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Turkey is in the process of becoming one of the
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advantages granted to it due to its geopolitical status.
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WEINVITE OUR COMPANIES
T0 BECOME INNOVATION
LEADERS WITH
INNOVA-LEAGUE

We are going through an important period in Turkey’s
export journey which extends as far as 2023 and has a

tangible target.

SWE FREQUENTLY stated

before, in the first quarter of
2014, we clearly saw the important
contributions to our export, driven by
the positive developments of devel-
oped economies such as, primarily, the
EU. In the first quarter of the year, the
rate of goods we exported to the EU
doubled the general average of 5.8%
and reached 11.8%. In particular, our
two locomotive sectors - automotive
and chemicals - increased their export
share via the improvement of the EU,
elevating our general exportation
performance to a higher level. There are
only two countries among the EU-28
countries which increased their import
shares at the beginning of the year and
Turkey is one of them.

In addition, the USA economy’s
monetary policies implemented after
its recovery are returning to their
normal state and it is foreseen that the
monetary expansion may end in the
autumn.

However, we continue with our sen-
sibility and endeavors to ensure Turkey

joins the EU-US Transatlantic Trade
and Investment Partnership, for which
there was a consensus in the sum-
mit held on March 26 that it should
be accelerated. We believe that in line
with the continuing process, we should
conclude a Free Trade Agreement with
the USA as soon as possible.

As these invents are happening
around the globe, Turkey completed

I
’
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MEHMET BUYOKEKSI
PRESIDENT (TIM)

2013 with a growth of 4%. We predict
that the year’s growth of 2013, which
accelerated compared to the previous
year, will keep the same pace in 2014.
Our exporters’ growth expectation in
the first quarter survey is 8.9%. We ob-
serve that the figures of goods exported,
which increased by 6.7% last year, have
made a contribution to the growth

by nearly net 2 points. We will go on
emphasizing that our growth model in
2014 should be based on export and
manufacturing sectors and we see this
year as a year of opportunities. We wish
to have a year in which exports will have
a high and clear positive contribution to
erowth through a stronger performance
in export increases and a lower current
deficit within the year.

We always try to emphasize that we
give high importance to innovation,
R&D, design and branding in order to
raise Turkey’s pace of export to a higher
level. Our works in this field continue
with a high pace without slowing down.

Our Innova-League project, the details
of which you can find in our magazine,
has been one of the important steps we
took in terms of innovation. We started
Innova-League at the end of February.
Apart from being Turkey’s first Innova-
tion Development Program, Innova-
League will continue every year as an
Olympics which will choose Turkey’s
Innovation Leaders. Pre-applications to
our project can be made until March 81
on www.inovalig.com. Many companies,
among which are also Turkey’s lead-
ing companies, have already joined our
project. The companies that become suc-
cessful at the end of the Innova-League
process will be eligible to compete in the
EU based IMP8rove Program. We be-
lieve that Turkish companies will make
important progress in terms of innova-
tion thanks to Innova-League.
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THETURKISH BUSINESS WORLD
HAS LEFT ITS MARK ON KUWAIT

Under the chairmanship of the President of the Turkish Republic, Abdullah Giil and the
participation of the Minister of Economy, Nihat Zeybekei, a committee of businessmen
attended the visit to Kuwait as an official invitee of the Ruler of Kuwait, Sheikh El Sabah.
The visit, in which many agreements were made between the two countries, was organized
by the Turkish Exporters Assembly with the participation of many businessmen.

N APRIL 1-3,

2014, under
the chairmanship of
the President of the
Turkish Republic,
Mr. Abdullah Gl
and the participation
of the Minister of
Economy, Mr. Nihat
Zeybekei, a commit-
tee of businessmen
attended the visit to
Kuwait as an official
invitee of the Ruler
of Kuwait, Sheikh El
Sabah.

Turkey is ranked

18" in Kuwait’s im-
ports and is looking
to receive a bigger
share of Kuwait’s
imports total of 819
billion. The Chair-
man of TIM (Turkish
Exporters Assembly),
Mehmet Biiyiikeksi,
mentioned in his
speech at the Turkey
- Kuwait Busi-

ness Forum that he

is very ambitious
about strengthening
connections with
Kuwaiti business-

men, adding, “Within
this concept, I believe
that the business
forum will be quite
beneficial for both
countries”. In the
previous year, Turkey
exported a total of
$334 million to
Kuwait and the trade
volume of these two
countries increased
to $625 million.

The visit, in which
many agreements
were made between
the two countries,

was organized by

the Turkish Export-
ers Assembly with
the participation of
many businessmen.
Eighty businessmen,
including the Chair-
man and members of
the Exporters’ Union,
and many Chair-
men and members of
Non-Governmental
Organizations, as
well as 60 company
representatives, at-
tended the afore-
mentioned Trade

Committee Program,
and a Business
Forum was organized
on Thursday, April

2, 2014, in Sheraton
Kuwait Hotel with
the participation of
our President. When
the Business Forum
was completed, a
Business Dinner was
organized for Turkish
and Kuwaiti com-
panies and the trade
activities between the
two countries were
negotiated.
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ENERGY

TOP GERMAN ENERGY COMPANIES
ARE INTURKEY

The world’s top renewable energy companies, German
STEAG and PNE Wind founded a new company to
cooperate in Turkey.

HE increasing en-

ergy consumption
in Turkey continues
to draw the attention
of global companies.
Companies establish
consortium based on
the intense competi-
tion of renewable
energy production
between Chinese,
American and German
companies which are
focused on the Turkish
market. The foreign
companies which
came to Turkey solely
or with a local partner
in the past increased
their cooperation in
order to make more
effective investments
in the market. The
partnership created
with 50% share of

TURKISH
COMMITTEE
ENERGY
CAPACITY

2012

2.312

MEGAVAT (MW)
2013

2.956

MEGAVAT (MW)

German STEAG and
PNE Wind aims to
serve with 700 MW
capacity. This figure

is 25% of the present
market in Turkey.

“We have a 30-year
history in Turkey. By
using our experience
that we gained here,

we will form a mutual
synergy in the emerging
energy market” said the
President of STEAG,
Joachim Rumsadt.

EXPORT

INCREASE IN POULTRY

SECTOR

n Turkish Poultry

Sector, in the first
three-months period of
2014, exports increased by
15% in comparison with
the same period of the
previous year. In the Turk-
ish Poultry Sector, in the
first three-month period
of 2014, exports increased
by 15% in comparison with
the same period of the
previous year. Whereas the

poultry export was 1 billion
32 million 993 thousand
dollars in the previous year,
it reached 279 million 792
thousand dollars in the
January-March period of
this year. Today, the Turkish
Poultry Sector is ranked at
seventh with 1 million 920
thousand tones of poultry
production and at 11" with
16.7 million tones of egg
production.

BANKING

“TURKISH BANKS ARE
QUITE PROFITABLE”

Standard & Poor’s (S&P) Banking
Analyst Goksenin Karagoz said that
Turkish Banking sector is quite
profitable, according to foreigners.

HE TURKISH

banking sector
continues to draw the
attention of foreign
investors. Last year,
the Bank of Tokyo
Mitsubishi UFJ gave
official authorization
to Turkey Italian In-
tesa Sanpaolo SpA was
given authorization
to establish a deposit
bank where Dutch Ra-
bobank International

Holding B.Vis a co-
founder, with a capital
of 300 million dollars.
In addition, a few
banks changed hands
in Turkey recently.
Karag6z mentioned
that they think this
period would continue
and that they expect
the focus of foreigner
customers on Turkish
Banks to remain the
same.
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AUTOMOTIVE

RECORD IN
AUTOMOTIVE
EXPORTS

The automotive industry
reached the highest sales
of the last 6 years with
exports of 2 billion 128
million dollars in March.
The sector focused

on new goals with the
consistent increase in ex-
ports which was reached
in recent years, especially
in EU countries. In the
first quarter of the year,
in comparison with the
same period of 2018, the
sector reached foreign
sales of 5 billion 546
million dollars with 8%
growth.

EXPORT

INCREASE
IN CULTURE
TOURISM

According to the
Turkish European
Foundation for Educa-
tion and Scientific
Studies (TAVAK),
there has recently been
a significant increase
in the culture sector

in Turkey. According
to the data provided
by the foundation,
Turkey’s exports of
cultural products will
be around 54.2 billion
dollars in 2014.

TOURISM

World of Tourism

in Berlin

Turkish Airlines welcomed visitors at ITB, one of
Europe’s and the world’s biggest tourism fairs.

R EALIZED with the partici-
pation of close to 11,000
firms from 180 countries, the
fair was visited by upwards of
170,000 visitors. The Turkish
Airlines stand, a big hit with
participants for its Lounge
Istanbul concept, stood out as
one of the fair’s most successful.
Upwards of 100 participants,

all members of the Turkish
Airlines family from various
points around the world, were
welcomed at the stand. The fair,
where the seeds of many long-
term partnerships were sown in
parallel with the airline’s global
market momentum, made a
major contribution to Turkish
civil aviation.

The Turkish Perspective (7

CULTURE

TURKISH
CULTURE YEAR
IN CHINA

Within the scope of “Tur-
kish Culture year”, which
will be celebrated this year
in China, the Ministry of
Culture and Tourism aims
to increase the number

of tourists coming from
China with events held all
around the country.
Turkish culture will be in-
troduced with events held
in many cities within the
scope of Turkish Culture
Year in China. Therefore,
500 thousand tourists

are expected to come to
Turkey from China over
five years. As well as events
such as film festivals and
art shows to be performed
in the different cities of
the country, many music
bands from Presidential
Symphony Orchestra to
janissary band will per-
form concerts all around
China.

AGREEMENT

FREETRADE AGREEMENT BETWEEN

TURKEY AND MALAYSIA

The two countries agreed to cancel customs duties in all of the industrial products
over the next eight years, at the latest.

HE EXPECTED

Free Trade Agree-
ment (FTA) was signed
between Turkey and
Malaysia. The FTA,
which was decided on
during Prime Minister
Recep Tayyip Erdogan’s
visit to Malaysia in
January, was signed
during the visit of Prime
Minister of Malaysia,

Najib Tun Razak to
Ankara. The Agreement
will be discussed in

the Council until June
and then come into
force. Erdogan said that
Turkey and Malaysia
are two countries which
have common features
in their regions and,
“During my visit, we
made effective negotia-

tions about developing
commercial cooperation.
We want to increase
trade between the two
countries to 5 billion
dollars from 1.5 billion
dollars. For this reason,
we signed a new agree-
ment. For the Free Trade
Agreement with Malay-
sia, legal infrastructure
will be completed im-

mediately, also new steps
will be taken regarding
strategic cooperation”

he added. Regarding
the agreement, “Our
new goal thrills the
business world of both
two countries. Both two
countries should work to
reach this” said Rezak,
the Prime Minister of
Malaysia.
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TOURISM

ISTANBUL: THE BEST HOLIDAY
DESTINATION OF 2014

One of the largest user-supported travel and tourism sites
on the internet, TripAdvisor announced that Istanbul is the
best travel destination in Europe and the world in 2014.

RIPADVISOR, 3

site which boasts
20 million members,
prepared a list based
on the millions of
comments and vot-
ing on points that
travelers consider
important. According
to the list, Istanbul,

X

PASSENGER NUMBERS, WHICH WERE

54 MILLION

INJAN-FEB 2013, ROSE BY 22.1% T0

?8 MILLION

INJAN-FEB OF 2014

followed by Rome
and London, takes
first place. According
to the expectations
of the Association of
Turkish Travel Agen-
cies (TURSAB), the
number of tourists
who will come to
Istanbul in 2014 will

SOARING EVER HIGHER

Turkish Airlines has released its figures for January-February of 2013 and 2014:

v e
.n_n
0

PASSENGER OCCUPANCY ROSE BY

0.4

OFAPOINTTD

6.9%

be over 13 million, and
in 2023, this number
will be around 25 mil-
lion. On this subject,
Basaran Ulusoy, Chair-
man of TURSAB said
this year, 40 million
tourists in total are
expected to come to
Turkey.

THE NUMBER OF CITIES FLOWNT0, WHICH WAS

218

ATTHEEND OF FEBRUARY 2013, WAS UPTO

243

BYTHEEND OF FEBRUARY 2014

EXPORT

IN 2013, TURKEY WAS
THE ONLY COUNTRY
THAT HAS INCREASED
EXPORTSTO EU

In 2013, Turkey became the sole
country from among 10 trading
partners that increased its exports to
the European Union (EU).

CCORDING

to the data an-
nounced by Eurostat,
the statistical office of
the European Union,
Turkey’s exports to the
EU reached €50.2 bil-
lion with a 4% increase
in comparison with the
previous year. The total
trade volume made with
28 countries by Turkey,
the sixth largest trading

partner of the EU is 128
billion Euros. Whereas
Turkey realized exports
of 152 billion in 2013,
the loss of exports
experienced by the other
trade partners of the EU
were as follows: China
4%, Russia 4%, Switzer-
land 11%, Norway 11%,
Japan 13%, India 2%,
South Korea 6% and
Brazil 12%.

THEAIRLINE'S PLANES, WHICH NUMBERED

211

ATTHEEND OF FEBRUARY 2013, NUMBERED

237

BYTHEEND OF FEBRUARY 2014
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AVIATION

TEMEL KOTIL IS
LEADER OF THE
YEAR

Turkish Airlines’
President & CEO
Temel Kotil, Ph.D., has
received the “Leader of
the Year Award” at the
Air Transport News
Awards, which are the
most prestigious in the
aviation industry. The
lavish award ceremony
was hosted in Istanbul
on March 9.

AGREEMENT

EXPANDING
CODESHARE
WITH
SINGAPORE
AIRLINES

The existing codeshare
agreement between
Turkish Airlines and
Singapore Airlines,
both members of
Star Alliance, is being
expanded to include
travel destinations in
Southeast Asia and
the Southwest Pacific.
Under the agreement,
which is expected to
2o into effect in May,
Turkish Airlines pas-
sengers will be able

to fly to even more
destinations.

AGREEMENT

“Unlimited Friendship”,
“Unlimited Trade”

Under the coordination of the Ministry of Economy
and organization by the Turkey Exporters’
Assembly, new steps were taken in the organization
which was held for Bosnia - Herzegovina regarding
the relations between the two countries.

N THE BRISTOL HOTEL LOCATED in

the capital, Sarajevo, with the coordination of
the Ministry of Economy and the organization by
the Turkey Exporters” Assembly, new steps were
taken for the relations of two countries. Minister
Zeybekei said that they want to strengthen the
unlimited friendship between Turkey and Bosnia
- Herzegovina with unlimited trade and econo-
mic consolidation and “As a government, just like
we support our industrialists and businessmen in
their investments made in Turkey, we also want to
show them our support in Bosnia - Herzegovina”
he added. Also, “Turkey is now the 9" country
which makes the most investment in Bosnia -
Herzegovina. We believe that our rank should be
higher” said Biiyiikeksi, the Chairman of TIM.

274

BILLION DOLLAR

THE EXPORTS PERFORMED BY
TURKEYTO BOSNIA - HERZEGOVINA
1S 274 MILLION DOLLARS.

g

TURKEY IS THE COUNTRY WHICH
MAKES THE MOST INVESTMENT
INBOSNIA - HERZEGOVINA.

LEADING EXPORT PRODUCTS (2013)

)1/

BILLION
MOTOR VEHICLE

’12.9

BILLION

NUCLEAR REACTORS,
MACHINE AND
EQUIPMENT

*39

BILLION
IRON AND STEEL

BILLION

*95

ELECTRICAL MACHINE
AND EQUIPMENT

The Turkish Perspective (g

NATURAL STONE

THE EXPORTS
OF NATURAL
STONES ARE
INCREASING

As can be seen from
the sub-sectors of min-
ing, the natural stones
keep the leadership. In
the first three months
of the year, the exports
of natural stones were
around 474 million 52
thousand dollars with
an increase of 13.89%
on a value basis. The
impacts of the econo-
mic slowdown of
China, which is the
largest market of the
Turkish mining sector,
are reflected in the ex-
port figures of the sec-
tor as of the first month
of the year. In the first
quarter of 2014, the
exports of the sector

to China became 423
million 742 thousand
dollars with a decrease
0f 29.42%. The export
of natural stones which
are ranked in first
place of the product
groups exported to
China maintains an
increase. In this period,
the sector performed
exports of 169 million
469 thousand dollars
by increasing natural
stone exports to China
by 9.85%.

*93

BILLION

KNITWEAR AND
ACCESORIES
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AVIATION

SIGNIFICANT
INVESTMENT
INAVIATION

In the new factory,
300 people
will work for
Flammaerotec.

LAMMAERO-

TEC, one of Eu-
rope’s most important
manufacturers of
aircraft technology, is
building a factory to
manufacture parts to
world’s giant Airbus
with an investment
of 15 million euros in
the Europe Free Zone
(ASB) in Corlu. Factory
produces over 12,000
parts for Airbus with
advanced technology.
With this investment in
the ASB, where world’s
technology giants meet,
assembly and mold-
ing for the production
of modules for the
latest Airbus A380
will be done. Mainly
aluminum alloys will
be used as raw material
in production and all
of the products will be
exported to Germany.

TOURISM

TURKEY'S TOURISM FIGURES
ARE GRATIFYING

Among 5 countries that attract most tourists in Europe
(France, Spain, Italy, Turkey and Greece), Turkey has
achieved a leading position in the increase in supply of

beds with 31 percent.
OURISM'S SHARE of new | to current prices, in 2012 the

initiatives in Turkey was
6 percent in 2010 and rise to
9.6 percent in 2012. Tourism’s
share in GDP (gross domestic
product) increased to 2.5 per
cent last year. This share was
2.8 percent in 2012. According

tourism sector produced 33.4
billion TT and has reached the
level of 39.4billion TL in 2013.
Thus, the output of the tourism
sector rose about 18 percent in
current prices and 9 percent in
constant prices over the last year.

LOGISTICS

Key to Exports:
Logistics Centers

As companies in the sector become more
informed and with the increase in products
with high added value, a boom

N TURKEY, logistics centers,

which are expected to bring
great opportunities in exports,
are opening in succession. 5 out
of 19 centers had been opened.
The 6™ one, Hasanbey Logistics
Center at (Eskisehir), opened on
March 19™. Important progress
is made in the project, which
is overseen by Turkish State
Railways (TCDD). According

to the latest information given
by the institution, other than
the 6 open centers, construction
at Balikesir (Gokkoy), Istanbul
(Boziiyiik), Mardin, Erzurum
(Paladoken) and Mersin (Yenice)
logistics centers continues.

So five more centers will be
opened soon. Thus, more than
half of this giant project will be
completed.

INVESTMENT

GOLDMAN
SACHS IS
OPENING AN
OFFICE IN
TURKEY

American
investment bank,
Goldman Sachs
applied to Banking
Regulation and
Supervision Agency
(BDDK) to open

an office in Turkey.
According to
Minister of Finance
Mehmet Simsek,
the world’s biggest
investment bank
Goldman Sachs

is getting ready to
make an investment
in Turkey. The
office will be the 7t
office of the firm in
Europe.

BUILDING

THE COUNTRY
WITH THE MOST
SKYSCRAPERS
IN EUROPE IS
TURKEY

Turkey, with 417
skyscrapers, is the
country with the most
skyscrapers in Europe
according to data
released by Reddit, a
popular internet-based
dictionary with many
users. The list includes
30 countries in Europe,
from Germany to
Tceland. According to
the study, Germany has
282, France 201 and
the UK 261 buildings
taller than 70 meters.
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INCENTIVE MINING REAL ESTATE

294
INVESTMENTS Export Increase HOME AL
INCENTIVIZED In Mining Sector

Month of February In the first quarter of 2014, the mining sector imports Turkey Statistical
Investment Incentive increased by 5.45% in comparison with the same period Institute (TUIK)
Certificates List and of the previous vear announced housing
the List of Investment p year. sales statistics for
Certificates Cancelled, March. According
was published in to this data, Istan-
the Official Gazette. bul has the highest
Incentivized projects’ share (20.2%) with
total fixed investment 17,718 home sales last

month. Istanbul is
followed by Ankara
with 10, 693 sales

cost is about 5.7 billion
TL. With the realization
of investments, 6,869

people are expected to (12.2%) and Izmir,

find employment. 5,851 sales (6.7%). In
Turkey, 87, 617 hous-

PRODUCTION es have been sold in

March. The number
of homes sold last
month increased
6% compared to the
previous month. In
the third month of
the year about 1,362
homes were sold

to foreigners. In
residential sales to
foreigners, Istanbul

INCREASE
IN CAPACITY
UTILIZATION

Central Bank announced
that capacity utilization
rate of manufacturing
industry increased by 0.8
points and rise to 74.4 %

(DL AP o s =

compared to the same ; took first place with
month last year. N THE FIRST quarter of were decreased by 6.06% on about 478 houses
2014, the mining sector value basis and became 1 billion sold in March. Ts-

imports increased by 5.45% on 92 million dollars. In addition, tanbul is followed by
a quantity basis in comparison despite the decrease of 33.68%, Antalya (459 units),
with the same period of the pre- | the metallic ores placed in Bursa (65 units),
vious year and reached 5 million | the second place with exports Mugla (64 units),
24 thousand tones. In the same | of 342 million 707 thousand Mersin (59 units)
period, the exports of the sector | dollars. and Aydin (58 units).

DISTRIBUTION OF INVESTMENTS IN THE MANUFACTURING INDUSTRY BY SECTORS (%)

Investments in manufacturing industry are mainly in the food and tobacco sectors.

8l4» 26% 186 /4% 11* 2b”

FOOD, BEVERAGES AND TEXTILES CHEMICALS PLASTIC PRODUCTS MAIN METALS ELEKTRICAL VE OPTI-
TOBACCO CALHARDWARE

Source: Central Bank Balance of Payments Statistics
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World —famous A'Design Awards are announced. Designer Hakan Guirsu is once

again among the winners of this year.

DTU TEKNOKENT

based Design center
Designnobis won 15 awards
of 12 thousand designs from
208 countries in the com-
petition which was held in
Milano, Ttaly. ODTU Faculty
of Architecture, Department
of Industrial Design Instruc-
tor Dr. Hakan Giirsu who
is also the Designobis CEO,
continues to be the ‘most
award-winning’ designer.
Turkish designers ranked
second after the United

Sott'Aqua ates winnine 15 e
Maring by Sevil States winning 150 aw ards
Acar in the last four years in

catagories that range from

and cars. Turkey is followed
by Hong Kong, Ttaly and the
United Kingdom.

Designs compete in 5
different categories from
platinum to iron in A'Design
Awards. Designnobis Team
won a platinum award with
their design called ‘Steam’
which is a kettle that brews
tea with steam and this
year it earned Europe’s ‘best
household appliance’ award.
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DESIGNER
RANKINGS

GOLD

HAKAN GURSU
OF DESIGNNOBIS

17 ¢ poinTs, Wit

4.6 AWARDED DESIGNS §
8 RUNNER- UP WORKS
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Designnobis also won a Makerle;aan;llgg

silver award with their Girsu

design called ‘Solar Taxi’

and with their transpar-

ent-looking design called

‘Phonebox’. Designnobis

has been operating for

5 years and is among

the 40 leading Venture

Companies of Turkey.
Famous Turkish

companies such as Vestel

Id Team, Arcelik, Valfsel

Design Team, Bien Ce-

ramics, Kale, Polimeks,

n
Taris and world-re-

- e
nowned Turkish design-

ers Hakan Giirsu, Tolga ” >
Berkay and Sevil Acar

were deemed worth of -

an award. at the E:oml?eti— gﬁrgg{iﬂ]neg?gbn

tion. Designnobis CEO Team § Patricia

Hakan Giirsu won the Urquiola

SILVER lakan Gt ,
T e of the.
600D MORNING INC. ! X . , Origami by Hakan
130 poins. witH total scores of countries 1 Biirsu
25AWARﬁED such as Germany, India,
DESIGNS Spain, Korea with 169
TN points he collected from
46 awards.
BRONZE war
VESTEL D TEAM OF VESTEL
ELECTRONICS COMPANY
99 poinrs, witk
3 awaRDED
DESIGNS
RANK  COUNTRY AWARDS  SCORE | @ © @ | AVERAGE
B ous 163 591 8 | 31 41| 42 37 383
B > urkey 150 553 | 10| 33| 41| 32 34 369
3 HONG KONG 128 458 | 10| 27| 39 30 22 |3.79
| § RN 93 348 | 11| 19 24 13| 26 3.74
B4 5 GREATBRITAIN 73 294 | 8 |19 24 | 1 403
® 6 JAPMN 59 279 | 17 21 13| 4 | 4 | 473
Bl 7 cHina 59 23 | 5 16 17 16| 5 400
8 BRAZIL 54 203 5 N 17 8 | 13 378
Solar Taxi by BN g GERmANY 45 72 | s |7 15 9 10 374
Hakan Giirsu
2@ 10 REPUBLICOFKOREA 35 122 3,05 105 | 12 349
@ PLATINIUM  GOLD  SILVER @ BRONZE @ ADESIGN




14 Panorama

Panorama

or a period of time we ruled the biggest empire of

the world, so why can’t we create a global brand

with our rich history and natural resources? A

world-renowned brand would be befitting the
descendants of Ottomans. There are dozens of books and ar-
ticles written on the topic but do we have a concrete method?
In the international market we only have Mavi Jeans, Simit
Sarayi, Sarar, Beko and Ulker brands.

DON'TYOU THINKIT'S TIME WE ANSWERED THIS QUESTION?

Today, competition speed is increasing with globalization.
Marketing and branding feels more and more important with
each passing day. In such a world there must be a way of pass-
ing our competitors, reaching the top, being successful and of
course making money.

We need to find another way to impress people but how?
Let’s assume we found it, then what? What good is an idea if
we can't find a way to take it to the top, turn it into a brand
and profit off of it?

ALTAY AYHAN

BUILDING
TURKISH
BRANDS IN
FOREIGN
MARKETS

Many years ago, I was standing
across from the massive
Colgate building on Park
Avenue trying to figure out the
success secret of the company
that operates in more than

100 countries. How come the
Colgate Palmolive brand could
be managed systematically
from one Office in Manhattan?

First of all, we need to look into the opportunities in the
market and understand the global chances of products from
which we will create strong regional brands. T've listened to
Arcelik Company’s General Manager Levent Cakiroglu a few
days ago. With 14 factories in five countries and with the motto
‘respecting the world, respect in the world’ the fact that Beko
is the number one brand in UK, Romania, Lithuania and 2nd
in Western Europe makes us proud. Managing 10 brands, the
company reached 11 billion TL in turnover and it focuses on
three basic considerations: people first approach, sustainable
innovation and technology. When we look at Ulker, we realize
the strength of their distribution, local manufacturing and their
strong branding and advertising. We need to congratulate Simit
Sarayi for taking a nostalgic street food and branding it. Today
in New York, Simit Sarayi is an alternative to New York Bagel.

WOULD THAT BE ENOUGH?
When we look at brands like Coca-Cola, IBM, General Elec-
tric, it is obvious that it is difficult for us to become a global

ILLUSTRATION BY SEDAT GIRGIN
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brand in the short term. However we can start with creating
regionally strong brands. Most of us don’t know that Turkey is
the number one producer of olives. We are also one of world’s
top 5 strategic olive oil producers. This situation begs the
question: Can we become a global brand in olive oil?

Similarly Turkey is the number one producer of hazelnuts
and apricots. We are number two in gold mining and ready to
wear clothing. We are also a prominent producer of raisins.

When we are developing the idea of presenting Turkish
brands to the global markets, it is possible to speak of 3 con-
cepts. Looking at the Food Sector:
¢ Branding our product
¢ Branding our region
¢ Branding our country

The first order of business is to research the market of the
product we will focus on. For example, let’s take a look at the olive
oil sector; Olive oil is a strategic product of Turkey and the world’s
leading producer countries are Italy, Spain, Greece, Tunisia and
Turkey. In the high season the export volume
of Turkey reaches 100,000 tons. If we evaluate
this outcome statistically, 85% of our bulk
production is exported to various countries in
Europe.

Market information, gaps in the market
and opportunities aside, it’s essential to look
at the other side of the coin: Uncertainty, low
income levels, inefficiencies in distribution
channels, risks of payments are difficulties to
be encountered. We need to view these as not
obstacles for market entry, but as conditions

According to

The Turkish Perspective

oped markets such as USA and Japan indicated that aware-
ness for Turkey and the region is very low. Keeping this in
mind, we can say that one of the most important things to
consider in branding is the product- region-country triangle.

I would like to give an example based on my experience;
during one of my business trips, we needed to go to a town
called Trevi two hours away from Rome. We were amazed by
our observations in this little town. All the workers in this
place cooperated to build a brand out of their town. They were
marketing their town and the olive oil brand they created, Lolio
di Trevi, in their local ateliers and through the brochures they
prepared. Although they were not players in bigger mar-
kets, they were selling their olive oil and organic products
2-3 times more expensively than their counterparts in their
region..

According to Statistical Institute of Turkey (TUIK), we are
living in a country where 50% of the population is under the
age of 29. This shows that we have a great active working force
potential. However we need to educate and
use this force properly.

Since we have such a rich potential of
ayoung working force, can’t we use these
willing and able youth more effectively? Our
country has the necessary infrastructure and
natural resources along with its young, dy-
namic and motived work force. Isn't it time
to take action?  Imagine if there was such
advancement in every sector for branding we
could create huge brands. However the first
and foremost thing is to be patient until the

to keep in mind for us to do our job carefully

Statistical Institute

end and to weave our brands delicately like

and correctly. When we look at the export
volume of developed countries, we realize

of Turkey (TUIK),

lace without giving up.
* Patience

that trade with neighbor countries coutrib-

we are living in a

* Long term plans

ute significantly to overall trade volume.

» Making the consumer focused work model

For example the U.S. has significant trade count ry where the part of company management model.
activity with its north and south neighbors, * Most importantly to work with determi-
Canada and Mexico. Same situation applies average age Of the nation and motivation without ever giving

to Germany and Austria. We have great trade

population is

up.

potential with Turkic republics as well as with
our eastern and southeastern neighbors. Un-
dersecretariat of Foreign Trade has significant
incentives under the “Neighbor Countries
Strategy” program. We can include North Africa and Arab
peninsula to the scope. In countries like Pakistan where senti-
ment for Turks are high, Turkish brands have a good chance.
The important thing is to position the most suitable products to
the most suitable markets with the correct determinations and
strategies.

It will be easier to create regionally strong brands than to
become a global brand. Turkey is in a much better position
for regional communication than Russia, Ukraine, Central
Asia and Caucasian countries, due to its geographical loca-
tion. More so, the above-mentioned regions and countries are
among the fastest growing markets. We are talking about a
consumer group of close to 400 million, 150 from Russia and
60 in Ukraine, open to change and with buying power less
than the surrounding regions.

The research I conducted in my professional life in devel-

below 29.

These are the guiding concepts that will
help us overcome obstacles on the path to
branding. We should not forget that as long
as we keep our passion alive, there is no
reason for us not to be successful.

There are huge possibilities and opportunities in the
international markets for Turkey and Turkish brands to be
successful.

In the below example, Adidas provides us with the utmost
motivation: No such thing as Tmpossible!

‘Tmpossible’ is a big word created by small people who find
it easier to live in the world presented to them, rather than
exploring the strength in them to change the world.

‘Impossible’ is not a reality but a perception.

‘Tmpossible’ is not a claim but a dare

‘Tmpossible’ is potential.

‘Tmpossible’ is temporary.

‘Impossible’ does not exist.

To the effort and belief that we will first build a regionally
strong, then a world-renowned brand.

15



The Turkish Perspective

Content: Shopping Time for Istanbul P19 Construction Machinery Sector Plays for Leadership P22 Vegetable Oils Needs New Markets P24 Leading Country in
Carpet: Turkey P26 Turkey’s Recent FDI Performance P28 Recordati Invests in Turkey’s Bright Future P30 Turkish Airlines Wins the Capa Best Airline of the Year
Award P32 Innova-Leauge: Turkey’s First Innovation Championship P84 Editors: Can Giirsu

- ]
B rI Efl n g WEDDING, SHOPPING, MACHINERY, VEGETABLE OIL, CARPET, INVESTMENT, INNOVATION; AIRLINES..

WEDDING

TURKEY, THE FAVORITE COUNTRY
for Foreign Weddings

Tourism which is no longer described as a combination of the sea, the sand

and the sun in all around the world, started to head towards different fields in
Turkey as well. In tourism which is one of the locomotive sectors of the country,
the new trend is wedding tourism.

Each year, approximately
650 thousand couples in
the world prefer a different
destination for their
marriage or honeymoon.

w
0 BY IRMAK TOLAY

OWADAYS, weddings

do not continue for 40
days and 40 nights but their
contribution to the economy
is much more. Since couples
try to build memories which
will never be forgotten, they
lean towards offers that will
make their weddings differ-
ent. Each year, approximately

650 thousand couples in

the world prefer a different
destination for their marriage
or honeymoon.

The wedding organizations
that support approximately
30 business branches such
as the pastry shops, wedding
stores, invitation card stores
and organization companies

became an industry. In the
wedding and honeymoon
industry which is known to
have a business volume of
about $200 billion around
the world, our country started
to become a preferred desti-
nation. With four seasons in
one year, having many types
of tourism such as summer

holidays or snow holidays
and the domino effect of fo-
reign media has made Turkey
a candidate destination for
the couples.

In previous years, the
wedding industry was linked
with decoration in Turkey,
but now, it started to be taken
seriously and has become a
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GUCLEN AKSU

Ciragan Palace Kempinski
Istanbul Director of Banquet and
Catering

For the comprehensive

and detailed wedding
organizations, everything
should be considered

and planned in advance,
rehearsed step by step

and people should

always be prepared with
alternative plans. The
most important subject

for us is to understand the
dream of the couple to be
married. Foreign weddings
are the one-third of the
weddings that we host in
one year. In time, we receive
demands of the wedding
participants that we host
for their own weddings. We
organize the weddings of
the jet-set and the leading
families of countries such
as India, Azerbaijan,
Nigeria, America, Russia,
Turkmenistan, Slovenia,
Greece, Spain, Italy,

Brazil and Sri-Lanka in
our hotel and we proudly
introduce Istanbul and the
prosperous Turkish culture.
Although the wedding and
entertainment sector in
Turkey has not settled as the
business sector that we call
MICE which includes the
meetings and the congresses
or as the sea-sand-sun
holidays, we believe that

it will develop much more
with experiences and
references in recent years.

According to a
research, the most

preferred month for
marriages all around
the world is July. Itis
the same in Turkey.

sector which seriously contri-
butions to Turkey’s economy.
While the event sector in
Turkey reaches $500 million,
the share of wedding and
honeymoon is around $250
million. In the last 15 years,
the sector has developed very
quickly in Turkey. When
foreigners started to prefer
Istanbul for their weddings,
this development increased.
“Wedding tourism”, which
has particularly improved
over the last five years, is also
promising for our tourism
sector, which tries to surpass
itself with creative events
and places great emphasis on
quality.

ISTANBUL, THE STAR
A magnificent history that
served three thousand-years

of empirical rule, a colorful
social life that revives each
year, an increasing food and
beverage sector, a unique des-
tination that combines two
continents and with a sea that
is central... Even dreaming Is-
tanbul is romantic. It is both
in the east and the west, both
modern and exotic; it is really
extraordinary. Istanbul is the
leading city which is preferred
for weddings all around the
world. In recent years, many
businessman, world-known
state presidents and artists
from Dubai, Morocco, India,
Azerbaijan, Russia and Eu-
rope prefer Istanbul for their
wedding organizations or im-
portant parties. The expenses
of the visitors coming to our
country provide a serious
income to Turkey. Along with
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YESIM iNSEL

Four Seasons Hotel Istanblﬂ 7
Director of Catering

From all around the

world, couples are

coming to Turkey for

their honeymoon. The
most important draw is
Istanbul’s exoticism and the
unique, natural structure of
Cappadocia, as well as the
Aegean and Mediterranean
shores. Americans in
particular include Turkey
in their program as part

of Greece while planning
their honeymoon. In terms
of weddings, although
there is a huge increase
recently in Turkey, there

is along way to go on this
subject. We should make
our promotions adequately.
Organization companies,
agencies and hotels play

an important role. We
organize approximately 10
foreign weddings per year
in our two hotels located

in Istanbul. The number

of couples coming for their
honeymoon is around 100.




18 Briefing

the accommodation, shop-
ping, food and beverages and
other expenses, the income is
increasing in a considerable
way.

Until recent years, the wed-
dings organizations which
were carried out only in July
and August started spreading
through the year; the big-
scale wedding organizations
which are not seasonal any-
more continue to increase the
tourist volume due to providing
accommodation requests
to the businesses where the
weddings will be carried out.
Ciragan Palace Kempinski
Istanbul Director of Banquet
and Catering, Giiclen Aksu
mentions that the visits for
wedding and entertainment
purposes provide an advan-
tage to draw a big group to
this destination at a time and
continues that: “The group
which comes to have fun
spends an important amount
of foreign currency both in
the hotel and the city. When
they go back to their country
they promote Istanbul by
word of mouth. Thanks to the
couples that are impressed
by each other, the number of
weddings made in Tstanbul
is increasing. As the number
increases, it transforms into
an object of desire for these

kinds of meaningful and
important events and its
popularity increases.”

THE FIRST CHOICE OF WEALTHY
INDIANS AND ARABS

One other reason for the
increase in weddings made
in Turkey is Turkish TV
series. In recent years, TV
series shown in the Middle
East and some European
countries provide increase
in wedding tourism and
also draw the attention of
wealthy people in India and
Arabia especially with the
scenes on Istanbul Bospho-
rus shores. Foreigners who
once thought to organise
their wedding in countries

$250

MILLION

FINANCIAL SIZE OF
EVENTSECTOR IN
TURKEY

$200

BILLION

FINANCIAL SIZE OF
WORLD WEDDING
TOURISM

Istanbul averages
90 thousand
weddings per year
with an average
guest total of 150.

such as America, Italy and
France are now coming to
Istanbul. Apart from Istan-
bul, Antalya, Bodrum and
Oliideniz have also sustained
their rapid increase in popu-
larity in recent years.

Four Seasons Hotel Is-
tanbul Director of Catering,
Yesim Insel thinks that the
demands from India and
the Middle East are higher
than Europe and America.
Mentioning that the visitors
who came to participate in
the wedding experience our
country in every aspect, she
said that, “They go back to
their country pleased thanks
to the colorful nightlife,
wonderful shopping oppor-
tunities and food and beve-
rage culture.” Underlining
that our country is one of the
most preferred destinations
in terms of honeymoon,
Yesim Insel emphasized the
contribution of the many
tourists to the sector by
sharing their experiences
through social media chan-
nels and blogs.
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SHOPPING

Shopping Time

For Istanbul

Drawing huge attention in recent years, Istanbul Shopping Fest
(ISF) will be held in June 7-29 of this year. Aiming to be one

of the largest shopping and entertainment festivals around the
world, Istanbul Shopping Fest has a turn-over target of TRY 10

billion this year.

TANBUL

SHOPPINGFEST

0 BY GIZEM GUZEY

TOTAL OF 64 avenues
Aand streets, two covered
bazaars, 16 caravanserais,
22 gates and 3600 stores...
The shopping culture in
Turkey was first established
558 years ago by the Grand
Bazaar, which was one of
the first shopping centers

of the world. Underlying

the culture of shopping, the
Grand Bazaar forms the basis
of the modern stores of today,
and following in its history,
which decorates the cultural
landscape of modern Turkey,
there are lots of successful
shopping centers at interna-

tional standards in terms of
their architecture, stores and
management. Bringing the
shopping culture together
with opportunities, the 4th
Shopping Fest will be held
this year and will transform
Istanbul to a festival city liv-
ing 24/7 with its culture, his-
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tory, cosmopolite structure
and active nightlife.

THE ENERGY OF ISF IS SPREADING
T0 ISTANBUL

Istanbul Shopping Fest,
which has been held every
year since 2011 for the
purpose of transforming
Istanbul into an impor-

tant fashion and shopping
destination all around the
world, is preparing for its
4th year with the support

of the cultural values of the
city. Istanbul Shopping Fest
is entering its new year with
new partners that support its
organizational structure. The
energy of the festival in 2014
will spread to a wide area
from the street hawkers to
the luxurious shopping malls
and from the taxi drivers to
the entertainment and ac-
commodation sector.
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From retail to tourism,
and from health to
entertainment, many
sectors are planned to
be enlivened with the
festival.

In Istanbul shopping Fest
where hundreds of thousands
visitors from all around the
world will be hosted, many
activities are planned for
inside shopping malls and
stores in various regions of
Istanbul. The malls will be
open until the late hours. The
spirit of festival will surround
Istanbul’s important shopping
avenues as well as the shop-
ping malls. For 21 days, the
city will liven up with street
festivals, concerts, shows,
games for children, parties,
competitions and fashion
shows, and the entertainment
vibes will be stronger than
previous years.

THE FESTIVAL IS QUITE IMPORTANT
FOR EXPORT IN TURKEY

Being the sole organiza-

tion where the government
and private sector is in such
harmony and collaboration,
Istanbul Shopping Fest made
a remarkable contribution

to shopping figures from the
first day of its organization.
From retail to tourism, and
from health to entertainment,
many sectors are planned to
be enlivened with the festival.
In the festival which has

an important potential in
Turkey’s exports, the expenses
made through a foreign credit
card increased by 64% and
became TRY 400 million

in 2012, and it reached to
TRY 450 million in 2013.
According to the figures of
Tax Free, in comparison with
the previous year, the rate of
shopping through Tax Free
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increased by 50% in total and
reached a turnover of TRY 30
million in 2012, however in
2013 the amount of expenses
per person through Tax Free
increased by 19% and became
approximately TRY 697.

Chairman of Turkish Federation
of Shopping Centers and Retailers
(TAMPF)

Our purpose is transforming
Istanbul into one of the
most important shopping
centers of the world such as
Paris, London and Milano.
Shopping Fest was organized
with great devotion and
effort in last years and it
brought results. We can see
this through the figures and
the positive feedback from
people inside and outside

of the country. This year,
Shopping Fest is increasing
both its area of participation
and effect. Shopping Fest
will be organized with more
participation this year and

T hope that it will become
more colorful.
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While in 2011, in the first year
of the festival, the volume of
retail trade was increased by
41% in comparison with the
previous year, in 2012, the
amount of expenses made in
21 days was TRY 7.5 mil-

IBRAHIM CAGLAR

Chief Executive Officer of Istanbul
Shopping Fest (ISF)

I consider Istanbul as a bridge
connecting the East to the West,
the traditional to the modern
and the past to the future.
With these characteristics, it
fits to the nature of trade and
isa candidate to be at the heart
of world trade. T can say that
we proceed with a marketing
strategy which is focused on
abroad without ignoring the
domestic market. This year we
will carry the festival into the
streets. The festival will show
itself everywhere that the trade
isavailable. I think that along
with Istanbul, the economy

of the whole country will be
affected by the spring of trade
blowing trom the Shopping
Fest.
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lion. During the 3 festival
which was held on June
8-30 of the previous year, the
shopping turnover increased
by 10% Within the scope of
ISF, this year, the turnover

is expected to reach TRY 10
million which was TRY 8
billion 250 million last year
and the number of tourists
is expected to become over 1
million 100 thousand which
was 958 thousand in the
previous year.

THIS YEAR, 1 MILLION 10 THOUSAND
TOURISTS ARETARGETED

THY which is a strong spon-
sor has a big share in pro-
moting Istanbul Shopping
Fest accurately. Accor- ding-
ly, many of the visitors are
coming to Istanbul already
informed about the festival.
The president of Istanbul
Chamber of Commerce,
Ibrahim Caglar who will be
the Chief Executive Officer of
the Festival believes that the
energy of Istanbul Shopping
Fest in 2014 will spread to

a wide area from the street
hawkers to the luxurious
shopping malls and from the
taxi drivers to the entertain-
ment and accommodation
sector. “Istanbul will win”

said Caglar and continued,
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The spirit of festival

will surround Istanbul’s
important shopping avenues
as well as the shopping
malls.

“In 2018, the turnover within
the scope of the festival was
TRY 8 billion 250 million
and the number of tourists
was 958 thousands. This
year, we aim to reach a turn-
over of over TRY 10 billion
and we want to increase the
number of tourists to over
1.1 million. Istanbul is a city
that established its first shop-
ping mall more than 500
years ago. The Grand Bazaar
which is the homeland of
trade and the new shop-
ping malls all around the
city will receive their share
from this festival.” With the
organizations of hundreds of
domestic and foreign brands
which will provide discounts
up to 50% in various fields
such as clothing and food;

it is expected to reach the
targeted figures with street
festivals, concerts, shows,
games for children, parties,
competitions and fashion
shows as well as the instant
and daily surprises for the
customers.

TOTAL SHOPPING DATA

MARCH 18 - APRIL 26 JUNE9-29, JUNEB-30
2011 2012 2013

26% 35% ]U %
INCREASE INCREASE

TOTAL TURN OVER
MARCH 18 - APRIL 26 JUNEB-30
20m ) 2013
TRY8 TRY8 3
BLUON .50 JaeJsuon
IN 40 DAYS 202 IN23DAYS

TRY ? 5
m % BILLION

IN40 DAYS
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BASARAN ULUSOY
Chairman of the Association of
Turkish Travel Offices (TUESAB)

Turkey has a target of
having 50 million tourists
and 50 billion dollars in
2023. We consider Istanbul
as our leading city for the
realization of these goals.
For that reason, Istanbul has
to have different marketable
values besides all it's already
offering. We see Shopping
Fest as one of these values.

It would add alot to Istanbul
if we can manage to turn
Istanbul Shopping Fest into
atrademark.

We aim to increase our
sales rates this year with
our delightful concepts that
combines shopping and
entertainment, indoor and
outdoor activities, quality
and affordable products.

SHOPPING THROUGH FOREIGN CREDIT CARD DATA

MARCH 18 - APRIL 26 JUNES-30

20Mm ) 2013
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HEAVY MACHINERY

Construction Machinery
Sector Plays for
eadership

As in all developed and developing countries, the construction
machinery sector is of great importance in Turkey. Having a great
growth potential today as well as in the future, the construction

machinery sector enters 2014 with an export target of $ 1.5 billion.

w X
” BY NESRIN KOCASLAN

REMARKABLE SECTOR

WHICH FUELS TURKEY'S
2023 economic vision, the con-
struction machinery industry
has left behind quite a bril-
liant period. The sector gained
significance. In recent years
with the dynamism Turkish
construction sector captured
both domestically and abroad,

urban renewal projects gaining
momentum, planning of new
infrastructure and superstruc-
ture and the emergence of
significant highway, railway
and airport projects.
According to data from
Construction Machinery
Manufacturers and Distribu-
tors Association of Tur-

Turkey exports to 127

countries including
25 European Union
members and is
estimated to become
the 3" largest
market in Europe
for construction
machinery by 2016.

Construction machinery

industry is setting high-
level targets worthy of
Turkey’s 2023 vision.

b

S A v

key (IMDER) Turkey ranks
5% in Europe and 12 in the
world in the construction
machinery sector. Being the
9t Jargest country in Europe
In construction machinery
manufacturing, Turkey has 70
years of experience in this field.
Turkish machinery industry,
since 1990, has shown an
annual growth of about 20
percent, which is a success that
needs to be underlined.

Of 600 companies operating
in the construction machinery
industry, 100 are manufac-
turers and 220 are suppliers.
14 thousand people, highly
skilled and trained workers,
are employed in the sector.
One of the most important
attributes, strengthening the
hand of the sector in overseas
markets, is the qualification

to export to Europe duty-
free. Regulation that enables
duty free export for firms that
meet AB+ CE standards of
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manufacturing adds strength
to the construction machinery
sector. In this sense, Turkey
takes advantage of its proxim-
ity to developed and develop-
ing markets and stands out
with the fastest growth rate
after China and India. Turkey
exports to 127 countries
including 25 European Union
members and is estimated to
become the 8" largest market
in Europe for construction
machinery by 2016.

2023 VISION OF CONSTRUCTION
MACHINERY SECTOR
Construction machinery
industry is hopeful in 2014..
Having sold 11,160 machines
in 2011, the companies in the
sector estimate to sell 17,500
this year. Export target is 3
billion dollars in 2014, where-
as import value is expected to
be 6 billion dollars. Targeting
a turnover of $ 12 billion in
total, Turkish companies pre-
pare to export 65 percent of
production in 2014. Also this
year, there is an expectation
that 45-50 percent of sales

in domestic market will be of
domestic brands.
Construction machinery
industry is setting high-level
targets worthy of Turkey’s
2023 vision. Aiming to raise
export value to $ 10 billion in
20238, companies are well on
their way to become Europe ‘s
largest construction machi-
nery market. The 2023 targets
are realistic, considering that

SEROL ACARKAN

Machinery and Accessories
Exporters’ Association Board of
Directors Vice President

USA, China and Germany
are the leading exporters of
construction equipment.
Turkey is 24" on the list.
Main countries Turkey
exports to are Iraq, Russia,
Azerbaijan, Germany,
England, followed by
Turkmenistan and Iran.
Heavy machinery, their
components and parts,
construction towers and
their spare parts are the most
exported equipment. It is
necessary to give incentives
to companies working in this
sector for the manufacturers
to grow and improve.

in 2002, the sector only had
162 million dollars in exports.
2023 planning also includes
the target for sales figures to
reach 30 thousand levels.

HIDROMAK GROWS STRONG IN
EXPORTS

An important witness to
significant achievements of
the sector is Hidromak, a
company with over 50 years of
experience in the industry. A
leading company that manu-
factures service equipment
such as dampers, hydraulic

compression garbage boxes,
truck mixer and road sweep-
ing, Hidromak, also pro-

vides spare parts and repair
and maintenance services.
Hidromak’s Deputy General
Manager Responsible for Sales
and Marketing, Aydin Balkara,
stresses that Turkey is the most
advantageous market in terms
of price and performance. He
answered our questions on the
potential of the construction
machinery sector and targets
for 2023.

Balkar says that with Turkey’s
rapid development and do-
mestic market growth, manu-
facturers are now making
bolder investments. “With the
increased investment activity,
companies can devote larger
portion of the added capacity
to exports. On the other hand,
our customers have come to
know our products in all de-
tails. Therefore, they are able
to express their expectations in
avery clear way. These expec-
tations in return allow us to
innovate our manufacturing.
Products evolving and chang-
ing in this way reach a level

of quality to be successful not
only in Turkey but also in the
world. Ultimately a successful
product finds its place in the
world and is in demand”, he
said. Naming customer satis-
faction as their priority, Aydin
Balkar mentions that they can
even respond to instantaneous
demands of the customers
with their R & D capabilities.
He says Hidromak exports

to 45 countries with special
emphasis on Russia and Saudi
Arabia; the company event ne-
gotiated a dealership structure
in Russia. Balkar said they
would increase their exports in
2014 “ In the coming period,
we are closely interested in
European Union countries.
Especially the most recently
joined ones are on our priority
list. We think it will be easier
to enter developed markets by
improving our superstructure.”

The Turkish Perspective

600 companies

operating in the

construction machinery

industry, 100 are

manufacturers and

220 are suppliers.

TURKISH CONSTRUCTION
EQUIPMENT SECTOR
INDICATORS

EUROPE'S 5™ LARGEST
CONSTRUCTION
EQUIPMENT MARKET

12.

WORLD'S 12™ LARGEST
CONSTRUCTION EQUIP-
MENT MARKET

12/

COUNTRIES

EUROPE'S 5™ LARGEST
CONSTRUCTION EQUIP-
MENT MARKET

9.9

BILLION DOLLARS
AN WV NUAL ECONOMIC
UTPUT
OF THE SECTOR

14

THOUSAND

SECTOR'S TOTAL
EMPLOYMENT

10

BILLION DOLLARS
SECTOR'S 2023 TARGET
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OIL

Vegetable Oils

NEEDS NEW MARKETS

Turkey is one of the world’s major vegetable oil exporters,
although it is dependent on raw material imports. Exports to
the Middle East in 2013 was around of 934.7 million dollars.

5 BY FIGEN AYPEK AYVACI

ATSARE VITAL for the

human body as carbo-
hydrates and proteins. They
are the basic necessities of
the body. Vegetable oils are
low in saturated fat and
containes free fatty acid
which is necessary for cell
structure, that’s why it has
an important place in our
fat intake. Experts says that
the human body needs about

1700 calories on a daily basis.

An individual with a healthy

diet needs to provide 35%

of his/her daily caloric need
from fats. That means, 595
calories of fat which is equal
to 65 grams of fat intake each
day. This figure means, 24 kg
of fat consumption per year.
Vegetable oils that are crucial
for human body also consti-
tutes an important place in
the economy.

In the 1980s, with the deve-
lopment of the agricultural
industry, the processing of

oilseeds and vegetable oil has
become easier and the indus-
try has evolved in this extent.
Turkey has become a major
producer of vegetable oil.
World export data of 2013 is
not available yet but the sec-
tor’s global exports were 105.7
billion dollars in 2012, while
imports totaled $ 107.3 bil-
lion. In 2012, Turkey’s share
in world exports of vegetable
oil was 1.1% and the share of
imp()rts was 1.7 % .

RAW OIL IMPORTS CREATES
VALUEADDED

While sunflower oil produc-
tion has an important place
in Turkey, the production of
soybeans and corn oil has
increased parallel to domes-
tic demand. Production of
sunflower oil is accounted for
70 % of the vegetable oil pro-
duced in Turkey. On the other
hand, raw cotton and canola
oils are also being produced.
All of these are accounted for
90 % of our exports when
palm oil production is added.
Although Turkey is at the
forefront among vegetable

oil exporters, it can not meet
the raw material needs from
domestic market and tries to
close the gap by oilseed im-
ports. However, imports are
carried out as raw oil in order
to create added value. Chair-
man of Promotion Group and
Central Anatolian Exporters
Union Turgay Unlii says Tar-
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o1l exports in Turkic
Republics, either via
Russia or directly.

key exported 754 thousand
tons of sunflower seeds worth
443 thousand 959 dollars and
743 thousand tons of raw oil
worth of 987.3 million dol-
lars with the total of $ 1.431
million dollars of imports

in 2012. Unlii underlines
that the increase in imports
was 690.5 % between 2003

- 2012. “Domestic market’s
599,236 thousand dollars
share —equals to 450,962
thousand tons- is met with
oil imports. 626 thousand
tons of raw sunflower oil
import worth of 908.1 million
dollars occurred in 2013 said
Unli.

EXPORTS INCREASED 8 TIMES IN
THE LAST DECADE

Despite the fact that Turkey is
dependent on raw material, it
still has managed to increase
the vegetable oil exports

eight times in the last decade.
Turkey’s 2013 vegetable oils

exports decreased by 2.5% to
1,085 million dollars com-
pared to the previous year.
According to Unlii, despite
the decrease in value caused
by raw oil prices collapse, an
increase by 8.3% in quantity
occurred with 772 thousand
tons. Unlii added, “ An
increase about eight times has
been recorded in export in the
last decade”

The largest export share
was “ refined sunflower oil” in
2018. Despite an increase by
1.4% in quantity compared
to previous year, a decline oc-
curred by 8.2% in value with
816 million dollars. Unlii said,
“The second product that has
the largest share of the sector’s
exports “margarine” exports
increased by 24 % to $ 189.1
million in the same year”.

FINDING NEW MARKETS IS A MUST
Turkey mostly exports vegeta-
ble oil to the Middle East and
Iraq is taking the first place
among the countries Turkey
do business with. In 2013,
Turket exported goods worth
of 984.7 million U.S. dollars
to the Middle East. $ 655
million share was from Iraq .

Export of the region countries’

sectoral exports share was
86.2 %. Unlii says, in order
to reach the 2023 target
which is 3.2 reagents dollars
of exports, new markets must
addressed while preserving
existing ones. Unlii: “ Our
exporters in the industry
being more interested in EU
countries, Africa and Far East
would contribute to their
competitive positions in these

51,085  s934.7 639

MILLION

VEGETABLE OIL EXPORTS
T0 MIDDLE EAST

)4

EXPORTS IN 2013
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Turkey mostly exports vegetable oil to the

Middle East and Iraq is taking the first place

among the countries Turkey do business with.

markets and create signifi-
cant improvements in sector’s
exports.”

Turkey is performing
significant vegetable oil
exports in Turkic Republics,
either via Russia or directly.
In 2013, Turkey exported
4.7 million dollars worth of
vegetable oils to Azerbaijan,
9.5 million dollars to Georgia
and 1.9 million dollars to
Kazakhstan. However, the
sector has been experiencing
problems in exporting to the
Turkic Republics. Unlii says,
“Delivery takes a long time
and the costs are high.”

TURKEY'S TARGET IS RUSSIA
Russia and neighbouring
countries showed great in-
terest in especially sunflower
oil at the “ProdExpo 2014
International Food, Drink
anf Raw Food Materials Fair”
held in Moscow, Russia.
Russia is a leading manufac-
turer of sunflower oil seeds
but Turkey has refining fac-
tories with the latest system
that might help Turkey be-
come an alternative provider
for Russia. Pasta, Wheat,
Pulses and Oils Group
(MBTG ) President Ahmet
Tiryakioglu said, “ Sunflower,
canola and soy oil which are
being refined in Turkey turns
the country into one of the
most imprortant centers.”

MILLION

VEGETABLE DIL

Chairman of Turkish Flour,
Yeast and Ingredients (TFYT)
Promotion Group

Oilseed production in
Turkey doesn't meet
domestic consumption

or demand of evolving
vegetable oil exports

which causes problems

for vegetable oil sector.
Indeed, 711 thousand tons
of sunflower seeds (worth $
474 million) were imported
because the demand could
not be metin 2013. In
addition to these imports,
Turkey imports raw oil. At
this point, application of
tariff quotas applied very
successfully for sunflower
seeds between 2010 and
2011 has to be implemented
in 2014 and 2015 as well.
This practice contributes

to the reduction of our
country’s current account
deficit, it may vary by year
but mostly ranged from $
500 million to $ 1 billion.
Therefore, this application
has become an essential
policy tool in oilseeds sector.
Our country is expected to
gain self-sufficiency within a
maximum of 3-4 years with
the help of this system that
encourages domestic market
to produce sunflower seeds.

MILLION

VEGETABLE OIL
EXPORTS T0 IRAQ
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CARPET

LEADING COUNTRY IN
CARPET: TURKEY

Carpets and rugs which have an important place for Turkish
and Central Asian culture have spread all over the world. Rugs
are a part of our cultural values, almost a habit and so Turkey is
one of the leading countries of the world in carpet manifacture.

i BY BARAN KARAKUZU

FTER THE GLOBAL crisis

and recession Turkey
experienced in 2009, industry
followed a positive progress and
has consistently maintained
an increase trend. Turkey
performed export worth $ 2
billions in 2012 and this figure
increased to 2.2 billion dollars
in 2013. A major share of Tur-
key’s carpet exports comprise
of machine-made carpets.
However hand-woven carpets’
export share is only limited.

TURKISH CARPETS GAIN WORLD'S
RECOGNITION
As of 2013, Turkey’s leading

A major share of
Turkey's carpet
exports comprised

of machine-made
carpets. 85% of
machine-made rugs’
production is made in

Gaziantep.

carpet exportmarkets are listed
as Saudi Arabia, USA, Libya,
Iraq and Germany. EU countries’
share in carpet exports which
was 19 % in 2012 increased by
9.8 percent in 2013 and totaled
in 418.2 million dollars. The
countries that the sector’s trade
volume reached around of $ 10
million with more than 100%
increase in exports are; Hungary
with 430.1% increase, Jordan
with 170.1 % and Yemen with
107.4 %. According to Tstanbul
Carpet Exporters’ Associa-

tion (IHIB) President ibrahim
Yilmaz, the political turmoil
occurred in countries like Irag,

Turkey’s leading carpet
exportmarkets are listed as
Saudi Arabia, USA, Libya,
Iraq and Germany.

Syria and Libya had a nega-

tive impact on Turkish carpet
industry. The developments
which contributed positively to
carpet exports were the economic
recovery in the construction
sector and the key markets.

[HIB President ibrahim Yilmaz
says the main factor behind the
increase in exports was being able
to supply the right product to
the right customers by following
the world trends closely. Yilmaz.
says, “Turkish carpets are being
produced globally in complience
with historical values.”

THEVALUE OF MACHINE CARPET
INCREASE STABLY

Machine-made rugs market is
having a steady growth com-
pared to hand-woven carpets
due to lower production costs.
Accor- ding to Turkish Statistical
Institute (TUIK), machine made
carpet exports increased to $2.06
billion by 10.63 %. Added value
of machine-made carpets and
value per kilogram are rising
from year to year in Turkey.
While the value of machine-
made carpets per kilogram was

$ 2.83 in the previous years, this
figure increased steadily (except
in 2009) and rose to $ 3.51in
2013. This data shows that, Tur-
key’s production of ‘high value
added products’has increased.
According to Atlas Hali General
Manager Dr. Meri¢ Bebitoglu,
Turkey has a valuable position
especially in the market for ma-
chine-made carpets. Bebitoglu
says, Turkey machine-made
carpet industry grows around

10 percent each year. Bebitoglu:
“We can proudly say that Turkish
carpet industry produces 40
percent of the machine-made
carpets used in the whole world.”
Machine-made carpets’ export-
import ratio was 2573.81% in
2013 and it contributed to the
sector’s 1,98 billion dollars net
external trade surplus.
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GAZIANTEP IS THE FIRST RUNNER IN
MACHINE-MADE CARPETS
Gaziantep is the leading city in
Turkey’s production of machine-
made carpets. 85 percent of
Turkey’s machine-made carpet
production and 70 percent of
the country’s total carpet trade
is done through this town.
Recently, a branding process is
underway over carpet in espe-
cially Gaziantep in Southeast
Anatolia. Turkish carpet brands
are easily compete in the global
market and 1 million m? carpet
production is done per day in
Gaziantep.

There are 150 companies
in town which are exporting
to over 120 countries. Middle
East Carpet Fair held every year
in Gaziantep is the region ‘s
largest carpet trade show. The
fair welcomes the world’s most
important carpet importers and
exporters. 25 % of the machine-
made rugs produced in city are
exported to EU countries, 23.5 %
to the Middle Eastern countries
and 19 % to CIS countries.

BENEFITTING FROM INNOVATIVE
APPROACHES

Innovative approaches domi-
nated Turkey’s carpet industry in
the recent period. Dirt-repellent
nano —carpets which cleans
itself with light and relieves
stress are some of the products
highly praised in both domestic
and foreign markets. Bebitoglu
mentiones about the recent
innovative approaches benefited
greatly by stating “Turkey and
overseas markets appreciated
the contribution we made to the
industry with nano-carpets. This
recognition gives us power for
our future overseas activities.”
Bebitoglu says that they man-
aged to grow by 850% in a year
through innovative products.

TURKEY IS ONE OF THE MOST
PROMINENT COUNTRIES IN
HAND-WOVEN CARPETS
Hand-woven carpet exports are
mostly done by China, Iran,
Pakistan, Turkey, Nepal and

The Turkish Perspective

TURKEY HAND-WOVEN CARPET
EXPORTS IN 2013

Tibet. Demand for hand-wo-
ven carpets which are one of
the most important examples
of Anatolian traditional hand-
made carpets have decreased
after financial crisis in 2009.
Hand-woven market has
always been floating due to
high cost and income elasticity
of demand.

High energy costs, poly-
propylene and acrylic prices
(which are directly connected
with petrochemica) should be
kept under control in order
to strengthen the competitive
structure of the industry.

While making assessments
about our carpet exports,

itis also important to note
that we already exceeded the
2023 Export Strategy target
setfor 2013 whichis $ 2.1
billion. Short, medium and
long term export targets have
been identified in the ‘Export
Strategy for 2023’ announced
under the leadership of
Ministry of Economy and
Turkey Exporters Assembly.
In this context, our targeted
total export value for 2014 is
2 billion 300 million dollars;
2 billion 150 million dollars for
machine-made carpets and
150 million dollars for hand-
woven carpets.

DR. MERIC BEBITOGLU

Atlas Haliis one of Turkey’s
long-established carpet
brands with it’s legendary
45-years of history. This
valuable brand’s rebirth
began in 2011 after becoming
a part of Naksan Holding.
Since then, we have placed
innovation and R& D on

the top of our priority list

and invented nano-carpet.
Turkey and overseas markets
appreciated the contribution
we made to the industry

with nano-carpets. This
recognition gives us power for
our future overseas activities

TANER NAKIBOGLU

We presume that the carpetin-
dustry will grow in the future with
theincrease of GDP and dispos-
able income. As Royal Hal, 20%
of our sales consists of our export
sales. We have 650 Royal Hali and
Pierre Cardin branded sales points
in 30 countries. We perform ex-
ports to nearly 30 countries;
mainly Ukraine, Germany, Turk-
menistan, Saudi Arabia, Russia,
Azerbaijan, United Arab Emir-
ates and Romania. Europe’s larg-
est manufacturers of tufting are
among our customers. We mani-
facture more than 4 thousand pat-
terned carpets in our 85 thousand
meters square manifacturing site
with an annual production capaci-
ty of 5.3 million meters square and
sell it to Turkey and the world.
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TURKEY'S RECENT FD
PERFORMANCE

With its favorable investment environment, Turkey continues to
be a safe harbor for international investors.

URKEY'SFDI in 2013

I was reassuringly

fine and according
to year-end provisional data,
Turkey attracted USD 12.9 bil-
lion of FDI in 2018. The final
figures have not been released
yet; however the amount is
expected to be above that of
2012. Looking at provisional
figures, 20% of the current
account deficit was financed
through FDI in 2018.

Atthe countrylevel, Ger-
many was the largest investor
in Turkey in 2013, followed
by the Netherlands, Russia,
Azerbaijan and Austria.

As for the sectorial level,
the most attractive sector in
2013 was finance, with over
USD 8.7 billion, followed by
energy and manufacturing
with USD 2.5 billion and
USD 2 billion respectively.

Moreover, in December
2013, FDI inflow to Turkey
dramatically increased by 89%
compared to the same month
of the previous year.

ISPAT'S EFFORTS TO
DIVERSIFY ITS FDI SOURCES
BEGIN TO YIELD RESULTS

Moreover, geographical
breakdown of FDI inflows
indicates that Turkey contin-
ues to diversify the sources of
FDI inflows. The EU share
decreased from 68% to 52%,
while Asia’s share soared to
31% up from 22%. However,
with the economic recovery,
the EU may again increase its
share in 2014 and 2015.
While FDI inflows to the

peers like the Czech Repub-
lic and Poland drastically
decreased by 58% and 167%
respectively, FDI inflows to
Turkey in 2018 was relatively
satistying due to the high po-
tential of the Turkish economy
and the remarkable trend in
FDI inflows in the last decade.
When we take a glance at
very early 2014 figures, we
see that Turkey attracted ap-
proximately USD 2.4 billion
of FDI in January-February
2014, 2 28% increase year-
on-year. In the meantime, the
current account deficit was
USD 8.1 billion in the first two
months of the year, down by

25% when compared with the
same period of 2013. As such,
29% of the current account
deficit was financed through
FDI inflows in January-Feb-
ruary period.

Turkey enjoyed

an 8% increase in
greenfield investments
and this made

Turkey the 19% most
attractive investment
destination for
greenfield investments.

GEOGRAPHIC BREAKDOWN OF FDI INFLOWS IN TURKEY (%)

S
';1«,""}‘
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Atthe countrylevel, the
Netherlands, with USD 1.120
million, was the top inves-
tor in Turkey in the first two
months of 2014, followed by
the US, Germany and France.

As for sectorial level, the
most attractive sector in the
same period was manufactur-
ing, with USD 849 million
of FDI, followed by financial
and insurance services and
energy.

‘When we look at the provi-
sional figures for the first two
months 0of 2014, we see that
investors have along-term
vision regarding their invest-
ment plans and they scarcely
take into consideration in-
stant changes in the country.
That is to say, the latest events
and election processes would
not have any significant nega-
tive effect on direct invest-
ments in Turkey.

The rise on greenfield in-
vestments is a good indicator
of the investors’ high confi-
dence in Turkish economy’s
future.

Asiswell-known, in
parallel with globalization,
many countries are in fierce
competition to attract more
high value-added, technolo-
gy-intensive and greenfield
investments. In terms of

greenfield investments, Tur-
key is among the top 20 FDI
| ami2 | 2013 recipient countries with USD
ASIA 22 3 9.5 billion worth of projects,
EU 68 92 which were announced last
EFI\AM ERICA 2 6 year. Turkey enjoyed an 8%
‘ 4 4 ! . .
Source CBRT increase in greenfield invest
GLOBAL M&A GLOBAL GREENFIELD FDI PROJECTS
1800 $BILLION 1800 $BILLION
1200 1200
8%
600 5% 600 e
P
0 0
2007 2008 2009 2010 2011 2012 2013 2007 2008 2009 2010 2011 2012 2013
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ments and this made Turkey
the 19" most attractive
investment destination for
greenfield investments.

SPANISH BUSINESSMEN
ARE INVITED TO “GROW
WITH TURKEY”

On March 10, 2014 a delega-
tion of ISPAT headed by the
President Mr. Tlker Ayci,

held meetings with CEOs
and high level executives of 6
major Spanish companies in
Madrid. During the meetings
specific investment opportu-
nities in their relevant sectors
have been presented to the
companies and their ques-
tions and inquiries have been
responded. The companies
expressed their interest in
Turkey and the meetings have
been concluded with the will
to continue the conversations
in Turkey in the near future.
In Madrid Mr. Ayci also

gave exclusive interviews to
Intereconomia media group
and to AA.

On March 11, 2014, ISPAT
and the Chamber of Com-
merce of Bilbao had jointly
held an investment seminar
in Bilbao. The seminar

Topteninvestors | FDIInflows
in2013 (million §)

1 | GERMANY 1.845

2 | NETHERLANDS 1.024

3 | RUSSIA 868

4 | AZERBAIJAN 776

5 | AUSTRIA 659

6 | LEBANON 574

7 | SPAIN 531

8 | JAPAN 493

9 | QATAR 469

10|US 344

brought together many exec-

utives from global companies

and focus on all aspects of

investing in Turkey, with an

opportunity to highlight the

recent developments in the
Turkish economy. The semi-
nar started with the welcome
speech by the President of
the Chamber of Commerce
of Bilbao, Mr. José Angel
Corres, and has been fol-
lowed by a speech by ISPAT
President, Mr. Ilker Ayci.
The seminar also included
presentations by Mr. Alvaro
Ortiz Vidal-Abarca, Chief
Economist of BBVA and
Mr. Asier Zarraonandia, the
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: ] FDI Inflows
The sectorial breakdown of FDI in 2013 (million $)
1| Financial and insurance services 3.734
2 | Electricity, gas, steam and air-conditioning supply 2.516
3 | Manufacturing 2.008
4 | Wholesale and retail trade 356
5 | Transportation and storage 295
6 | Mining and quarrying 250
7 | Construction 222
8 | Administrative and support service activities 142
9 | Realestate activities 130
10 | Information and communication services 122
Representative of Befesa, in investment environment, in-
which they have shared their | cluding major projects, fiscal
studies as regards the future | policies, economic forecasts
of the Turkish economyand | and the 2028 vision, as well
also experiences in Turkeyas | asto hear testimonials from

investors.

Following the seminar at
the Chamber of Commerce of
Bilbao a roundtable meeting
with 20 participants from
most important companies
of the Basque region has been
held in Bilbao, in coordination
with Banco Bilbao Vizcaya
Argentaria (BBVA). During
the meeting, the partici-
pants had the opportunity to
exchange ideas on the recent
developments in Turkey’s

Spanish companies about
their ongoing projects in
Turkey.

During the whole pro-
gram in Madrid and Bilbao,
Mr. Ilker Ayci, President of
ISPAT has been accompa-
nied by Mr. Hasan Pehlivan,
Principal Advisor to ISPAT
President, Ms. Yasemen
Korukeu, Senior Advisor
of ISPAT in Spain, and Ms.
Yasemin Esenlik, ISPAT
Chief Project Director.
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Recordati Invests In
Turkey’s Bright Future

The Investment Support and Promotion Agency of Turkey
(ISPAT) continues to support high value-added greenfield
investments in Turkey. In cooperation with ISPAT, Italy’s
Recordati SpA., a leading name in the European pharmaceuticals
industry with a wide range of medicinal products, announced a
manufacturing investment of USD 50 million in Turkey.

High added value, technolo-
gy-intensive and greenfield
projects were on the rise in
2013.

The plant to be built in the
Cerkezkoy Organized Indus-
trial Zone located in Tekirdag
province in northwestern
Turkey will supply drugs for
various therapeutic uses, at a
rate of 80 million packs a year,
creating 130 new jobs in the
process.

The groundbreaking cere-
mony for the plant will be held
in May 2014 with the partici-
pation of high-level govern-
mental officials. The plant will
spread across an indoor area of
18,000 m?, comprising office
spaces, manufacturing areas,
storage and shipment areas, a
power plant, liquid and solid
waste treatment and related
technical facilities, while it will

become operational in 2017.
The investment will sig-
nificantly upgrade Recordati’s
manufacturing presence in
Turkey to meet the growing
demand, enabling the compa-
ny to better supply markets in
the Central Asia, the Caucasus
and the surrounding regions.
Welcoming Recordati’s
announcement, Turkey’s Min-
ister of Health Dr. Mehmet
Miiezzinoglu said, “The Tur-
kish government considers
pharmaceutical industry as
strategic and is fully commit-
ted to encouraging and sup-
porting further development
of the sector. Investments
and know-how transfer in
this critical area have our full
backing. As a country, which
has implemented a compre-
hensive healthcare reform

that ensures the availability

of easily accessible healthcare
for its entire population,
Turkey welcomes Recordati’s
investment as a significant
contribution to the local
pharmaceutical industry
with the hope of seeing more
industryleaders following
Recordati’s footsteps into our
country. Sure of its positive
impact on our country and
people, I'wish success to this
high-tech endeavor.”

Noting the close cooperation
between ISPAT and Recordati
in the realization of the invest-
ment project, ISPAT President
Ilker Ayar said, “The Agency
is proud to have supported
this project which stands out
with its production capacity,
potential and high added-val-
ue. Itis a step taken towards
Turkey’s 2028 vision; ran-
king among the world’s top
10 economies and reaching
an export volume of USD 500
billion. ISPAT takes pride
in assisting this investment
in our vitally-important phar-
maceutical industry.”

Andrea Recordati, the Chief
Operating Officer and the
Member of the Board of Direc-
tors of Recordati Group said,
“Following the acquisition of
Yeni Ilagin 2008 and Dr. F.
Frik ilac in 2011, the Recor-
dati Group is very satisfied
with its presence in Turkey, a
country where we have found
astrong industrial vocation,
competent and professional
authorities and an extremely

dedicated and qualified
workforce. We consider our
Turkish subsidiary to be

one of the key development
drivers for the group in the
years to come and the indus-
trial investment in the new
Cerkezkoy plant is a further
demonstration of how much
importance we attach to the
Turkish market in the overall
growth strategy of the Recor-
dati Group.”

Praising ISPAT's efforts to
make Turkey a key location for
pharmaceutical production,
Recordati Turkey General
Manager, Ismail Yormaz said,
“Being fully aware of ISPAT’s
hard work to develop local
pharmaceutical production
capability, I thank ISPAT’s
personnel for this project.
Recordati will do its part in
offsetting the import-export
imbalance in Turkey’s
current account deficit
through this manufacturing
investment.”

Ttaly-based Recordati is a
growing pharmaceutical group
active mainly in Europe, Tur-
key and the emerging markets
of Central and Eastern Europe,
offering specialty medicinal
products for a wide range of
therapeutic areas including
rare diseases.

Marketing products in 185
countries worldwide, Re-
cordati was first established
in Turkey in 2008 with the
acquisition of the Turkish
pharmaceutical company,
Yeni ila@. In 2011, Recordati
expanded its presence in the
country by taking over another
local company, Dr. F. Frik.

Recordati Turkey employs
atotal of 657 people in its
head office in Esenyurt,
Istanbul and a production
facility that spans an area
0f 11,200 m2. On a strong
growth track, the company
has 49 products in the Turk-
ish market in 86 forms and
is able to supply 32 million
packs per year.
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Ispat Continues to Promote
Investment Opportunities in
Turkey on a Global Scale

As the part of its investment promotion strategy, ISPAT
continues to organize a series of exclusive events in the next

couple of months.

WORLD INVESTMENT
CONFERENCE, MAY13 - 15,
2014, ISTANBUL, TURKEY

ISPAT President, Mr. Ilker
Ayci was elected as the Presi-
dent of the World Association
of Investment Promotion
Agencies (WAIPA) which cov-
ers 175 national and regional
investment promotion agen-
cies from 130 countries at the
WAIPA Steering Committee
Meeting held in Cape Town
onJanuary 24, 2014 Turkey’s
assuming of a leadership role in
an international organization

is an important contribution

to the country’s prestige and
influence before Turkey takes
over the Presidency of the G-20
in 2015.

Having been annually orga-
nized by WAIPA for 19 years,
the World Investment Confer-
ence, Istanbul (WIC-Istanbul)
will be held on May 13-15.
Tt will be a unique occasion
which brings together repre-
sentatives from member in-
vestment promotion agencies
(IPAs) and non-governmental
organizations, business lead-
ers, selected intellectuals, and
Jjournalists to discuss the new
trends and recent develop-
ments in foreign direct invest-
ments (FDI). Moreover, there
will be another meeting where
WATPA members will vote on
the former steering committee’s
offer of moving permanently
WAIPA Headquarters from
Geneva to Istanbul.

With its strategic location

and accessibility, Istanbul dis-
tinguishes itself as a regional
and global hub for many
multinational companies,
such as Coca-Cola and Mi-
crosoft, managing 94 and 80
countries respectively, as well
asinternational institutions
like the International Finance
Corporation (IFC) covering
more than 50 countries.
There are 223 direct flights
available from Istanbul to the
rare parts of the world and this
number has been increasing
day by day. Among interna-
tional airlines, Tur-kish Airlines
has the highest number of
direct flights in the world.
Moreover, with its “Istanbul
International Financial Center
Project’, Istanbul is aiming to
become a regional and global
financial center. As such, it will
not be a surprise to see more

Minister of Health,

Dr. Mehmet Miiezzinoglu, Director
of the Illinois Department of Public
Health (IDPH), LaMar Hasbrouck
and ISPAT & WAIPA President

M. Ilker Ayei from “Bio Convention
2018”

international organizations
choosing Istanbul for their
headquarters and hopefully,
WATIPA will be the beginning
in this long journey.

TURKEY’S INVESTMENT
SUMMIT 2014, MAY 20-21,

2014, ISTANBUL

In partnership with ISPAT,
the Sovereign Wealth Fund
Institute (SWFI) is organiz-
ing a conference on May 20-
21 in Istanbul which gathers
adiverse, global audience of
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international investors, asset
managers, industry leaders
and policymakers to learn
about the vast investment op-
portunities Turkey offers.
The conference will see
participation by high-level
governmental officials and
offer a comprehensive agenda
including investment opportu-
nities for mega infrastructure
projects, as well as sectorial
opportunities in the finance,
energy and real estate sectors.

BIO INTERNATIONAL
CONVENTION, JUNE 23 - 28,
2014, SAN DIEGO, CA, US

In the last two years, ISPAT
attended the Annual Bio
Convention in the US so as to
present investors the oppor-
tunities in the biotechnology
sector, which is considered to
be a strategic investment field
as the part of Turkey’s national
health strategy.

Everyyear, ISPAT orga-
nizes the participation of the
Turkish delegation, which
consists of the Ministry of
Health, the Ministry of Sci-
ence, Industry and Technol-
ogy, the Ministry of Food,
Agriculture and Livestock,
the Ministry of Economy, the
Social Security Institution,
the Scientific and Techno-
logical Research Council of
Turkey (TUBITAK) and the
Undersecretariat of Treasury,
as well as sector representa-
tives. Over 15,000 companies
and country representatives all
over the world come together
at this annually-organized Bio
International Convention in
order to share the latest devel-
opments in the field of biotech-
nology and take the first steps
for significant partnerships.

ISPAT is, once again,
taking its place in the BIO
International Convention
2014, the premier event of the
global biotechnology indus-
try, to be held on June 23-26
in San Diego, CA, US.
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AVIATION

Turkish Airlines Wins the CAPA
Best Airline of the Year Award

Turkey’s leading airline company, Turkish Airlines dazzles with its newly added
destinations, awards won and its work on passenger satisfaction. Showing no signs
of slowing down to reach its growth targets, THY increased its passenger volume by

23.6% in 2013.

5 BY BARAN KARAKUZU

T urkish Airlines recently
undertook a series of new
initiatives. Most important
ones are the expansion and
renovation of the Lounge in
Istanbul, newly added destina-
tions to the flight network,
development of systems for
customer satisfaction, win-
ning the Asia Pacific Aviation
Center (CAPA) award and
scoring the main sponsorship
for Ladies European Tour Golf
Tournament’s Turkey leg.
CAPA Airline of the Year is
awarded to the airline that has
had the greatest impact on

the development of the airline
industry, established itself as
aleader, and the benchmark
for others to follow. Turkish
Airlines is the 2013 recipient
of this pre-eminent award.
Turkish Airlines General
Manager Dr. Temel Kotil re-
ceived the award from CAPA
Executive Chairman Peter
Harbison at the 11th annual
CAPA Aviation Awards for Ex-
cellence Gala in Amsterdam.
In regard to Turkish Airlines
being honored with the award,
Peter Harbison said, “ Turkish
Airlines provides service to ap-

CENTRE FOR AVIATION

With a design
blending modern and

traditional concepts,
“Lounge Istanbul”

is expected to be the
best candidate for the

top spot in the best
airport passenger

lounges list.

proximately 200 international
destinations from its strong
center in Istanbul. Turkish Air-
lines was able to continuously
offer high quality products,
create innovative marketing
campaigns and managed to
become a leader in creating
aservice culture in aerospace
industry thanks to its manage-
ment’s strong and visionary
leadership and employees’
efforts”

PASSENGER VOLUME GROWTH OF
23,6%IN 2013
According to Turkish Airlines
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2013 financial statements
announced on Istanbul Stock
Exchange, the company’s
sales revenue increased by
27% over the previous year,
and reached 18.8 billion TL.
The company’s operating
profit increased by 9% to 1
billion 240 million TL while
the net profit was 683 million
TL. According to data from
the Association of European
Airlines, THY comes in at No
2. for best luggage handling.
Again, according to the AEA,
Turkish Airlines is the fastest
growing national airline with
passenger volume increase of
23.6% in 2013 over last year’s
figures.

LOUNGE ISTANBUL RENOVATED
With exclusive catering ser-
vice concept that continues
to set standards in the world,
Turkish Airlines made a name
for itself in the global arena
with the awards it received in
this area. As a continuation
of these services, “Turkish
Airlines Istanbul Lounge”,
located in the interna-

tional departures terminal of
Atatiirk Airport, is expanded,
renovated and reopened for
service today. “Lounge Istan-
bul” is listed among world

‘s top 10 private passenger
lounges. In a short period of
2.5 months, decoration of the
main hall is completed and
an additional space of 2400
m? was constructed on top
the already existing 3,500 m?.

CODESHARE AGREEMENT WITH
SINGAPORE AIRLINES EXPANDED
Star Alliance members Turk-
ish Airlines and Singapore
Airlines reached an agree-
ment to expand the existing
code sharing arrangement to
cover more travel destina-
tions. Since February 2000,
the airlines code-share
through their flight numbers
on Istanbul-Singapore-Is-
tanbul route. Turkish Airlines
have a weekly frequency of 7

flights on the Istanbul-Singa-
pore-Istanbul line.

NEW ROUTES: ROTTERDAM AND
ASTRAKHAN, GANJA, STAVROPOL
Turkish Airlines launched
flights to Ganja, Azerbaijan’s
second largest city on April
2"; to Stavropol in the south-
western part of the Russian
Federation on April 21%; to
Rotterdam, the second largest
city in the Netherlands on
March 5"; and to Astrakhan,
the capital of Oblast Astra-
khan located where Volga
River meets the Caspian Sea
in the Russian Federation on
March 30", Having one of the
world’s largest ports, Rotter-
dam’s cosmopolitan structure,
its dominant economic and
cultural activities have quite
the appeal. Volga River runs
through the city of Astrakhan,
which is located 1,500 km
southeast of Moscow. It is a
major port city of the Rus-
sian Federation where Volga
River runs into the Caspian
Sea. THY is also planning

to launch flights to Pisa of
[taly, Munster of Germany,
Bordeaux of France, and
Cotonou and Abidjan of the
Ivory Coast by June.

THY is planning to
launch flights to Pisa
of Italy, Munster of
Germany, Bordeaux of

France, and Cotonou
and Abidjan of the
Ivory Coast by June.

|
BILLIONTL
THY'S 2013 SALES
REVENUE

236"

INCREASE IN NUMBER
OF PASSENGERS OF
THYIN 2013

The Turkish Perspective

LADIES EUROPEAN TOUR (LET)
TURKEY LEG SPONSOR

Turkish airlines is the main
and title sponsor of the Turk-
ish leg of 6" Ladies European
Tour Golf Tournament (LET).
LET is organized in countries
worldwide and is considered as
one of Europe’s most presti-
gious tournaments. Turkey leg
of the tournament will be held
at the National Golf Club in
Antalya - Belek on 08-11 May
2014

WITHTRAVEL BLOG “SKY LIBRARY”
TRAVEL IS MORE FUN

The blog aims to share the
extensive travel culture
gained as the airline with the
most flight destinations, with
all passengers. It will be the
first time passengers will have
the opportunity to follow the
colorful and different experi-
ences of Turkish Airlines
cabin crew and staff who
worked around the world, on
a global scale.

Sky Library, designed for
Turkish Airlines Miles &
Smiles members, presents an
opportunity for passengers
to benefit from a rich digital
library during flights and at
any different time.
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INNOVATION

www.inovalig.com

INNOVA-LEAGUE : TURKEY'S FIRST
INNOVATION CHAMPIONSRIP

After design competitions, R&D project markets and Turkey Innovation Week events,

Turkey Exporters Assembly will determine Turkey’s innovation leader.

a BY SIMGENUR GUDEBERK

I NVENTIONS THAT
couldn’t even cross our
minds ten years ago have
turned into easily accessible
products. We read about the
success of innovation from
newspapers or the internet;
for example, about a driver-
less car or smart glasses
called Google Glass. The
creator of these projects,
Google X ‘s founder Prof.
Dr. Sebastian Thrun par-
ticipated in the Turkey In-
novation Week organized by
Turkey Exporters Assembly

and said innovation is about
‘trial-and- error method.
Surviving in the com-
petitive environment of our
century and improving the
concept of innovation which
has become a prerequisite
for profitability have been
on Turkey Exporters Assem-
bly’s agenda for a long time.
For this reason, 8 different
R&D technology markets
and 17 design competition
were held last year. Work-
shops were performed in
50 disadvantaged primary

schools to train tomorrow’s
innovative leaders.
InovaTIM and teknoTIM’s
were activated within Turkey
Innovation Week event in
high schools and universities.
30 people who will partici-
pate in joint master’s program
of Yildiz Technical University
and the University of War-
wick will be given 3 thousand
TL each. TIM is preparing to
make a big move in order to
turn Turkey’s potential into
value added. Name of the
move is: Innova-League. Tur-

key’s first innovation cham-
pionships. Anyone can join
the competition. Applications
have no limit. No applica-
tion fee, no obstacles for the
companies which apply each
year. Only point to note is the
application deadline which is
end of May.

“WE'LLGETRID OF THE CUR-
RENT DEFICIT PROBLEM WITH
INNOVATIONS”

Turkey Exporters Assembly
places a great emphasis on
Innova-League. Regarding
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this project, TIM President
Mehmet Biiylikeksi says:
“Today, it is believed that be
the main problem of Turkey’s
economy is the current ac-
count deficit. As we always say,
it is not the current account
deficit, it is the innovation
deficit. In our opinion, value-
added production and export
is the only way to get rid of
Turkey’s current account defi-
cit” By pointing out the im-
portance of R&D, innovation,
design and branding issues in
order to close innovation gap,
Biiylikeksi added: “In Turkey,
we only have the ‘R’ of R&D.
Innova-League will hopefully
reveal the'G”

With this project, firm’s
annual innovation reports will
be prepared and innovation
champions will be determined
each year. Firm’s innovation
capabilities will be revealed
on the basis of international
criteria. The project will be
repeated with the goal of
creating a permanent agenda
and hopefully become a
tradition in the coming years.
Prepared as a parallel concept
to IMP?rove’ implemented
in 17 countries in Europe (co-
ordinated by A. T. Kearney),
Innova-League’s aim is to
determine Turkey’s innovation
leader.

CANDIDATE FIRMS WILL COMPETE
IN FIVE CATEGORIES

26 thousand people attended
the Turkey Innovation Week
held between November, 28
to 80 2018. More than 20
thousand people followed
the event from event website
and TIM TV. More than 500
R&D and design projects
were exhibited during the
event. 54 R&D centers and
16 technoparks got involved
in the 8-day event. Nearly
80 companies pre-registered
for Inovalig and giants such
as Anadolu Group, Argelik,
Borusan, Brisa, ET1, Fiat,
Igdas, ING, Petrol Ofisi,

Oyak-Renault, TEB, THY,
Tofag were among them.
Companies wishing to
participate in Turkey’s first
innovation championship will
complete registration until
June and fill the 40-item
innovation questionnaire.
They will receive weekly or
monthly notifications and
training materials and finally
attend innovation conferences
and trainings. At this stage,
steps will be taken to increase
the participating companies’
innovation capabilities. At the
end of the process, 100-page
innovation report will be cre-
ated for each firm. This report
will be a benchmarking (com-
parison report) report for the
firms to compare competence
with their counterparts in the
local and international mar-
kets. Firms will compete in
five categories (A. T. Kearney
will take into consideration
in innovation management
methodology), which are: In-
novation Strategy, Organiza-
tion and Culture, Innovation
Life Cycle Process, Enabling
Factors, Innovation Results.
In A. T. Kearney innovation
management methodology,

Prepared as a parallel
concept to IMProve’
implemented in

17 countries among
Europe, Innova-
Leauge's aim is to
determine Turkey's
innovation leader.

firms effect their medium-
term growth expansion plans
with innovation manage-
ment competencies. Where
would my company go if I
don’t focus on innovation,
what is the proper innova-
tion level that would help me
keep my income and profit
stable, what is the contribu-
tion of my current innova-
tion projects, do T have
enough innovation projects
that allows me to realize my
medium and long-term goals
are questions that all firms
have to evaluate.

In addition, this metho-
dology aims to increase inno-
vation efficiency and improve
performance, also to have
faster profit and continuous
improvement.

A.T.KEARNEY“HOUSE OF

INNOVATION “ FRAMEWORK

STRATEGY

INl]VATII]N RESULTS

INOVATION LIFE CYCLE
MANAGEMENT
PRODUCT/ SERVICE/
INDIA BUSINESS MODEL/ nulmllhrla%/us
MANAGEMENT  ORGANISATION/PRoCEss  CORTINBOLS.
DEVELOPMENT

Enabling factors, e.g. Human Resource Management, IP-/Knowledge
Management, Project and Program Management, Controling, and IT
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250 COMPANIES WILL BE ENTITLED
TOJOIN INNOVA-LEAGUE

In the category of Innovation
Strategy, strategic priority of
vision and mission and the
implementation of strategy will
be considered. In Organization
and Culture category, duties
and responsibilities, organiza-
tional structure, culture and
conditions of organization will
be evaluated. In the Lifecycle
Process of Innovation category;
subjects such as idea manage-
ment, product, service, business
management, organization or
process development, launch
and continuous improvement
will come to the fore. In the En-
abling Factors category; project
management, human resources
and incentives, information
processing and information
management will be decisive.
The final category will be
Innovation Results. First 250
companies which have the best
score in the overall innovation
management evaluation will
be eligible to participate in
Innova-League.

THE FIRSTTHREE COMPANIES IN
EACH CATEGORY GOES T0 EUROPEAN
CHAMPIONSHIPS

50 companies selected as

the best in five categories of
Inovalig will compete in the
semi-finals. In September
next year, companies will
compete with 10-15 minute
short presentations this time.
5 companies which has
achieved the highest scores

in each category will have the
chance to be in the finals. After
the visits of A. T. Kearney and
TIM innovation consultants
and joint meetings, 25 finalists
will present their innovation
projects to the big jury within
Innovation Week 2014 and

5 innovative leader firms will
be determined at the end of
the week. In addition, the first
three companies from each
category will represent Turkey
at “Innovation League Euro-
pean Championship”.
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Turkey is in the process of becoming one of
the influential countries in the energy field
by means of the oil pipeline agreements
signed on the basis of both alternative energy
sources in its possession and the advantages
granted to it due to its geopolitical status.
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[ BY CAN GURSU 9 BY SEDAT GIRGIN

ORTY ONE YEARS AGO THIS

week, six Persian Gulf oil producers
voted to raise their benchmark ol price by
70 percent. The next move of the OPEC
member Arab Countries was to apply
embargo on the countries led by the USA
and the Netherlands that supported Israel
in the war. The hike in the oil prices first
caused a recession in economies and then
led to a collapse in many markets. While
the OPEC-member Arab Countries were
reaping enormous benefits, the rest of the
world was in dire straits. These develop-
ments were discreetly showing that the
dependency on oil would lead to serious
problems even in dominantly powerful
countries such as the USA.

These developments steered the efforts
of many countries towards achieving
energy efficiency and alternative energy in-
vestments. The countries that first focused
on renewable energy sources such as solar
and wind energy later on chose to concent-

rate their efforts on natural gas, nuclear
and coal energy. In the last 4 decades, the
dependency of the countries on energy
has been constantly increasing together
with the advancements in technology. In
addition to playing a leading role in the
skirmishes in many regions of the world,
energy also is turning into an ever more
important objective with each passing day.
Due to its geography, Anatolia has been
playing the role of a very critical bridge
between East and West both historically
and currently. Based on these lands that
housed many empires and civilizations,
Turkey, by concentrating in various fields
led by energy, has been working towards
positioning itself in the center of the world.
Turkey, which stands as a link between the
East that has a wealth of energy sources
and West that has the highest consumpti-
on rate in these resources, progresses with
determination on the road to become an
important energy hub in the world.
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Thanks to the rich resources available
in Turkey, it is in a position to be an im-
portant production center in energy sector
as in many other sectors. By concentra-
ting primarily on coal, wind and hydro-
electrical energy, Turkey aims to be rid of
energy importation that creates the largest
burden on its current deficit. On the other
hand, Turkey has been going through a
fast liberalization process in the energy
sector in which a decade ago all generati-
on centers belonged to the public sector.
This is accompanied by many power
plant investments in the fields of domestic
resources and natural gas. A growth of
3-4 percent is expected to take place in the
energy requirements of the world countries
in the next 10 years. Economic growth,
increasing per capita income, positive
demographic tendencies and high rate of
urbanization are among the leading factors
affecting the demand for energy. The sub-
ject matter demand is expected to increase
by 7% until the year 2023.

120 BILLION IN INVESTMENTS
NEEDED

Turkey has been the country that investors
have found to be the most reliable over

the last decade. Due to the fact that energy
sector was an important factor in the deve-
lopment of Turkish Economy; the interest
of the domestic and foreign investors in
this sector has been on the increase. Direct
international investments in the energy
sector in the year 2011 were USD 4.2 bil-
lion. Investments in the energy sector are
expected to increase in the next period. In
line with the data published by Investment
Support and Promotion Agency of Turkey
(ISPAT), the total investment expected

to be made to meet the energy demand in
Turkey until the year 2023 is approxima-
tely USD 120 billion, that is in excess of
twice the amount of investments made in
energy over the last decade in Turkey. This
dynamism in the energy market attracts
the interest of the Turkish companies and
the foreign conglomerates as well. Even in
the period during which the effects of the
global crises were felt worldwide, many
energy companies had made investments
in Turkey.

PIPELINES ADD STRENGTH TO
THE POSITION OF TURKEY
Pipelines are the leading factors that add

Turkey has been the country that investors
have found to be the most reliable over the
last decade.
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The companies making

investments in Turkey

are in the process

of developing some
reneveall;le ener;

production models.

strength to the position of Turkey in the
field of energy. As Baku-Tbilisi-Ceyhan
Main Export Crude Oil Pipeline became
operational, it has become possible to have
1.5 percent of world’s oil consumption

to be transported through Ceyhan. With
Baku-Thilisi-Erzurum Natural Gas pro-
ject, significant progress has been made to
procure the natural gas that Turkey needs
while means for development in the gas
fields of Azerbaijan have been provided.
On the other hand, with the Turkey-Gre-
ece Natural Gas Pipeline, the first stage in
South Europe Gas Ring Project was comp-

leted and the roadblocks on gas exports to
Europe were lifted.

Moreover, Turkey picked up pace in
regards to agreements with Iraqi Govern-
ment and regional Kurdish Administ-
ration. The work to have the Traqi gas to
be distributed to the world markets over
Turkey reached its final stage thanks to the
work undertaken last year. In line with the
comments made by the Traqi Authorities
in the month of March, establishment of
new pipelines or further development of
the existing project can become an item of
the agenda.

GIANT PROJECT TANAP

The first stage of this project that will

not only be a pipeline but also a bridge of
amity between Turkey and Azerbaijan is
expected to be completed in 2018. In the
consortium that was set up for TANAP,
SOCAR, BOTAS and TPAO are among
the first partners. Tt is planned to have the
gas transported from Azerbaijan to Turkey
over Georgia, to be sold and distributed by
Turkey. In this project with a capacity of 16
billion cubic meters of gas in total, Turkey
receives 6 billion cubic meters, while 10
billion cubic meters will find its way into
Europe through Bulgaria, and Greece.
Following its initial flow in the year 2018,
the capacity is targeted to be increased to
16 billion cubic meters in 2020 followed by
23 billion cubic meters in 2023 and 31 bil-
lion cubic meters in 2026. The project will
serve the purpose of feeding the west inlet
of Turkish National Transmission Line
and as such strengthen the supply security
in the western region. TANAP, strategically
very important for both countries, will on
one side support the supply security for
Turkey and Europe by means of suitable
pricing and defined natural gas capacity,
while on the other ensure that the natural
gas resources of Azerbaijan reach untap-
ped markets thus bringing along great
opportunities.

COAL ISATRUMP CARD TOPLAY
In the last decade Coal played an impor-
tant role in meeting the energy needs of the
world. Due to the fact that it is a relatively
cheap and a competitive fuel used in
energy generation, currently 41 percent of
world’s electricity generation is obtained
from coal. According to the data of the
Ministry of Energy and Natural Resources,
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KENAN YAVUZ

Kenan Yavuz, SOCAR Turkey President
(CEO)

By means of TANAP the natural gas
to be extracted from Sahdeniz-2 re-
servoir will be transmitted to Europe
over Turkey adding great variety to the
diversity of energy sources in Turkey.
TANAP will cross through Turkey
from east to the west. This project
that extends into Europe will enhance
the status of Turkey and Azerbai-

jan, which are located most advan-
tageously in terms of their geogra-
phy, manifolds, placing them in the
center-stage. These investments in
addition to being allies create a strate-
gic partnership between Turkey and
Azerbaijan. We, as SOCAR Turkey, are
very happy to contribute to the grow-
ing economies and the ever-increas-
ing influential role played in the world
energy policy by Turkey and Azer-
baijan.

RAUF KASIMOV

Akkuyu Nuclear Power Plant Inc.
Executive Vice President

We are currently conducting our work
from the Russia budget. After the
meeting Recep Tayyip Erdogan and
Vladimir Putin had, Putin said: “Even
if investors can not be found, will con-
tinue to support this project finan-
cially by the help of government.” $ 20
billion is a nonsignificant amount for
Russia’s budget. Today, we are ready
to open up to 49 percent of our shares
to Turkish and foreign investors. The
concern here is not money. We aim

to strengthen the project by attract-
ing Turkish investors and financial
resources rather than money. There
are important companies seriously in-
terested.
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Turkey is in possession of 1.6 percent of the
coal reserves in the world.

The share of coal in producing energy
is 26 percent. Turkey expedited the issues
regarding coal to reduce the energy import
volume of Turkey, ensure energy diversity
and to be able to meet the energy demand
that will be increasing over the short term.
As such the coal mines owned by the pub-
lic sector are now being transferred to the
private sector so that thermal power plants
may be established. Tufanbeyli Field with
the capacity to build a 600 MW thermal
power plant as well as the Soma field
with a 450 MW capacity are among the
first to be transferred to the private sector
in the tenders arranged. Tt is planned to
establish a 270 MW thermal power plant
in Harmanalan-Davutlar fields in Bursa
Keles. The 50 million tons of coal reserves
will feed the power plant to be established
for a period of 30 years. The power plant
that is required to be commissioned at
the end of the six-year period following
the signing of the contract will generate
1.7 billion KWh of electricity. The project
with a USD 850 million investment value
will provide employment to 1000 people.
Together with the other sites with the
potential to establish thermal power plants
0f18,000 MW, Turkey will be taking a
great step towards closing its energy deficit.
On the other hand, the energy generation
capacities in Afsin-Elbistan basin that is in
possession of approximately 38 percent of
Turkey’s lignite reserves will be increased
as the existing power plants are developed
and the new ones are established.

FIRST NUCLEAR POWER PLANTS
According to International Atomic Energy
Agency (IAEA) data there are presently
435 active nuclear power plants available
in the world. These reactors with a capacity
of 372.7 MWe meet an important part of
the world’s energy production. At present
29 of the 65 nuclear power plants that are
being built across the world are in the pro-
cess of being commissioned in China, 10 in
Russia and 7 in India. China, which would
like to meet a significant part of its energy
needs from nuclear energy, has been plan-
ning to erect 51 more power plants while
Russia has plans for 24.

On the other hand Turkey is getting
ready to be one of the countries using
nuclear energy. Turkey signed 2 giant
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projects with the aim of finding a solu-
tion to meet the energy requirements of
Turkey by means of 2 separate facilities.
The nuclear energy plant that is planned
to be established in Mersin Akkuyu will
be the first thermal Power in Turkey and
it will be built by Rosatom, a Russian
Nuclear Energy Company with an in-
vestment of USD 20 billion. The power
plant that is planned to start production
in the year 2020 consists of 4 units, each
being 1200 MWe power. Under existing
conditions, the power plant is expected
to be operational for a period of 60 years,
generating approximately 35 billion kWh
of energy. The second nuclear plant of
Turkey will be Sinop Nuclear Energy
Plant. This plant to be completed in
2017 is expected to have 4 reactor units
of 1100 MWe each with total installed
power of 4,400 MWe. In addition to
electricity, in the future, it is expected to
have spot and forward transactions in
natural gas, oil, coal and carbon within
the structure of EPIAS.

SEARCHING OIL INTHE SEAS
Black Sea has become the favorite spot
of the oil companies since 2006. The
oil giants of the world are exploring oil
and natural gas in 12 different areas in
the continental waters of 5 countries
including Turkey. On the other side
the Ministry of Energy and Natural
Resources increased its budget 13 times
making a provision for USD 1.3 billion
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BOTAS Former General Manager, Energy
Specialist

Turkey is significantly dependent on
foreign sources of energy, especially in
primary energy sources such as natural
gas, oil and coal. In my opinion, regard-
less of the costs, any company invest-
ingin the extraction of these resources
will be profitable as Turkey is ready to
buy domestically produced primary
sources of energy without much care
for the costs. The situation is the same
where the electrical energy is concerned
as the generation capacity needs to be
increased in an expedited manner. For
the companies that would invest in ad-
ditional capacity, Turkey is a country full
of opportunities.

MEHMET ACARLA

The most important issue that we and
other large projects would be facing in
the next period is to determine the fi-
nancing model correctly. When we ex-
amine the wind power plants in terms of
financing, it can be seen that especially
the projects must be well developed. Itis
not just enough to get a license, it is also
necessary to be imvolved with the right
project. Our company does have this ca-
pability. We develop these projects metic-
ulously together with our German Part-
ner. And due to the fact that the contract
we signed is in good order shows that the
first term of the Financing is available.
On the other hand one of the subjects we
must pay attention in the WPP projects
is export credits. Regardless of the coun-
try of the company you buy the wind
power plants from, you will be provided
with the opportunity to use export eredit
of that country. When we look at the
existing financial status we can see that
these credits are advantageous.
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EMIN EMRAH DANIS

Caspian Strategy Institute (HASEN)
xpert

In Turkey, located at a geographically
important transit point, the
establishment of a market in which
oil and natural gas from areas like
Caspian Sea, North Traq and East
Mediterranean could be priced in
addition to the determination of

the prices applicable in the close
geographical area, would render
Turkey an important trading center in
the world, especially in consideration
of the existing and future oil and

gas pipelines and the surrounding
energy rich geography.
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for exploration activities. Global players
like Exxon-Mobil, Shell, Chevron, Total,
OMYV, Rosnett, Petrobras and Repsol are
among the giant worldwide companies
that are involved in exploration activities
in the region. Turkey, which started the
first exploration activities in the Black
Sea region together with foreign partners,
has not yet been able to discover large
reserves; however, regardless of this fact
the exploration activities in the area have
been accelerated.
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The first seismic exploration ship of
Turkey was purchased from Dubai in the
year 2018 to start operations in the Black
Sea and the Mediterranean. Turkey conti-
nues its exploration activities in the Medi-
terranean together with its foreign partners
as is the case in Black Sea region. Last year
Turkey accelerated its oil exploration ope-
rations conducted together with Shell in
the deep waters of Antalya with the purpo-
se of finding new energy sources. Experts
forecast gas reserves of USD 400 billion to
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be available in the east Mediterranean.
The sources that could be discovered in
this region would be momentous.

IMPORTANCE OF FINANCING IN
ENERGY INVESTMENTS

While presently power plant and pipeli-
ne projects are ongoing in Turkey, there
might be some difficulties in terms of
financing of the investments when glo-
bal economy in the future is evaluated.
In spite of the recovery signals received
from Europe, the macroeconomic
indicators show that the effects of the
crises are still being felt. This naturally
creates challenges in financing of large
energy projects. On the other hand

the companies making investments in
Turkey are in the process of developing
some models. A good example to this

is Borusan and its German Partner
EnBW. These two large companies aim
to have 2,000 MW installed power
until the year 2020 in Turkey. Moreo-
ver the subject matter installed power
will be met completely from renewable
energy sources such as wind, solar and
hydro-electrical energy.

ENERGY EXCHANGE ISBEING
ESTABLISHED

Turkey is in the process of establishing
Enerji Piyasalan Isletim A.S (EPIAS)

SOURCE: U.S. ENERGY INFORMATION ADMINISTRATION
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to provide the means for conducting
commerce as companies come together
in a market of highest liquidity thanks to
the increasing number of market partici-
pants, product diversity and transaction
volume. This new structuring, aiming to
ensure that the energy companies use new
financial and monetary tools and monitor
the transparent price movements, will
make it possible for the long term index to
be established as the primary requirement
of the investments in this area while the
platform for competition will be set up as
the data and transactions can be followed-
up in a transparent manner. Consequently,
the establishment of EPTAS will ensure
that the optimum price balance in energy
markets in Turkey is established on the
basis of demand and supply in a healthy
manner to meet the expectations of all the
parties involved.

In this new structure, it is planned
for Market Financial Settlement Center
(PMUM) with more than TL 7 billion of
energy trading volume to operate within
the structure of EPIAS while it is estimated
that this number could grow ten folds as
the surrounding countries and natural gas
market also participate in the long run.
While it is expected that more than 700
potential customer companies will take
part in EPIAS, close to 100 companies
wanted to be partners to EPIAS.

The Turkish Perspective

DR. CEMIL ERTEM

Istanbul University

Turkey is progressing rapidly on be-
coming the energy corridor and soon
it will become the center which de-
termins the oil and gas prices. The
energy map is being redrawn in the
Middle East, the Caspian region and
the Mediterranean. Projects such as
TANAP which will begin to operate
this year in Turkey and its successor
TAP are crucial alternatives to Eu-
rope’s energy supply. Southern Gas
Corridor is the only project to ensure
the security of Europe’s energy
supply. There are two very important
issues here. Caspian states which

are two closed basins opening to the
European markets, implementing a
market that is completely different
from the existing one and forming
it’s pricing methods based on supply
and demand equation in energy.

DR. FATIH MACIT

Siileyman Sah University

Turkey is covering 53% of it's nat-
ural gas demand from a single
source, Russia. On the other hand,
the country covers approximate-
ly 7.5 billion cubic meters a year of
high cost gas from Iran compared
to other sources brought by differ-
ent pipelines. The existing table
shows that Turkey could reduce
the unit cost of natural gas by
evaluating existing resources and
therefore, reduce the import bill
amount. TANAP project Turkey
and Azerbaijan implemented to-
gether represents a great example
with this aspect.
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TOFAS CEO Kamil Basaran evaluated the latest developments in the
automotive industry, the next term plans of TOFAS, FIAT’s growth
strategy in Turkey and what awaits the automotive industry in the next
period in an interview with The Turkish Perspective.
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UTOMOTIVE indus-

try is witnessing major
competition on a global scale.
During this period, TOFAS is
accelerating its investments in
Turkey. With the realization
of two projects in the near
term, TOFAS will be invest-
ing $ 900 million in Turkey.
According to Kamil Basaran,
these moves are important
indicators of the ability of
TOFAS to predict the future,
and its confidence in the
Turkish automotive sector. In
regard to investment plans
of the company, Basaran says
“These investments, with the
domestic production rate
and the volume of exports
they will create, will provide
added value to our country’s
economy and will create big
opportunities for the Turkish
automotive supplier industry.”

Turkey has quite an im-
portant place in the region
both in terms of automotive
industry and sub-industry.
How do you consider Tur-
key’s role in the region and
around the world?

Today automotive industry is
going through a great change
around the world. While eco-
nomically advanced markets
such as Europe and America
reach satisfaction, Brazil, Rus-
sia, India and China (BRIC)
improve their efficiency in
automotive production. Tt is
expected that nearly 50% of
the world production will be
made in BRIC countries in the
next 15 years.

Turkey is a focal point be-
cause of its strategic position.
Turkey’s production volume
and R&D competence in
automotive constitute great
importance. Rate of young
population, national income
and potential of increase in
propensity to consume in
our country indicates that
domestic market will grow in
the next 10 years. Growth of
domestic market also indi-

cates that Turkey will become
an inviting country for new in-
vestments. It must be the role
of producers to improve the
competitive power of Turkish
automotive sector on a global
scale with this predicted
development.

Engagement of developing
countries, particularly BRIC
countries, constitutes a risk
for our competitive power in
production costs to decrease,
in which case investments to
R&D and production of added
value products will preserve
Turkey’s competitive power in
the long term. So we can say
that Turkey will stand out not
only with production capabili-
ties but also R&D investments
in the next 10 years. As Tofas,
we have recently focused on
R&D investments on the
basis of this prediction. We
continue our works to achieve
autonomous R&D structure
completely developed by
us in all processes, from the
smallest part to a complete
car, along with our production
capabilities.

Automotive sector export
does notlose championship
to anyone in Turkey for a
long time. Automotive export
is expected to reach 75 billion

“Turkey will
stand out not only

with production
capabilities but also
R&D investments in
the next 10 years.”

dollars in line with the export
targets of 2023. What works
should Turkey conduct to
achieve such numbers?

Total production of automo-
tive sector was 1.1 million
items in 2013. 840.000
vehicles were exported and

an export of $21 billion 305
million was made in total. Tt
is expected that production
will rise to 1.4 million vehicles
until 2017. More foreign car
producers get into partner-
ships with Turkish compa-
nies to make use of current
production experience and
competitive labor in Turkey
while also performing their
distinct operations now. So,
Turkey has a great potential in
reaching to the targeted export
figures in automotive sector
for the next decade.

We can see that innovative
products responding to new
markets and new customer
needs are gaining value. Every

The Turkish Perspective

investment to qualified labor
force, R&D and technology
with such a perspective will
give us important advantages
in the international field.
Today, Turkey is Europe’s big-
gest light commercial vehicle
producer. With our R&D ac-
tivities, production infrastruc-
ture and sub-industry we are
showing our differences better
every day. In order to improve
its strong stance and export,
Turkey must surely have a
strong domestic market. So

in this parallel, by carefully
analyzing the reasons of the
recession that started in the
second half of 2012 and still
carries on, we think that it is
necessary to make new invest-
ments and efforts to give a
quick acceleration to the light
commercial vehicle market.

Automobile sector suf-

fered greatly especially in
America due to the world-
wide economic crisis. Many
merges and purchases have
occurred ever since the crisis
in the sector. One of the most
important example for that
is Fiat purchasing Chrysler,
which you are apartofitas
well. How do you assess such
developments in the sector?
How will this purchase affect
Turkey in the upcoming
period?

Fiat had already %58.5 share
in Chrysler and purchased the
remaining %41.5 share, by
the end of 2018. Fiat Chrysler
Automobiles - FCA, which
emerged with the merger of
Fiat and Chrysler, has become
the 7™ biggest automo-

tive producer of the world.
Unsteadiness in the global
economy, quick changing
customer needs and emer-
ging of new markets causes
new scenarios to occur in the
future plans of the automotive
companies. The biggest step
to overcome the tough compe-
tition in the sector, to reach
different markets and to be
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able to offer products covering
every expectation, are company
mergers. Synergy created by
this collaboration means
creating added value both for
sectorial growth and country
economies.

Tofas shares a mutual future
vision with FCA today. Synergy
created by merger of two giant
brands is positively reflected
on Tofas and the ecosystem
that it is in. We believe that
this merger will improve our
capabilities in R&D, design
and production while also
creating new collaborations
and investment opportunities.
New vehicle investments that
we announced in 2013 were a
reflection of this partnership.
New models to be put on the
market will improve Turkey’s
competitive position. Tt will
determine Turkey’s future
vision that Turkish automotive
industry develops, it starts to
compete on a global basis with
its sub-industry, employment
increases and innovative prod-
ucts are put on new markets in
the resulting table.

Tofas, one of the biggest
production centers of Fiat
around the world, is prepa-
ring to a great investment in
the nextyear. Itis rumored
that anew model will be
produced along with this in-
vestment. Can you tell about
the investments and projects
of Fiat for the next period?
2013 was a year which Tofag
focused to the future and made
great investments. Fiat Doblo
will be exported to North
America and Canada with an
additional investment of nearly
$360 million, with the new
investment we have engaged.
Our current Doblo model will
be renewed for Turkey and
other markets. We estimate
avehicle export of nearly
175,000 between 2014 and
2021 within Doblo America
project. Within this project,
we will also perform renova-

tion for Doblo and therefore

prolonged the life of the Doblo
project from 2018 to 2021 at
the first stage.

Last year, another great
invention of ours was a new
passenger car planned to be
produced until the second half
of 2015. We plan to produce
580.000 vehicles and aim
to export one-third within
the new automobile project
between the years 2015 - 2023
with the investment of $520
million. As Tofas, we will
have made an investment of
nearly $900 million in Turkey
with these two projects. We
believe that this investment,
an important indication of
prediction capability of Tofas
and trust it puts on Turkish au-
tomotive sector, will give added
value to the country’s economy
and create great opportuni-
ties for Turkish automotive
sub-industry with domestic
production rate and export
volume that it will create.

Tofas Bursa plant is the first
facility to reach ‘Golden Fac-
tory’ level as aresult of the
audits of ‘World Class Manu-
facturing Program’ (WCM)

“We estimate a vehicle
export of nearly
175,000 between
2014 and 2021
within Doblo America

project.”

team. What investments have
been made on the way to this
process? Is there a change in
World’s perception of Turkey
after the award?

R&D, focus on innovation and
technology development, and
management of production
and cost efficiency have played
an important role for Turkish
automotive sector to have
made a name for itself and
become preferable on global
basis.

We started WCM - World
Class Manufacturing Program
in 2006 to improve industrial
standards of Tofag to world
class level. Having receiving
“Most Quickly Advancing
Factory” award in the first year
of the program, Tofas, was the
first Fiat factory to achieve
Silver Level, in 2009.

We consider it an important
threshold at this point that
"Tofag is awarded “Golden
Level” within WCM - World
Class Manufacturing Program
applied in the facilities of 350
suppliers of the group and 175
Fiat Chrysler factories in 2013.

Of course, the title of “Golden
Level”is not a final des-

tionation for Tofas. Tt consti-
tutes a reference to achieve the
target of “zero mistake” in oc-
cupational safety, quality, cost,
delivery and environment as a
company focused on continu-
ously improving production
standards. We are aware of
the importance of regenera-
tion and self-development in
automotive sector in which
competition is quite intense.
So our WCM works will go on
without cease.

Tt naturally creates quite an
effect in the international arena
that a Turkish company has
been given such an important
award due to its compliance
with global integration and
production competence. T
believe that the point we have
reached will create new job
opportunities that will increase
our competitive power and
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contribution to country’s
economy and make our sub-
industry gain the identity of a
producer that can make R&D,
design products and put such
products on world markets.

Responsibility of Tofas con-
tinuously increases in prod-
uct development processes of
Fiat-Chrsyler. Responsibility
of product development of
New Linea after Doblo and
Mini Cargo has been given

to Tofas becoming one of the
8 strategic production and
R&D centers of the group
around the world. What do
you attribute this success and
performance? What factors
stand out in terms of obtain-
ing such success in R&D and
innovation?

Tofas is still the only producer
which makes the production
of passenger car and light
commercial vehicle together
in Turkey. Our capability to
flexibly comply with ongoing
changes in the sector consti-
tutes the base for us to become
one of the biggest producers of
Turkish automotive sector and
achieving the position of one of
the 3 strategic production and
R&D centers of FCA around
the world. We believe that the
basic dynamic of growth is to
manage the change in a stra-
tegic way. So we define Tofas,
making export to 80 countries
today, as an organization which
focuses on constant regenera-
tion and considers change to
be an opportunity with the
change in consumer trends
and life styles, global competi-
tion conditions and transfor-
mation in Turkish industry.
There are plans about 10 years
later at the minimum are
included the current agenda
of Tofas. We have an assertive
R&D vision such as “develo-
ping vehicles and technologies
which completely meets cus-
tomer satisfaction all around
the world”. We have made and
are still making important

projects and investments to
make Turkey a production and
R&D center in automotive
sector.

Tofag R&D Center has reached
an important acceleration in
changing R&D competence
by taking the responsibility of
Mini Cargo project developed
for Fiat and PSA brands
between the years 2005 —
2007. Development of New
Doblo for Opel and Vauxhall
brands in the following years
has played an important role
for Tofag to make produc-

tion for 5 different brands

and increase export. We have
completely developed Fiorino
and Linea. Intellectual and
industrial rights of Doblo and
Fiorino belong to Tofas. This

is very important both for
Tofas and Turkish automotive
sector... We perform our Co-
design works to develop part-
ner designers and engineering
companies which are the most
important factors of design
chain along with developing
our own competences. We
perform mutual works with
R&D units of sub-industry
companies which are our most
important business partner
and we consider them a part of
Tofag R&D.

Tofas has made an invest-
ment of nearly 35 million
Euros into R&D center so far
and increased the endorse-
ment of R&D expenses to %3
in 2013 to show the success of
exceeding national average in
R&D investment values. Will
there be new investments into
this field in 2014?

We think that role of R&D

will be very important without
question when building our
future. So our activities for
R&D and innovation cover
long-term projects.

As 1 stated before, we have
identified very important tar-
gets to become Autonomous
R&D as Tofas within the fol-
lowing process of 24 months.
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2015-2023
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INVESTMENT VALUE
UNTIL 2023

We are aiming to be able to use
our own sources and compe-
tences in every step of product
development from design to
verification with our works

in this field. We will continue
increasing our employment in
R&D field and realizing new
projects that can be considered
amilestone in Turkish auto-
motive industry today with the
quality standards that we have
reached in production and our
competitive cost structure. We
will continue working with all
our power as a company which
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has put R&D into the focus
to advance our country even
further in line with the targets
of 2018.

Investment of many brands
into Turkey has been
brought to agenda. These
decisions have not reached
a conclusion later on. How
do you assess the investment
environment in automotive
sector in Turkey as one of
the most important part-
ners of one of the biggest
brands? How do investors
see Turkey?

Automotive sector, which has
a size equivalent to the size of
6 biggest country economy
of the world today, continues
growing despite economic
crises and market fluctua-
tions. Fluctuations in global
markets create opportuni-
ties for Turkey which has a
higher potential of economic
growth compared to devel-
oped countries. Automotive
sector, which is the locomotive
of Turkey in terms of export,
has preserved the leadership
for the last 7 years. As the 16
biggest automotive producer
of the world and Europe’s big-
gest light commercial vehicle
producer, the sector provides
employment to 400.000
people. Of course investments
into R&D and innovation have
agreat effect for the sector to
achieve its targets and sustain
competitiveness.

Growth and development of
automotive sectors gain even
more importance within 2013
vision of Turkey. Turkey will
continue being an inviting
country for investment. We
have an expectation for invest-
ments from Europe, Asia, and
China in particular. However
we think that there must be
works to improve investment
environment and incentives
while also improving the effi-
ciency of sub-industry in global
projects for new foreign invest-
ments to come to our country.
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BECOME CENTER DF™
HSLAMIC FINANCE

Islaﬂ'uc Banklhg in Turkey continues to develop at an accelerated pace
‘in recentyears. Istamicfinance’s total assets in Turkey reached TL 96
b1]ahon.1,n 2013 ad now thé country is quite ambitious on a global scale
myvith the World Bank\GRlobal Islamte Finance Development Centre
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SLAMIC FINANCE

first became popular
among Gulf countries get-
ting richer with oil reserves
and in a major part of Asia
in the 1980s; then in the
last decade has spread it’s
recognition to Europe and
America. After the global
crisis that affected the whole
world in 2008, money
and capital markets began
seeking for new financial
systems and services. This
new search drew everybody’s
attention to Islamic Finance.
Islamic finance grew 12.5 %
in the last 10 years. The total
assets are expected to reach
6.5 trillion dollars by 2020.
After the “sukuk” issuances
made by Treasury, “islamic
banking” concept was even
more rationalised in Turkey.
Islamic Finance is based on

Luxembourg Stock Exchange

The financial crisis has trig-
gered achangein the behay-
1our of many investors who
realized that sustaniblity and
their behayiour of investment
has more benefit to the econo-
my and the society in the long
term. Sustanible Tnvestment
which isavery similar princi-
palto what Islamic fimance is
using, have been encouraging
thisdevelopment. The banks
themselves need to gain prot-
itability level of the returnon
equity that comparable / con-
ventional banks have in order
1o be motivated by develop-
ing disclosure. We need more
standartizatio in the market:
The Shariah interpretation
needs tobe more predict-
ableand more stable, simply
morder to be able to poolin-
terest and capital in certain
products.

solid financial foundations.
For example; rather than the
fixed interest returns of in-
come, it is based on produc-
tion or trade; risk and return
are transparent and the
investment is in real assets.
Malaysia, Iran, Hong
Kong, Gulf Countries, Eng-
land, and especially Kuwait
are among the prominent
countries of islamic banking.
Four participation banks
currently operate in Turkey
and the accounts in these
banks are under SDIF’s
assurance. In parallel to
the acceleration of Tslamic
finance in the world, espe-
cially after 2005, there has
been growth in participation
banks in Turkey. These four
participation banks’ total as-
sets reached 96 billion by the
end of 2013 and all islamic

IJLALAHMED ALVI

International Islamic Financial
Market

Islamic finance is very im-
plementable dispite the dif-
ferences from other meth-
ods. There are some facts
that we have seen in the

last 6-7 years which con-
tributed to commercial fi-
nance. Sometimes Sheriah
rules comes with it's own
structure but it’s possible to
benefit from them. Turkey,
as a Muslim country with
99% of Muslim population
hasadvantages to run this
system location-wise. What
we are lacking today is stan-
darization between Sheriah
rules and other market prac-
tices but we are still work-
ingonit.

banking assets in Turkey are
expected to reach 87 billion
dollars by 2015. While the
share of participation banks
in total financial system was
2.60 percent in 2005, this
ratio has exceeded 5 percent
in 2018. In addition, the
number of participation
banks’ branches in 2005 was
290, the number rise to 966
in 2018. In the light of these
data, Turkey’s nearly 30 years
of experience in participation
banking reveals how ambi-
tious the country is about
becoming the new islamic
financial center.

[SLAMIC FINANCE SHOWS

ALOT OF PROMISE

30 years old concept of In-
terest Free Banking (islamic
banking) has lower risk
ratio compared to conven-

tional banking. The Middle
East and Asian countries
relatively less affected by the
crisis and European coun-
tries which efforts to attract
capital from the world after
the recent global crisis are
making legal arrangements
in order to encourage islamic
banking.

Islamic finance has
unique products. Mudarebe
and Miigareke methods
for providing direct fund-
ing through a partnership,
leasing system called Tcare
and sales contracts called
Murabaha and Selem are
among the unique products
of islamic finance.

Excessive population
growth rate in Muslim coun-
tries, the prediction of 85%
increase in Muslim popula-
tion by 2030 and accelerated
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Islamic finance grew

12.5 % in the last
10 years. The total
assets are expected
to reach 6.5 trillion
dollars by 2020.

liquidity inflows in Gulf
countries due to constant
increase in oil prices could

be considered as the proof

of Islamic finance gaining
importance in the next pe-
riod. Islamic finance-related
changes were observed in the
world in recent years. Islamic
finance industry is growing
faster than conventional
banking in a global sense.
The sector which has reached
1.3 trillion dollars world-
wide at the end of 2011, has
reached a size of 2.5 trillion
dollars today. Sukuk issu-
ances which was up to $ 130
billion in 2012, is expected to
exceed $ 200 billion by 2015.

[SLAMIC FINANCE DEVELOPMENT
CENTER OPENED IN ISTANBUL
World Bank Global Islamic
Finance Development Centre

Turkey has come along
way in terms of approac-
hing Islamic Finance with
an ideological vision over
thelast 5 years. Ideologi-
cally disagreeing firms are
now taking serious loans
from participation banks.
Theinstitutions which are
suppose to develop proper
products forislamic fi-
nance needs to invest on
R&D and innovative solu-
tions. Turkey still has a very
large share in agricultural
sectorand we need to think
of what can be improved in
the financing of this sector.
Therefore we need to de-
velop much more suitable
specific products for our
needs: In order to compete
with the rest of the world,
we have to do something
beyond studies and ensure
compliance with new regu-
lations:

The Turkish Perspective
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Thomson Reuters

The pioneers of Islamic fi-
nance in the 1970’s wanted
an alternative to conven-
tional finance. They were
trying to build a parallel
system and eventually they
took some of the experi-
ences from the conventin-
al space, apply it to the Is-
lamic space and bring it to
the market. The big turning
pointin Islamic finance was
when the price of oil went
down. When the price of

oil around 80-90 dollars a
barrel, countries have sur-
pluses. They basically invest
those surpluses. If you want
totap into that surplus,

you need to know about Ts-
lamic finance. When you
remove the uncertainties
you get better pricing. So
theissueis how do we grow
and expand this phenom-
enon internationally. We
have to at 5 things; Shariah,
tax, accounting, regulations
and education. When we
have thatinfrastracture ina
country thatmeans you can
grow islamic finance hol-
listicly.
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World Bank Vice President

ZAMIR IGBAL

World Bank

Islamic Finance especially
started to transter the Li-
quidity from east to west
which was decreased after
theerisisin the western
countries. Hereafter, Is-
lamic Finanee will make a
new attempt and this will
be in multiple areas. These
attempts can be listed as
development of standards
and transfer rate increment.
Turkey is avery central and
neutral Country due to it’s
location. Our country is de-
velopedinhuman resource
sector as well:We haye aca-
demics and a skilled young
population. The main ob-
jectives of the newly opened
center will be about resource
and development. We are
aining to plan the parts

of new applications of The
World Bank that concern us.

Since Islamic finance has
been successful for many
years and some new instru-
ments have been designed
for capital markets; ithas in-
creased ademand for these
products. After the financial
crisis, people have realised
that financing which is based
on assets are more secure and
safeinthis system. Therefore,
conventional investors start
investing in Islamic finance.
We need tomake sure that
thereare proper standarts,
regulations and supervisions
defined for these instruments.
Islamic finance should in-
novate anduse some of tech-
niques of fimancial engineer-
ing to come up with new
products. A'good researchiis
alsoimportant to be able to
understand what the inyestor
and the consumer wants.

Interest-free banking
system implemented
by private financial
institutions in Turkey,
in the 1980s.

branch opened on 1st of
November 2013 in Istanbul.
It was an important step

in terms of strengthening
the regulatory infrastruc-
ture, ensuring uniform-

ity in practice; promoting
and supporting informa-
tion sharing. Interest-free
banking system (under

the name of participation
banking) implemented by
private financial institutions
in Turkey, in the 1980s. Tt
gained a new dimension with
lease certificates (sukuk)
since 2010 and owned 6
percent share of Turkey’s
total financial system. World
Bank’s sole representative in
the field of Islamic Finance;
World Bank Global Islamic
Finance Development Centre
was opened under the roof of

;)
s

TRILLION

THE GLOBAL SIZE OF
THE ISLAMIC FINANCE

36.7%

GROWTH AMOUNT OF
ISLAMIC FINANCE IN
TURKEY, IN 2013

TRY 70.3

BILLION

SIZE OF TURKEY ISLAMIC
FINANCE, IN 2012

TRYgB.g

BILLION

SIZE OF ISLAMIC FINANCE IN
TURKEY, IN 2013

$8/

BILLION

THE TOTAL ASSETS FORECAST
OF ISLAMIC FINANCE IN
TURKEY, IN 2015

THE SHARE OF
PARTICIPATION BANKING
IN THE SECTOR IN
TURKEY
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Borsa Istanbul with the par-
ticipation of Deputy Prime
Minister of the Republic

of Turkey Ali Babacan,
President of World Bank Dr.
Jim Yong Kim and Borsa
Istanbul Chairman Dr. M.
[brahim Turhan.

Speaking at the opening
of Islamic Finance Deve-
lopment Center, Chairman
of Borsa Istanbul Dr. M.
Ibrahim Turhan men-
tioned that Islamic Finance
Products are keenly followed
as an emerging segment of
the economy in the recent
period. Turhan said, “As
Borsa Istanbul, we ac-
cept the development and
dissemination of Islamic
finance products in Turkey
as a part of our mission;
which offers an signifi-
cant alternative either in
infrastructure investment
financing or macro-pru-
dential risk management
during a global financial
crisis”. The newly estab-
lished center is expected
to becoma a pioneer in the
field of Islamic Finance and
take an active role especially
in the Middle East, North
Africa, Europe, Central Asia
and Central Asia region. The
research center that will be
established within the site is
aimed at achieving informa-
tion sharing, institutional
infrastructure development,
awareness creation and
implementation unity in the
sector.

“TURKISH IS THE MOST SUITABLE
MODEL FOR ISLAMIC FINANCE”
Borsa Istanbul hosted the
‘Tmplications of Participa-
tion Model in Finance’
confrence on March,4-5 in
collaboration with World
Bank, the Islamic Develop-
ment Bank (IDB), INCEIF,
IDB Islamic Research and
Training Center (IRTT),

the Kuwait Finance House,
Durham University and
Central Bank of the Turkish
Republic. Expanding the
range of Islamic finance in
Turkey, standardizing the
regulatory infrastructure
and raising awareness in the
field of Islamic finance were
the subjects discussed at
the meetings. Turkey aims
to achieve leadership in
Islamic finance (as a coun-
try of 99 percent Muslim
population) and showed the
importance given by includ-
ing the subject to the 10"

National Development Plan.

We entered a period where
people who have stayed
away from Islamic Finance
due to ideological reasons
can work more comfort-
ably. Turkey will grow faster
when we enter the period
which Islamic Finance is
seen as a financial system
not an ideology. Turkey is
expected to judge the best
of this opportunity with it’s
close relations with Mus-
lim countries, geographi-
cal proximity and cultural
infrastructure.

The Turkish Perspective 53

Turkey aims to achieve leadership in Islamic

finance and showed the importance given by

including the subject to the 10t National Deve-

lopment Plan.

DR:R.AHMET ALBAYRAK

Kuwait Turk Deputy General
Manager

Islamic Finance, which
has been developing in
Gulf Countries basicallyin
thelast 50-60 years, kept
using their own system
rather than the conven-
tional stock market tech-
niques. But this system
was not completely sepa-
rated from convention-

al banking. Proximity of
these two systems formed
a’brand new structure.The
mostimportant outcome
in the context of business
modelis that investors
weleomed this situation
with pleasure. Tnstu-

tions such as participa-
tion banks, Borsa Istanbul,
Central Bank and Treasury
have been giving us direc-
tions lately. Because we
are on this market for a
long time as Kuwait Turk,
we are nore experienced
i new products. We arc a
leading bank especially in
gold transactions.

ERKAN KILIMCI

Central Bank of Turkey

Priorissue related to
participation banksis
thatthe necessity of the
financial products in terms
ofliquidity management.
The mostimpotant

issuc hereisto have
instruments that allows
participation banks to
operate among themselves
and with conventional
banks. The most well-
known instramentis
called Murabaha. This
mstrumentis supported
by the Central bank for
Financial Stability. We are
working on arepo market
m participation banking:
Itisvery important to
have markets so that
participation banks can
manage theirliquidity
risks at best and develop
their products in order to
have financial stability. We
are trying 1o give our best
supportas Central Bank:

ISLAMI
FINANCE
PRODUCTS

Mudarebe; Labor - capital
partnership. While the bank
provides all the resources
needed for investment
(financing the entire
capital), the customer
provides the labor.
Miisareke; In Misarek
partnership system,
participation bank provides
aparticular part of the

required capital. In this
systemthe client must
also contribute to the
capital. Profit gained as
aresultof partnershipis
shared between partners
according toinitially agreed
rates.

Murabaha; The one that

is most frequently used
amang Islamic financing

methods. Murabahais a
spot sale contract formula
in Islamic Law which
calculates the price as
“cost+profitmargin'.
Leasing (Icare);isthe
second funding method of
participation banks after
Murébaha.

Selem and Istisna;
Payments made inadvance

inordertopurchasea
particular good or service in
afurtherterm.

Teverruk; Buyinga
commodity by installments
fromasellerandselling
itin advance to someone
else. With this system, the
person who needs cash
meets the need.

Sukuk; The most popular
instrumentin Islamic
finance for the last decade.
The main rule in Sukuk,
whichmeans de facto
approval of a securitization
in Islamic finance, is the
honds which should be
based on physical assets.
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Exclusive Interview/Mike Dean

“TURKEY
WILLCOMPEIE
MORE EFFECTIVELY

Harvard Management Company Senior Vice President
Mike Dean evaluated the most recent studies at Harvard
University Extension School in the field of Talent
Management, Turkey’s future potential in talent management
and the role of Human Resources in a company’s success,
for “The Turkish Perspective”.
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Exclusive Interview/Mike Dean
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personnel management
policies show a rapid change,
leaders in management need
to be trained in the right way.
Dean explains this require-
ment by saying “Leadership is
more about vision, inspiring
people, focusing on the future.
[t takes time and it takes
development progress.” In his
opinion Turkey will be a lead-
ing player in the world stage
with its educational institu-
tions, the private sector and
government working together
closely and efficiently.

What are the important
factors for the employee for
work engagement?

In my opinion most im-
portant factors from an
employee’s perspective are
first and foremost; “Is the
organization that T work

in going to invest in my
development?” and “Is there
an opportunity for me to
learn?” That’s a very impor-
tant employee engagement
factor. Another one, which

is overlooked significantly, is
communications. “Am I in
the communication loop in
the organization? How well
am [ informed?” We use the
terminology at Harvard; it’s
called “Line of Sight”. “Do I
have a line of sight between
what T work on and what the
business strategy is? How
do T connect myself with

the business strategy?” The
more an employee can make
that connection then they
know they are doing work
that matters, that they can
make a difference. Those are
some factors that certainly
influence, from an employee’s
perspective, engagement lev-
els. If you are well connected
in the organization, if the
organization is investing in
your development, and if you
are in the communications
loop you see much higher
engagement levels.

Muhtar Kent would
be an excellent role
model for young
Turkish professionals
to follow.

What do you think about tal-
ent management’s future?
In my experience I see talent
management as a responsi-
bility moving from Human
Resources up into the CEO
levels in the organization. I
see it moving into the senior
management responsibilities.
I think organizations that are
smart, are not just manag-
ing technology, brands and
strategy but they are also
managing people. So talent
management being limited
just to the human resources
function usually is not the
best practice. Talent mana-
gement viewed as a respon-
sibility of a CEO is where I
think it is going to be moving
in the future. The big dif-
ferentiator is people. Not
technology, not information
but people.

What are the applications

to keep the balance in your
company? What are your
HR activities?

We have a big advantage

at Harvard Management
Company. We bring professors
from Harvard Business School
in to teach our people, what

a wonderful resource to have.
All they have to do is to get

on the subway for four stops,
from Cambridge to Boston.
There are 4 components built
to our educational program.
We have whole series of
programs in management
leadership, we have whole se-
ries of programs in developing
personal attributes, we have a
very robust technology-train-
ing program, and we also have
one on business and product
acuity. We have to teach peo-

ple about all the various asset
classes that we operate in.
From equities to fixed income,
derivatives, to commodities,
we work in a very complex
investment world. So we have
to spend a lot of time invest-
ing in technical development
around product development.
So those are the four aspects
of our educational program.
have two people that work for
me full time doing training
development in addition to
myself. I probably spend %50
of my time teaching in my
own organization. We've also
enlisted our CEO to teach in
our Leadership Program and
she is very excited to do that.

To become an employee
centric business, which
department should take the

lead? Human Resources or
Senior Management?

In my experience the best
practice starts with the busi-
ness strategy. It starts with the
CEO and the executive team.
Whenever they are doing their
annual planning or strategic
planning, there should be
component of the plan around
talent management. You want
to say, “Show me the section
about talent management.” Not
just technology investments,
not just brand development,
not just marketing strategies.
What is the talent management
strategy? HR has an important
role but it is execution not
strategy. They should have a
seat at the table and influence
the outcome but it is not HR’s
responsibility to develop the
strategy and the execution.
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Most of the companies in
Turkey are middle-sized fam-
ily owned companies. What
is your experience with such
companies and how can these
businesses overcome profes-
sional development issues?
This is a significant ob-

stacle when you have family
owned businesses because

of the legacy over time that

it is a family responsibility,
but there are opportunities.
Where you have this type of
organization, you can hire
professional human resource
expert. They can actually put
in place some practices and
processes. I haven't had a lot
of experience consulting with
family owned businesses.

[ work mostly with Wall
Street firms. What I can say is
that you need a member the
family with a vision about the
importance of people. If there
is someone with a vision who
understands the value of
people, not just the numbers,
the people, then you have
opportunity to maybe make

a change. Sometimes some

of the younger members of
the family come up, they are
a little bit more enlightened
about the value of people.
Sometimes that’s where the
future could be in terms of
change. The future is in the
younger generation: Genera-
tion Y and the Millennials.
They understand the value of
people.

What are being done nowa-
days for gaining maximum
performance from employ-
ers? What are the best skills
required for a good manage-
ment approach?

You need to spend time and
invest on a system called
Management by Objectives
(MBO). Organizations run
by MBO principals are high
performing organizations.
Investing time, insuring goals
and objectives are all different
aspecst of an organization

which creates a business
strategy. At the next level
there are many lines bewteen
individual goals and objec-
tives. You have organizational,
functional and individual
goals which all go in one line.
These goals mentioned above
have to work respectively in
order to gain a successfull
performance management.
This is the main principle.

What is the right manage-
ment of human resources for
asuccessful organization?
There has to be the right
balance between the people
side of the business and the
technical side of the business
and the brand side of the
business. In my consulting
experience many organiza-
tions are having imbalance.
Much more focus on finance,
much more focus on technol-
ogy, and not enough focus on
human resources and people.
So, to be successtul, there has
to be a balance between all
those factors.

How do you think a good
leader should be? Which
values do you think should
be given importance to when
tarining aleader?

Leadership is a very inter-
esting topic. I think most
organizations have a good
management, but according
to my teaching and consulting
experiences some organiza-
tions have a leadership gap.
So some managers have
difficulty moving from effec-
tive management to effective
leadership. Leadership is more
about vision, inspiring people,
focusing on the future. It's not
a transition every manager
can effectively make. It takes
time and needs a certain
progress. I think with the help
of those aspects leadership
can really make a difference

in an organization. Leader-
ship is stronger than the
management. As long as the

leadership is strong, the orga-
nization remains successfull.
How does company culture
affect skills management?

In your opinion, how should
company management ap-
proach skill management?
Organizations that have

a high performance cul-

ture invest heavily in skills
development. The two go
hand in hand. Top talent

that works in organizations
usually make a decision to
stay and to become highly
engaged when the organiza-
tion is making investments

in their own skills develop-
ment. They tend to stay with
an organization because of
that investment because they
know they’ve come to work
for a good company that has
good training programs. So as
long as they feel like they are
growing, that theyre getting
new challenges and learning
new things, theyre most likely
to stay in that organization.
Those kinds of organizations
that have performance culture
are also ones that are actually
spending time investing in
skills development. They have

Harvard University Extension
School-Talent Management
Program Director

Harvard Management Company
Senior Vice President

Dean has 35 years of senior
management and consulting
experience in global compa-
nies on organizational compe-
tency, change management,
human resources and talent
management. Dean shares

his extensive knowledge and
experience in talent manage-
mentas a lecturer at Harvard
University Extension School
Talent Management Program.
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a training strategy. They bud-
get money for training and
development for employees,
teams, and leaders all along
the way.

‘Who is your favorite Turkish
leader?

Mubhtar Kent is the one that

[ probably had the only ex-
posure to. He is a very strong
leader. He demonstrates a

lot of the leadership capa-
bilities. He is very much a
visionary, very much a people
person and very much able to
integrate the big picture. As
you know Coca Cola is a very
complex, global corporation,
which is in a very competitive
sector. He is very effective in
his role as a CEO. I have been
studying his career from a dis-
tance since I left Coca Cola. T
think people in Turkey should
be very proud that this leader
has come from this country
to lead one of the top global
corporations in the world.

He would be an excellent

role model for young Turkish
professionals to follow.

What are your expectations
about Turkey’s potential for
at the talent management?
What should Turkey do to
compete more effectively in
the global markets?

For Turkey to compete more
effectively in global markets,
there needs to be strong rela-
tionship between education,
government and the private
sector. I think if they work
together they can certainly
improve the competitiveness
of Turkey. They more they can
work closer together and have
the same goals and objectives,
the better opportunities Turkey
has to improve themselves on
a competitive basis. Turkey’s
young population is one of the
positive assets in the country.
The work ethic of the country
is very strong. It is a matter of
leveraging those three institu-
tions working closely together.
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Since its founding in 1890, Zen Diamond has continued its growth
and has become the jewelry factory owner of Europe and the Middle
East. Turkey’s leading exporter is establishing chains in many
countries of the world.
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magic surrounding
diamonds has made it a
very desirable gem. Ancient
kings wore diamonds in
war; queens and concubines
wanted to have them as a
symbol of power and passion.
Uncut and raw diamond’s
splendor, the symbolism, and
its dazzling brightness made
it known as the most precious
of jewels from past to present.
The clarity, colors and stains
of each diamond embodies
a unique story. All of these
features are as unique as the
women wearing them.

Diamond cutting is a
delicate process that requires
imagination, patience and
skill. These unique stones
are only able to tell their
story and reach their uncom-
mon brilliance after going
through these processes.
Therefore diamonds are
among the indispensables of
women worldwide.

One of Turkey’s most
important diamond makers,
Zen Diamond, gets its name
from these unique women.
Zen in Persian means
“woman”. Since its incep-
tion, the brand concentrates
exclusively on diamonds
and only offers diamond
jewelry in Turkey as well as
the rest of the world. Zen
Diamond’s roots are based
on a family culture dat-
ing back to 1890’s. Emil
Giizelis is the 8" generation
representative of the family.
Giizelig says “ We created
the brand Zen in 2000,
building on the heritage
of my family’s experience
as jewelers for many years
and by adding an innova-
tive stance”. He underlines
their extensive knowledge
in every field in the industry
from production to sales.
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“TURKEY'S LEADING DIAMOND
BRAND"

Zen Diamond is position-
ing itself as the leading
brand in this field in Turkey.
Giizelis stresses that they
are building their store
strategies, production, sales
and after-sales activities ac-
cording to this positioning.
The first condition in the
brand’s leadership strategy
is to be accessible. In this
context store strategies have
a great importance for the
company. Since the first store
opening in 2005, new ones
followed. Today the brand
has 44 stores in Turkey, 1in
Iraq, Kuwait, and Qatar, and
3 in Cyprus for a total of 50
stores. For Zen Diamond,
accessibility is not only
about opening new stores
but also about the ability to
offer competitive prices. Zen
Diamond is Turkey’s largest
diamond retailer.

“EUROPE AND THE MIDDLE EAST'S
LARGEST JEWELRY FACTORY”
“For the past seven years,
we are the industry leader

STORES

150

CORNERS

in the export of jewelry,” says
Giizelis and expresses that
they actualize 50% of Turkey’s
jewelry exports. Originally
founded as wholesaler export
business, the brand opened its
first office in the Netherlands
in 2000 followed by an office
in the US in 2001, and one in
Dubai in 2002. Through these
offices, the company had the
opportunity to enter markets
in the region and a chance to
better observe the market dy-
namics. Today, Giizelis reveals
the strength and success of
the brand by stating that they
have the largest jewelry factory
in Europe and the Middle
East and with this power

the opportunity to offer the
widest selection of models for
diamonds.

DIFFERENT DESIGNS AND PRICES
FOR EACH REGION

The company has a different
pricing policy and product
offerings in different markets.
Giizelis, explains the differ-
ence in demand in Turkey and
other countries as follows: “In
the domestic market, classic
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Brands /Jewellery

styles like solitaire, five
stone and eternity rings are
preferred, whereas in foreign
markets trend products

and colored stone models
stand out. When it comes to
preferences we need to assess
each region in itself rather
than generalizing. Europe
and Middle East’s prefer-
ences are different”. Guzelis
states that they have ap-
propriate products for each
market and adds, “We iden-
tify the variety of preferred
products for each region and
offer different designs and
price range accordingly”.

TARGET MARKET IS MIDDLE EAST
Zen Diamond is constantly
working on expanding its
global sales network. Giizelig
says, “When we look at

the jewelry industry in the
world, the European and
American markets have
strong local brands that we
have to compete with”, and
adds “The situation is very
different in the Middle East;
strong brands are not yet
established.” For this reason,
Giizelis considers this area
more advantageous for
investment. He states that
their first store in the Middle

East opened two years ago in
Iraq and that they will con-
tinue to invest in the region
by opening stores in Qatar
and Kuwait.

THE DIAMOND SECTOR IN THE
WORLD HAS GROWN THREE-FOLD IN
25 YEARS, WHEREAS IN TURKEY THE
SAME GROWTH WAS ACHIEVED IN
THE LAST 5 YEARS.

When looking at the overall
situation of the sector,

Turkey ranks well ahead

of other countries in gold
jewelry production. Tur-
key has the second largest
production capacity after
[taly in this field. Turkey is
also a supplier to big chains
worldwide, yet diamonds are
somewhat overshadowed by
gold in the sector. Turkey’s
gold jewelry exports reach
15 billion dollars annually
whereas that figure is 50
million dollars for diamond
jewelry. Giizelis states that

EML BUZELIS

Zen Diamond Chairman of the
Board

With our strength in
diamond jewelry production,
we are able to respond to
different tastes and budgets.
We have an in house design
team. We share requests
from clients with the design
team, and produce the
desired model. We can also
make modifications on a
model in accordance with the
demands of our customers. In
addition to our design team,
we collaborate with jewelry
and fashion designers on
special collections. Ozgur
Masur, Alex Akimoglu, Deniz
Kaprol and Emel Kurhan

are designers who prepared
special collections for Zen
Diamond.

Turkey has a long way to go
in diamond production and
stresses that as demand in
the local market increases,
and more production experi-
ence is gained, Turkey will
grow stronger. Those days
might not be too far off. The
diamond sector in the world
has grown three-fold in 25
years, whereas in Turkey the
same growth was achieved in
the last 5 years.

Guzelis: “For the past

seven years, we are the
industry leader in the
export of jewelry in

Turkey.”
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BUROTIME IS PLANNING FOR EXPANSION
ATALLREGIONS

Long conference tables, functional work desks, comfortable
chairs ... Employees spend most of their days at desks in their
offices. Demand for modern, convenient office furniture is
growing with each passing day. Biirotime claims to meet that

demand.

a BY SIMGENUR GUDEBERK

VERY MORNING

we leave home, go to our
work place, pull our chairs
and start working. Some of
us spend hours at our desks
without getting up, some of us
get a tea-coffee break once in
awhile, leaving our desks only
then. An irrefutable fact is
that we spend a large portion
of our time in our office, at
our desks. With the increase
of time spent in the office,
our expectations about office
furniture have also changed.
In the past, product availabil-
ity was limited and delivery
times were long. Today how-
ever, thanks to the booming
sector and product diversity,
we are looking for furniture
that will address our needs.
Furthermore, we are more

design conscious. Biirotime,
ayoung and leading brand in
office furniture industry aims
to respond to this changing
demand. With functional
design and superior quality,
Burotime aims to become a
¢global brand by continuously
making a difference.
Biirotime is the leader of
office furniture industry with
its different designs and high
quality products. Com-
pany’s Chairman Huseyin
Tosunoglu noticed a gap in
the industry and addressed it:
On time delivery of office fur-
niture. Tosunoglu, explains
how they got to this point as
follows: “To resolve this com-
mon issue we have developed
a 72-hour delivery, a first in
the world.” Tosunoglu ex-

Burotime brand con-
siders it important to
manufacture its own
products to make a
difference.
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presses that with its superior
flexible production capability,
Burotime provides the fastest
delivery of office furniture in
the world.

BUROTIME JOINED TURQUALITY
PROGRAM THAT INCLUDES GLOBAL
BRANDS

Biirotime brand considers it
important to manufacture
its own products to make

a difference. “We have our
own molding shop in our
manufacturing plant in
Konya; an example unique
in this industry” he says and
adds: “We built our strategy
on the foundation that we
have established a unique and
bold approach to respond to
an unmet need. We tried to
be unique rather than using
known products and meth-
ods” Biirotime has become
abrand that contributes to
"Turkey’s exports by joining
the Turquality program that
includes strong and global
brands.

TECHNOLOGICALRENOVATION
ATTHE FACILITIES IS VERY FAST
Innovative approaches are
decisive for competition in the
furniture sector and Biiro-
time invests in R & D every
two years according to need.
Tosunoglu says, “Our facili-
ties are technologically very
capable and we are renovating
in a period of about 5-7 years.”
He adds that technological su-
periority leads to competitive
advantage. Tosunoglu states
that in 2013 the company
made an investment of over

5 million TL, and 5 to 10 per-
cent of their budget was spent
on investing in technology.

THE COMPANY EXPORTS TO

OVER 40 COUNTRIES

Birotime laid the foundation
of a new manufacturing facil-
ity located in Konya Orga-
nized Industrial Zone on a
land of 45 thousand m?, with
a covered area of 24 thou-
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sand. The brand continues
to expand its export range.
Tosunoglu says, “Today, we
export to over 40 countries
including France, Germany;,
Kenya, Libya, Lebanon,
Dubai, Qatar, Saudi Arabia,
Iran, Cameroon and the Tur-
kic Republics™ and adds they
want to keep the momentum
in exports they reached in
2013. Tosunoglu says they
will continue to expand into
regions such as North Africa,
Southern Africa and Central
Africa where there is most
opportunity in the office
furniture market.

OFFICE FURNITURE SECTOR WILL
GAIN MOMENTUM

The increase in demand for
branded products every day,
the importance of quality de-
sign for competitive advantage
as well as other developments
in the triggering fields, such as
construction, lead the sector
to become more qualified

and competitive. Tosunoglu
explains his expectations from
2014 as follows: “ We expect
the conscious consumers

who want more to drive the
demand for modular and mul-
tifunctional designs. In this
regard, 2014 could be a year in
which the sector growth gains
momentum’.

Biirotime considers
participation in domestic
and foreign trade fairs very
important as these venues
give the company opportu-

30

 COMPANYSEXPORT.
RATIOIN SALES

UMBER OF
PRODUCTS OFFERED
BY BUROTIME

100

NUMBER OF PROBUCTS
EXPORTED

“Our 2023 vision is
to expand our reach
around the world

in all geographies
We can access as
Biirotime brand.”

nity to explain their differen-
tiating factors to consumers.
For this reason, the company
plans to continue to attend
fairs in 2014 to bring their
products to end-users. “Our
2023 vision is to expand

our reach around the world
in all geographies we can
access as Biirotime brand,”
says Tosunoglu. He plans to
strengthen the company’s
position in countries where
they export and make Biiro-
time a memorable brand for
these customers.

AMORE GLOBAL DESIGN APPROACH
Tosunoglu believes that
design makes a difference

in office furniture industry.
He says, “We want to lead
the development of a more
global approach to design by
working with designers from

all over the world”. On the
other hand, Biirotime has
embraced social responsibil-
ity through Health in Office
movement, and wants to
strengthen this initiative and
aims to become a leader in
developments in ergonomics,
first in Turkey then abroad.
The brand’s short and
long-term plans are set. “ In
the near future, we plan to
increase our export rate by 15
percent, and the number of
countries we operate in to 50.
In the longer term, we need
to be selling our products in
the United States and Russia
in order to qualify as a global
brand”, says Tosunoglu. He
stresses that they are work-
ing in accordance with local
and global targets they set.

APPROXIMATELY 100,000 PRODUCTS
ARE BEING EXPORTED

With the scheduled manufac-
turing site to be completed in
2014, the total covered area
Burotime operates in will be
94 thousand m?. The produc-
tion capacity is expected to
increase by about 25 percent
when the new plant, built to
add capacity, begins opera-
tions in 2015.

Biirotime was awarded the
title of “Furniture Manufac-
turer with Highest Exports”
by the Central Anatolian
Exporters’ Union (OAIB) in
2012. The company, which
exports to more than 40
countries, is working towards
reinforcing brand awareness.
“We not only make sales but
also represent our country in
these countries”, says Tosuno-
glu. He also states that they
export 30 percent of their
current production, which
is approximately 100,000
products annually, and they
have great response to their
products in foreign markets.
Operating through 70 dealers
in Turkey and 40 abroad,
Biirotime offers consumers
high quality office furniture.
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UNBEATABLE IN INDUSTRIAL ROBOTS;

ALTINAY

The pioneer and leader of industrial robots in Turkey, Altinay
Robotic Technologies aims to export $ 45 million in 2014 with
aradical increase compared to previous year. The founder and
General Manager of the company Hakan Altinay evaluated the
company’s goals for the next term and the work needs to be done

in the innovation field.

a BY BARAN KARAKUZU T BY CANER OZKAN

HE FOUNDATIONS

of Altinay Robotic
Technologies was laid in 1990
when Hakan Altiay was a
Research Assistant in college.
Altinay find opportunities to
do research at an academic
level by developing industrial
robot technology for indus-
trial applications and built
Turkey’s first 5-axis articulated
industrial robot ‘Altinay - 1.
Altiay established Turkey’s
first technology development
center ['TU - TEKMER under
the aegis of the Ministry of

oe--y,
Lﬂ[lﬁl. \.

“ A robot created to be
used for the ceramic
industry leads a way
to other technologic
inventions in order to

Industry in 1991. Altmay built | develop the particular

the first 6-axis industrial robot

industry. “

and changed Turkish innova-
tion history in 1998. Finally he
established his own company,
Altinay Robotic Technologies
in 1994. About some of their
projects which are important
at anational level Altinay says,
“This success which increased
our national self-confidence
showed us how important
that it is to produce and
globalize our technology by
taking little financial support.”
Altinay aims to grow more by
developing robotic technol-
ogy and industrial projects

for national and international
industries.
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Altinay aims to grow more
by developing robotic
technology and industrial
projects for national and
international industries.

THE ONLY TURKISH COMPANY IN
AUTOMOTIVE ROBOT AUTOMATION
The company that it’s esti-
mated turnover totals in 150
million TL in 2014, provides
assembly lines, defense
industry projects, manu-
facturing and installation
services for domestic and
international automotive
factories since 2010. As a
result of sales and installa-
tions which has been done
so far in Morocco, Romania,
Slovenia and Russia, Altinay
became the first Turkish
company that provides
service for main automo-
tive industry in robotics

and automation sector. The
company will manifcture a
new body assembly line for
Ford Russia and devise di-
rect defense projects for the
United States. Along with
the new project received,
company ‘s 2013 exports
totaled in $ 10 million will
rise up to 45 million dollars
in 2014 which is an increase
of over 400 % compared to
last year.

Altinay Robot Technolo-
gies Inc. provides services to
national and international
institutions with it’s 900
thousand hours of strong R
& D engineering experience,
more than 100 engineers
and 193 employees with dif-
ferent academic degrees in
automotiv industry, supplier
industry, body production
technologies, furniture/
appliances/ glass/ food tech-
nologies, electric tools and
energy storage technolo-
gies, healthcare technology,
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automated robotic parking
systems and renewable
energy systems.

ROBOTICTECHNOLOGIES ARE USED
IN DIFFERENT SECTORS
Altinay Robotic products are
not only related to robotic
technologies, the company
also developes technologies
for the industry it self. A
robot created to be used for
the ceramic industry leads a
way to other technologic in-
ventions in order to develop
the particular industry. The
company started producing
robot applications for auto-
motive industry in 2001 and
specialized in many practices
since then. Along with all
these, Altinay works in dif-
ferent fields such as energy
storage, wind turbines and
high-current battery tech-
nology and defense industry.
Altinay expanded the
company’s range by provid-
ing services for Romania
and Slovenia in 2018. This
year Altinay will be work-
ing for Russia and U.S.A.
direct exports to the U.S. in

defense, while working in a
new vehicle’s complete body
assembly line in Russia.

“WEGOTNO OPPONENT IN THE
FIELD OF INDUSTRIAL ROBOTICS “
In order to have a competi-
tion with engineering and
technology giants around
the world, Turkey needs
more loan options and a
stong political will who
would support innovative
approaches. Altinay says,
There are academic stud-
ies in robotics but there

is no second option apart
from Altinay in industrial
production.” Underlining the
fact that robotics requires
competence in multiple
practices, Altinay says post-
production, marketing and
technical support are also
crucial in order to achieve
success.

As Altinay reminds, steps
needs to be taken for the de-
velopment of innovation in
Turkey. “ We can implement
our science, technology and
industry objectives by get-
ting more organized, work-

193

NUMBER OF ALTINAY
EMPLOYEES

S

MILLION

THE COMPANY'S EXPORT
TARGET OF 2014

10

MILLIONTL

THECOMPANY'S TURNOVER
TARGET OF 2014

900

THOUSAND HOURS

THECOMPANY'SR & D
ACCUMULATION

ing harder and finding better
strategies.” Altinay says. Key
to success is to ‘think big’ for
Altinay. The company aims
to establish infrastructure
abroad and have strategic
partnerships in order to
achieve improvement.

According to Altinay,
small and medium-sized
innovative firms should get
more support to be able to
reach 2023 export targets.
These companies are sup-
pose to focus on producing
technology, however they
struggle with training quali-
fied people, finding financ-
ing and customer in order to
survive.

“EXIMBANK SUPPORT WOULD
HELP US IMPROVE “

By pointing out that big
companies which operates
large assembly lines and
manage giant projects at the
same time needs more sup-
port; Altinay says: ‘Particu-
larly, a possible reduction
in deposit rates done by
Eximbank would create a
chance for engineering and
technology firms that needs
credit in order to compete
with international compa-
nies. Underlining that the
most difficult thing is to
develop new technologies,
Altinay says if Turkey man-
ages to convert developed
tecnology into a corporate
form, 2028 targets will
become achievable.

Altinay aims to establish
infrastructure abroad
and have strategic
partnerships in order

to achieve improvement.
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REBORN FROM THE ASHES:
KAYALAR KIMYA

Kayalar Kimya who had a troubled period
after a fire broke out in the factory in
2012, managed to achieve goals without a
break down by the solutions developed in

a crisis.
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5 BY SIMGENUR GUDEBERK

APID AND SUCCESSFUL
growth chart, a sig-
nificant export potential,
A 8reign investor comes
n parallel with all this...
verything was going

one of the most important
companies in Turkey until

ust 2012. Wﬁi&e ata
meé road, mdybe a
new 1n¥estm tdken

in preparaﬂzr%‘}ya'

smoothly for Kayalar Kimya,

"“in this regard should have

Kimya CEO Ersin Kaya
recieves a terrible phone call.
Soon he finds out about a
fire broke at the company he
inherited from his father and
the 70 million euros damage.
Gladly, it didnt last very long
for Ersin Kayalar to over-
come this shock. Measures

be taken quickly and he was
supposed to stop production
of the factory.
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Ersin Kayalar who planned
an ergent meeting for the
next day and made the fol-
lowing decision that would
save Kayalar Kimya from the
brink of bankruptey: “We will
divide our workers into 17
small facilities and continue
production. “This decision
made Kayalar Kimya ready to
produce again in 3 days after
the fire. 350 employees of
Kayalar Kimya divided into
17 facilities quickly began
production. In this process,
anew factory cost 25 million
euros was built where the old
one was located and Kayalar
Kimya closed 2012 with
grown targets.

THEY WORK IN ATHOUSAND
SQUARE METER R & D LABORATORY
A restructuring example
which can be very rarely
found in the market;
Kayalar Kimya’s passion

for profession and success
started in 1976 when Yilmaz
Kaya founded the company.
Flagship of Kayalar Kimya,
Geng Wood Coating Sytems
which started production in
1979 under its own brand
has become a leader in the

industry with it’s innovative
approach.

The company works in order
to improve the production of
furniture paint and varnish
in 1000 square meters R&D
laboratories equipped with
the latest technology equip-
ment with professional and
experienced R&D staff. It
ensures maximum quality by
following the new technology
in the industry and increases
the variety of products
through new R&D activities.

The current leader of the
market in Turkey with a
23% share, Gen¢ Wood
Coating Systems produce

Kayalar Kimya
which has large

shares in Iraq,
Azerbaijan and Algeria

currently, plans to
grow and increase
competitiveness in
internal and external
markets in 2014.

furniture varnishes and dyes
in European standards by
integrating the know-how
which has been gained from
Europe since 2002 into R&D
structure.

Works of Kayalar Kimya was
crowned in three categories
with a total of four awards in
the ‘3" Chemical Substances
and Products R&D Projects
Market’ coordinated by
Turkey Exporters Assem-

bly (TIM) in coordination

of Istanbul Chemicals and
Chemical Products Exporters
‘Association (IKMIB) and
Mediterranean Chemicals
and Chemical Products
Exporters” Association
(AKMIB). Kayalar Kimya’s
success in UV systems was
proved with their “ Water
Based UV Curing Varnish
and Paint Refinishing System
Development” project which
brought the company one of
the awards in the ‘8" Chemi-
cals and Chemical Products
R&D Project Market.

PRODUCES 800 INDIVIDUAL
PRODUCTS WITH MAXIMUM SPEED
AND SAME STANDARD

Kayalar Kimya is a managing
32 thousand square meters
manufacturing facility with
an annual capacity of 80
thousand tons. The company
is using advanced technology
automation which can man-
age about 3 thousand 700
points from a single control
room. In this way, the com-
pany is able to produce 800
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different high quality prod-
ucts in the same standards
and at a maximum speed.
Kayalar Kimya which has a
7 thousand square meters
stock area operates varnish,
paint and alkyd production
in many categories such as
UV, water-based, polyure-
thane, cellulose, acrylic, syn-
thetic and polyester. Closely
following the latest technol-
ogy and developments about
human health and environ-
ment sensitive, water-based
product, Kayalar Kimya
works in order to spread the
products to market, increase
the use and meet the needs.

“STAR OF EXPORT “ KAYALAR
KIMYA EXPANDS

With its dealer network in
every corner of Turkey and
strong sales channels Kayalar
Kimya, blazed a trail in the
industry by opening an Geng
Wood Coating Systems office
in Spain which is one of the
most developed countries in
furniture market. Kayalar
Kimya who becomes famous
in the international arena,
exports to 42 countries with
Geng¢ Wood Coating Systems
including Russia, Turkic Re-
publics, Middle East, North
Africa and Eastern Europe.

At the ‘Star of Export 2013’
ceremony organized by
Istanbul Mineral and Metals
Exporters’ Association (IM-
MIB), Kayalar Kimya, Geng
Wood Coating Systems was
selected as the ‘star of export’
in paint - varnish and inks
category. Kayalar Kimya was
one of the companies con-
tributed to Turkey’s 151.7 bil-
lion ‘record’ export of 2013.
Kayalar Kimya goes into the
top 100 among worldwide
chemical companies and the
top 5 in Europe with it’s cur-
rent production capacity. The
company seems determ ined
to offer new products and
features to the customers in

order to sustain competitive-
ness in the market.

Kayalar Kimya which has
large shares in Traq, Azer-
baijan and Algeria currently,
plans to grow and increase
competitiveness in internal

and external markets in 2014.

This year’s target for Kayalar
Kimya is to reach coun-

tries where furniture sector
develops such as Romania,
the Czech Republic, Slovakia,
Hungary, Indonesia, Taiwan,
Malaysia, Bangladesh.

Kayalar Kimya goes
into the top 100 among

worldwide chemical
companies and the top
5 in Europe with it's
current production
capacity.
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TANBUL

SHOPPINGFEST

P
e

Istanbul Shopping Fest

Istanbul is has been a capital for shopping and
trade through out the centuries housing the
historic shopping centers such as Grand Bazaar,
the largest covered market in the world. There
are also numerous small bazaars serving in the
historic structures of Istanbul with a

spirutual atmosphare. The most popular stuff
in those bazaars are gold, jewelery, leather and
rugs. Istanbul Shopping Fest will be organized
between June 7 and 29, 2014. Shops and
shopping malls will be open till late hours
several districts of Istanbul.
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01 Future Fish Eurasia
7" International Fish Imports/Exports,

02 Processing, Aquaculture and Fisheries Fair
BOAT SHOW 2014 33rd [zmir International Fair Ground
International Istanbul Boat Show 03 JUNE5-?
Halig Congress Center Future Fish in Euroasia will host over 300 domestic and
APRIL30 - MAY 5 04 foreign companies with their latest products and services in a
The fair will host national and international yacht .05 H'QOO m* area. The fair.will b? held f orthe 7t.h time in Turkey
manifacture and maintenance companies, yacht and mega Whlc,h has three coasts Wlth quite a big potential in fishing,
yatch brands, marina supplies companies, sailing and water 0B All klr{ds ofjlnnovatlve equipment such as fresh, f_roz.en
sports supplies companies. 118 thousand square meters venue and pr chssed ﬁs.hery products, aql}apulture, ﬁbhl,ng’ and
will host over 100 exhibitors, more than 260 brands and 07 processing machineries will be exhibited at the fair.

120 boats from 3 to 42 meters long. More than 20 thousand

visitors are expected to attend the fair. 08 Istanbul Medical Tourism Fair and Congress
Istanbul Congress Center
09 1-13 JUNE

“Procurement Committee “ of the Middle
10 East and Balkan Countries, African
Countries, Russian and Turkic - speaking
Countries will meet with exhibitors and
the fair is expected to host 10,000 local
and international visitors. Procurement

= : ) ~ Committee will be comprised of Ministry
13 —— 4 of Health officials, medical tourism travel
i companies, doctors, hospitals and clinics.

14
TURKEYBUILD REW Istanbul 2014 10™ Intemnational Recycling, Environmental
iSTANBUL 15 Technologiesand Waste Management Fai
Tilyap Exhibition and Convention Centre
16| | junerz-1a
REW Istanbul is the first and only international fair of Turkey

]l

" } 1 in it’s field. The fair will be hosting industrialists, organized
37 Yapr - Turkeybuild Istanbul 2014 industrial zone representatives, ministry of industry and
Tiiyap Fair Convention and Congress Centre 18 trade representatives, entrepreneurs and investors, ministries,
6-10 MAY | municipalities and government representatives, environmental
TurkeyBuild Istanbul continues to be the largest and most 19 industry professionals, academics and consultants. REW
important “ Construction Fair “ that brings together all the Istanbul attracts big buyers from the Balkans, the CIS countries,
components of the construction sector. With a 81,000 m? 20 the Middle East and North Africa to Turkey with it’s visitor
ground, 1,150 participants and halls divided according to profile that overlaps with Occupational Health and Safety
product groups, it has the distinction of being the largest fair 12l sector’s target audience.
in ‘ the Balkans, Russia and the CIS countries, the Middle East
and North Africa region 22 Eurasian Expo Tool-2014 Power & Hand Tool Trade Fair
Istanbul Expo Center
23 JUNE 26 - 28
EVTEKS 2014 20th Istanbul . . .
International Home Textiles Fair 24 Eurasian Power & Hand Tool Trade Fair Powered by Mitex
will host the world’s leading brands. The latest trends in the
CNR Expo Center ) . o .
MAY 21-25 95 industry will be presented along with live demonstrations.
More than 10,000 visitors are expected to attend from Turkey
EVTEKS is a fair that is and neighboring countries.

26

27 171 [] ]
28

29 ]

30
31 @/ \—/ e

followed enthusiastically

by the global exhibition
industry professionals each
year. EVTEKS contributes
immensely to Turkish home
textile industrialists, European
manifacturers and markets. The
latest developments in home
textile trends will be exhibited
this year with the participation
of more than 200 brands.
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GROWTH EXPECTANCY
IN THE GLOBAL

According to International Monetary Fund I

(IMF) the world’s total trade volume of goods

and services are expected to increase by 4.5% il | ~’-w
in 2014. On the other hand, World Trade — ==
Organization (WTO) estimates that the world’s

total trade volume of goods and services across

the globe are expected to increase again by 4.7%.

TARGETS FOR TRADES IN GOODS ARE
INCREASING WITH VISION 2023.

Turkey’s exports and imports continues to
increase steadly for Vision 2023 targets.

1o 0 o ~ 9 10 o) Lo Lo
al © o S T © SN oo < N © [SUINTo M =) g =
BB B ©E8YF I L &8883 B8 & =
2012 2013 2014 2015 2016 2023
EXPORT/
PORT 645 603 635 652 664 800
IMPORT EXPORT FOREIGN TRADE VOLUME SOURCE: REALISED FACTS - TUIK EXPECTATIONS - (MEDIUM TERM PROGRAM, MINISTRY OF DEVELOPMENT 2014-2016)

SECTOR'S PRIORITY:
THE MIDDLE EAST AND
CENTRAL ASIA

Turkish construction sector
distribution of services by region

neis
HMIDDLEEAST
S NARRICA
5 1 EUROPE & AMERICA
~ BASIAPASIFIC REGION

MAY-JUNE 2014 1SSUE 22



The Turkish Perspective 7]

il

v/—.

D

o,

Y /
@@

55

AN |

TURKEY IS THE RIGHT PLACE FOR
ENTREPRENEURS

Turkey left many competitors behind
with 6 days in business opening time.

POLAND 32
UKRAINE 22
CZECH REPUBLIC 20 FOREIGN INVESTORS HAVE ACCESS TO
BULGARIA 18 QUALIFIED PERSONNEL
R U S S ”-\ 18 SOURCE: REPUBLIC OF TURKEY PRIME MINISTRY INVESTMENT SUPPORT AND PROMOTION AGENCY
SLOVAKIA 16
ENGLAND 3 BULGARIA 40
SLOVAKIA 53
OFCD 12 :
ROMANIA 53
GREFCE il
UKRAINE 56
ROMANIA 10
9 HUNGARY 56
CROATIA ENGLAND 58
USA 6 RUSSIA 59
TURKEY 6 FRANCE 59
HUNGARY NS POLAND 6l
5 10 55 20 25 30 3 TURKEY 62
CZECH REPUBLIC 6,3
USA 66
SWITZERLAND 68
GREECE il

*FROM INLAND TOZONES 3195 2177 2.295 2668 2971 2887
FROMZONES TOOVERSEAS 5874 4914 4361 6.924 7070 7701
FROM OVERSEAS TOZONES 8248 5493 6.626 7253 7258 7490
FROM ZONES TOINLAND 7262 5174 5291 5801 5.754 5162
TOTAL TRADE VOLUME 24578 17757 18572 22646 23053 23240

00 10 20 30 4
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COMMERCIAL FREE ZONES ESTABLISHED IN TURKEY INCREASES EMPLOYMENT

57,010 people were employed in 19 Free Zone in 2013. In 2018, total trade volume in free
zones increased by 0.8 % to 23.2 billion dollars compared to the previous year.

SOURCE: FREE ZONES, OVERSEAS INVESTMENTS AND SERVICES DIRECTORATE GENERAL
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