II affected local 

-
cant progress has been under 
way in recent years.

GLOBAL DEMAND FOR TURKISH 
DEFENSE EQUIPMENT
The ANKA unmanned aerial 
vehicle (UAV) presents a 

worldwide rivals at a time 
when UAVs and UCAVS 
are rapidly becoming more 
important as defensive and 
offensive tools. The Turkish 
Armed Forces is expected 
to sign a contract with the 
manufacturer, Turkish 

Aerospace Industries (TAI), 
in the very near future. 
There is demand for ANKA 
worldwide, too—certain 
protocols are being carried 
out concerning ANKA for 
Asian and Middle Eastern 
countries, which have ex-
hibited great interest in the 
UAV. The technologies used 
by ANKA are elegant and 
highly advanced. Its ASEL-
SAN-made electro-optical 
systems enable the vehicle 
to monitor movements from 
large distances in daytime 

and nighttime, and it is built 
to withstand all weather 
conditions. An armed ver-
sion of the ANKA is planned 
for production in the near 
future, which will rival the 
United States’ Predator, the 
only armed UAV at present, 
as a lighter alternative.

The ATAK is the Turkish 
defense industry’s second 
major play. A derivative of 

-
taWestland’s A129 attack 
helicopter, the ATAK—or 

-

mestic attack and reconnais-
sance helicopter. Although 
its fuselage is imported, its 
engines, transmission, and 
all other parts were designed 
in Turkey to suit local condi-
tions. The ATAK is the most 
effective helicopter in its 
class today and it has drawn 
wide interest abroad. Many 
countries are placing orders 
for the ATAK; countries to 
have expressed their interest 

Korea and Saudi Arabia. 
Jordan, Pakistan, and Azer-

MAY-JUNE 2013  ISSUE 16



“We intend to push on 
with the momentum 
we have gained 
in land vehicles, 
communication 
systems, electro-optics, 
and light arms.”

ket. There will be two models 
of the aircraft—one for civil 
aviation and one for military 
purposes. 

Down on the ground, the 
Altay, a Turkish main battle 
tank being made by Otokar, 
which has been producing 
land defense vehicles since 
1987, is expected to be com-
pleted in 2015. Mass produc-
tion is scheduled for 2016. 
Named after Major General 
Fahrettin Altay, who led the 

-
ing the Turkish War of Inde-
pendence, the Altay project 
is being run in coordination 
with several subcontractors 
under the direction of the 
main contractor, with nearly 
1,000 engineers working to 
perfect its advanced technol-

prototypes were completed 
in recent months and are be-
ing put through testing. The 

to test maneuverability; the 
second is being used to test 
its targeting systems. New 
prototypes will be created 
based on these tests in a pro-

Otokar General Manager 
Serdar Görgüç states that 
the Altay will be the world’s 
most modern tank when 
it is completed. The US, 
Germany, and the UK are 
planning to launch new tank 
development efforts in 2025, 
says Görgüç—“Considering 
these efforts will be under 
way for some time, it would 
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be fair to say that the Altay 
will remain as the most mod-
ern and effective tank for a 
lengthy period.”

Otokar is a well-known 
producer of other military 
land vehicles. Within a year 
of introducing the Arma 6x6, 
an original design that was 
independently developed, 
it signed two export agree-
ments. A decade ago, it had 
four tactical vehicles in its 
product range; today, it has 
nine vehicles available in 

cumulatively Turkey’s largest 
land vehicles project. “With 
our vision to maintain our 
local and national iden-
tity in our products, which 
matches the nationalization 
policy one-to-one, we have 
equipped our R&D center 
today with world-class tech-
nology. The share of R&D 
spending within revenues 
in Turkey is 0.86% overall. 

percent of Otokar’s revenues 
have been assigned to R&D 
spending, and we hold more 
than 77 patents, industrial 
designs, and useful models,” 
says Görgüç.

IN SPACE AND ON SEA
In terms of naval power, the 
Turkish defense industry 

the “Turkish National Ship 
Project.” The technologies 
developed for the various 
ships that the industry has 
developed are cutting-

baijan are also known to be 
interested in the vehicle.

Yet another of the defense 

which could be considered 
the forerunner of all of these 
projects in a sense. Turkey’s 

by its own means, it is named 

-
priately, the name also means 
“free bird” in Turkish. Gener-

expected to compete in the 
global training aircraft mar-
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THE TURKISH DEFENSE 
INDUSTRY SHINES 

THE DEFENSE AND AEROSPACE INDUSTRY  
IS RAPIDLY INCREASING ITS EXPORTS

600 800 1.3

1.5 25
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LATİF ARAL ALİŞ SERDAR GÖRGÜÇ İLHAMİ CAN ÖZTÜRK 
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ON THE GLOBAL STAGE

Brands     READY-TO-WEAR, CONFECTIONERY, BATTERIES, SUPERMARKETS, BOTTLED WATER...

Content: Soft and Sweet P59  P61 P63 P65 
Editor:

BY NESRİN KOÇASLAN

MAY-JUNE 2013  ISSUE 16



THE BIRTH OF MACHKA  
AND TWIST

TURKEY’S FIRST  
PRÊT-À-PORTER BRAND

FOCUSING ON THE MIDDLE EAST

57

10
 İPEKYOL’S STORES 

ABROAD

1,500
:İPEKYOL’S 

EMPLOYEES

140
 İPEKYOL’S STORES IN 

TURKEY

MORE 
INTERNATIONAL 
STORES TO COME



Brands /Ready-to-Wear58

THE WHOLE PACKAGE
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BEBETO IN 85 COUNTRIES

SOFT AND SWEET

BY AYNUR ŞENOL ALTUN



Brands / Confectionery60

BEBETO FUN ISLANDS 
MULTIPLY

TARGETING INDIA

KERVAN GIDA AIMS FOR 
100% GROWTH OVER THE 

NEXT FIVE YEARS WITH THE 
FOUNDATIONS IT HAS LAID.

37%

120
MILLION

40
MILLION

50
MILLION

TRY

$

$
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GLOBAL POWER

A GLOBAL BRANDING PROJECT 

BY HÜLYA KESKİN
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SEA CHANGE IN ENERGY

RIVALING EUROPE

EXPORTS ACCOUNT FOR 60% OF 
REVENUE

MORE THAN 
100 PRIMARY 

DISTRIBUTORSHIPS
İnci Akü carries out its sales 
and commercial marketing 

activities with its sister 
company, İncitaş, which has 
been in the industry for more 

than 60 years. It serves its 
customers through more than 
100 primary distributorships, 

close to 3,500 retail locations, 
and 170 authorized technical 

service providers. Abroad, 
it sends its products to 72 

countries on four continents 
through 90 distributors.

THE INDUSTRY’S FUTURE



THE EXTRAORDINARY   
GROWTH OF BİM

BY NESRİN KOÇASLAN

63

EGYPTIAN CHARM



INNOVATIVE BUSINESS:  
BİMCELL

ONE OF THE TEN BRANDS

THE FASTEST-GROWING RETAIL 
COMPANY

Brands / Supermarket64

331.3  
MILLION

BİM’S 2012 NET PROFIT

9.9  
BILLION

BİM’S 2012 SALES

30
TARGET NO. OF STORES IN 
EGYPT BY YEAR-END 2013

300
TARGET NO. OF STORES IN 

MOROCCO IN THREE YEARS

50 
MILLION

INVESTMENT IN MOROCCO 
TO DATE 

NO. OF STORES IN MOROCCO

120

$

TRY

TRY

BİM AIMING AT NEW MARKETS



65Brands / Water

TURKEY’S AWARD-WINNING WATER BRAND

A PIONEER IN TURKEY

BY HÜLYA KESKİN
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“QUALITY AND FLAVOR ARE OUR 
GREATEST ADVANTAGES”

ACTIVE ON FIVE CONTINENTS

ADAPTING TO THE MARKET

A DECADE IN THE UK

A PERCEPTION OF DISTINCTION, 
HIGH QUALITY, AND SALUBRITY



AWARDS WON BY 
SAKA WATER’S 
PRODUCTION 
FACILITIES
• 2005: TSE ISO 9001 Quality 

Management, TSE ISO 
22000 Food Safety, Natural 
Mineral Water Certificate 
presented by the German 
laboratory SGS Fresenius 
Institut (the first such 
Turkish product to be 
recognized by the EU)

• 2010: International-level 
certification by NSF, the 
world’s only bottled water 
certification program

• 2011& 2012: Three-star 
grading (the highest) by 
the International Test 
and Quality Institute 
in Belgium for two 
consecutive years, making 
it the first and only water 
brand in Turkey to attain 
this honor
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OFFERING THE BEST

NEW PRODUCT AND  
PACKAGING
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JUNE 8–30
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TÜYAP

MAY 07–10

İZFAŞ 

MAY 16–19

Istanbul Congress and Exhibition Center

JUNE 14–16

CNR Expo Istanbul

MAY 15–19

CNR Expo Istanbul

JUNE 5–8

TÜYAP / Bursa

MAY 30–JUNE 2
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A TIME OF REBALANCING
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TURKEY’S GLOBAL 
COMPETITIVE POWER RISES
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CURRENT ACCOUNT DEFICIT AT DECLINING TREND

Source: Deloitte Touche Tohmatsu Limited and US Council 
on Competitiveness, 2013 Global Manufacturing Competi-

tiveness Index
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