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I ndicators of the second quarter are 
more optimistic In the U.S. economy; 

industrial production grew 3.5 percent. 
In addition to the acceleration in the 
post-crisis recovery in the EU, interest 
rate cut decisions and monetary expan-
sion received by the European Central 
Bank will continue to provide export 
growth aimed at the EU region and im-
prove outsourcing growth gained from 
this region in the coming period.

Growth of the Turkish exporters who 
-

ments continues in the EU market. 

exports to the EU have increased by 
15%. In addition to an overall improve-
ment in the market, improvements 
especially in the two most important 
export markets Germany and the UK 
led our exporters to evaluate these 
developments as ‘quite good’. Turkey’s 

quarter of this year by  contributing to 
our net exports up to 2.7 percent points 
were among the other developments 
which was extremely encouraging. 
Moderate growth of all sectors in the 
economy shows that we are in a ba- 
lanced and healthy growth trend. If we 
manage to protect the quality of growth 

visitors attended our events lasted for 2 
days. 77 award-winning works resulted 
in 3 different design competitions and 
an R & D project market have exhibited 
in Izmir. Anatolia Meetings will be per-
formed in Anatolia’s strong industrial 
and manufacturing provinces, Ankara 
and Gaziantep in the upcoming period.

different sectors were admitted to 

program Inovalig which we gave start in 
February. All our companies that values 
innovation will race in the project that 
is aimed to spread all over Turkey in 3 
years. In 5 categories, we will deter-
mine Turkey’s Innovation Champions. 
Also the top three companies in each 
category will get the chance to represent 
our country at the Innovation League 
European Championships.

We launched the new 4-year period of 
our Assembly with the general meeting 
held on June 7th accompanied by the 
Prime Minister, several ministers, po-
litical parties and civil society organiza-
tions representatives, 700 delegates and 
exporters association board of directors 
members, more than 40 ambassadors 
and consul generals and the representa-
tives of Turkey’s biggest 1000 company 
exporters. We have given to our country 
553 billion dollars as Turkey’s dynamic 
exporters in the 2010-2013 period 
which covers the last 4 years. We walked 
around in every region of the world. If 
the next four years we are planning to 
bring about 800 billion dollars of fo-
reign exchange to our country. We think 
that the key to Turkey’s sustainable 
growth and to stand out in the global 
competition is exports. We believe that 
we will achieve our 2023 targets with 
the enormous effort of our exporters 
and the support of our government.

Editorial

EXPORT CONTINUES TO 
DRIVE TURKEY’S ECONOMY 
While recovery in the advanced economies is 
accelerating, base of economic growth in Europe is 
expanding. 

MEHMET BÜYÜKEKŞİ  
PRESIDENT (TIM)

in this improvement and unless there is 
any deterioration in global or political 
conditions; the possibility of achieving 
this year’s %4 growth target with a bet-
ter quality growth composition makes 
us happy.

We countinue to focus on our R&D, 
innovation, design and branding 
projects aimed at increase in quality 
exports and  high value-added. “Turkey 
Innovation Week” was held with the 
participation of 27 thousand people for 
the second time last year. We decided 
to move it out of Istanbul this year. The 

Anatolia between May 29-30. 5,000 

TURKEY’S EXPORT VALUE  
FOR LAST 4 YEARS.

TIM’S  EXPORT TARGET  
FOR NEXT 4 YEARS.

BILLION

BILLION

553

800

$

$



The fastest growing economy among the OECD members with 
an average annual growth rate of 5.2% (OECD 2012-2017)

One of the fastest growing economies in the world and the fastest 
growing economy in Europe with an average annual real GDP 
growth rate of 5,1% over the past decade (2004-2013)

More than 37,500 foreign companies have already invested in Turkey. 
How about you?

16th largest economy in the world with over $1,1 trillion
GDP at PPP (IMF 2013)

A population of 76,6 million with half under the age of 30,4

Access to Europe, Caucasus, Central Asia, the Middle East and 
North Africa

Highly competitive investment incentives as well as exclusive 
R&D support

Around 610,000 university graduates per year
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TIM’S PLENARY SESSION WAS HELD
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T HE THIRD airport, 

-
lion passengers on a yearly 

-

million, and investment 

by Limak-Cengiz-Mapa-

-

million m

A CCORDING 

-
-

INCREASE IN THE EXPORT OF HOME TEXTILE

HOME TEXTILE

AVIATION
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TURKEY STRENGTHENS ITS CLAIM IN AVIATION

attended.
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EXPORT STATUS AND 
TARGET OF TURKEY

151.8
EXPORT VALUE IN 2013

BILLION DOLLARS

500
EXPORT VALUE IN 2023

BILLION DOLLARS

%13.5
ANNUAL INCREASE IN 

AVERAGE IN 2013

2003-2013

%12.5
ANNUAL INCREASE IN 

AVERAGE IN 2023

2013-2023

%0.81
WORLD’S MARKET SHARE 

IN 2013

%1.5
WORLD’S MARKET SHARE 

IN 2023
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EXPORT IN MAY 
SET A NEW 
RECORD

W HILE 

TURKISH 
AIRLINES 
INTRODUCES 
NEW CATERING 
CONCEPT

TURKISH Airlines, 

-
pletely renewed its on-
board catering concept in 

concept offers lots of 

brewed tea served from a 
“samovar” in traditional 

will be applied across 

completely renewed its 
-

all cabins.

EXPORT

%58.4
SERVICE SECTOR

%26.9
INDUSTRY SECTOR

%9.2
AGRICULTURE SECTOR

SECTORAL RATES ON GNP (2013)

B Y STATING 

-

-

a re-balancing process again”. 

economic activity indicators were 
-

World Bank is 
Optimistic for Turkey
from 2.4 percent to 3.5 percent in the report titled 

“Turkey’s Economy Note”.

INVESTMENT
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THE ISSUE OF 
-

53 Percent Increase 
In The Export 
Of Steel Pipes

TURKISH 
AIRLINES 
PIONEERS NEW 
SEATS FOR ALL 
ITS AIRCRAFTS

-

-

BOSCH 
TRUSTS 
TURKEY

-

-

-

AVIATION STEEL PIPES

JULY-AUGUST 2014  ISSUE 23

Heart By-Pass  

Hip Replacement

Knee Replacement

Bone Marrow Transplantation

HEALTH SERVICES PRICE COMPARISON ON COUNTRY BASIS ($)

Source: Handbook of Medical Tourism, 2012 Ministry of Health
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%22.7
INCREASE OF 

DOMESTIC FLIGHTS

%14.8
INCREASE OF 

INTERNATIONAL 
FLIGHTS

T -
sengers increased by 

TURKISH AIRLINES’ 
NUMBER OF 
PASSENGERS 
INCREASED BY 18 
PERCENT

million. 

W

TURKISH SERIES 
CONTRIBUTE TO THE 
TOURISM

the image and tourism of Turkey. 

AVIATIONTV SERIES

INVESTMENT

S

-

-

TURKEY IS IN THE SPOTLIGHT FOR US 
INVESTORS
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tion, excellent connectivity to East and West, and a young labor 
force are also key factors that will contribute to success.  Still, all 

premiere league standards if the country is to succeed.  But, how 
does Turkey fare in its recent export performance and what needs 
to be done on the way to 2023 to enhance the contribution of 
exports to sustainable high growth?

Panorama
KAMER KARAKURUM ÖZDEMİR

SENIOR ECONOMIST
WORLD BANK

Accordingly, the authorities’ ambitious development vision for 
2023 includes a prominent role for exports. Turkey aims to be-
come one of the ten largest economies in the world by 2023, with 
per-capita Gross Domestic Product (GDP) rising to US$25,000 
and exports to US$500 billion. Turkey has a success story to 
build on, as evidenced by its impressive reforms since 2001 and 
its quick rebound from the global crisis.  Size, geographic loca-

KEY IS EXPORTS
A competitive exports sector is one 
of the key engines for a sustainable 
transition to high income. 

JULY-AUGUST 2014  ISSUE 23
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TURKEY’S EXPORT PERFORMANCE SINCE 2002 HAS BEEN STRONG – AS 
MEASURED BY A VARIETY OF INDICATORS
Amid a conducive global environment, progress in advancing 
structural reforms domestically, and with Turkey’s companies 
modernizing under competitive pressure, between 2002-2011  
exports grew 15 percent a year on average in dollar terms, 
more than six percentage points above the average global 
growth of exports, and as much as the pace of expansion in 

markets and its export product mix. At the same time, Tur-
key’s global market share rose substantially from 0.55 percent 
of global imports in 2002 to 0.82 percent in 2012. The qua- 
lity of exports also improved. In 2002, the absolute majority 
of exports (64 percent) was concentrated in products which 
were sold at a unit price in the bottom third of the price distri-
bution in the same destination market. By 2010 the majority 
of products were sold at the middle or high end of the quality 
range. Export quality has improved remarkably in particular 
in those sectors where quality standards 
matter most, such as machinery.  

WHAT ARE THE CHALLENGES GOING FORWARD?
Achieving Turkey’s export target is possible 
but it will require further gains in global 
market share. With the recent slowdown 
of growth in both advanced and emerging 

from the ‘pull’ of growing global demand 
as it did over the past decade. The need to 
gain global market share establishes the 
critical importance of competitiveness for 
the Turkish export sector and sets out an 
agenda that is based on continued subs- 
tantial increases in productivity, driven by 
innovation and focused on quality. 

Although Turkey’s exports are one of the 

countries, they are dominated by goods 
and sectors that have experienced only mo- 
dest growth in global terms. In addition, 
while Turkey has dramatically increased its 
medium-technology exports, it stagnated in 
high-tech exports. Indeed, relative to peers, 
Turkey’s product composition has exerted a 
strong downward bias on export growth. In other words, Tur-
key lacks a comparative advantage in higher growth products.  
Since these products are relatively distant to the country’s 
current export basket there are only a few low cost opportuni-
ties for Turkey to shift to a more dynamic export composition.  
Instead, changes in the export basket will require investments 
and the upgrading of Turkey’s skill base.

At the same time, there are great opportunities for greater 
value addition through the integration in global value chains 
(GVCs). While Turkish companies in key sectors of the 
economy have successfully integrated into GVCs, Turkey spe-
cializes in assembly and low value added segments. Because 
the country’s presence is strongest in sectors with longer than 
average value chains, the opportunity for upgrading along 

pre-production design and R&D and post-production mar-
keting and specialized logistic activities. Key supporting fea-
tures are Turkey’s low trade costs and well developed logistics 
infrastructure, particularly when the country is benchmarked 
against competitors with similar income levels.  

AN EFFECTIVE POLICY AGENDA FOR COMPETITIVENESS NEEDS  
TO FOCUS ON PRODUCTIVITY
The key question, then, is “How can Turkey move up the value 
chain?” The answer is not simple. Yet, upgrading the existing 

that ‘pick winners’ among products and sectors. Instead, ad-
dressing the factors that limit productivity growth will be key 
to success. The following are among key policy areas that need 
to be part of this agenda:

(i) Technology upgrading, innovation, and experimen-

upgrading exports. Technology upgrading and absorption is 
an important determinant of value added 
growth and primary channels for these 
are FDI, import of intermediates and 
investment in R&D. Turkey has far from 
exhausted its potential to attract FDI, 

over the past decade. A coordinated 
strategy to make Turkey more attractive 
as an investment destination for multina-
tional companies as well as for innova-
tion by domestic industry leaders would 
go a long way towards upgrading Turkey’s 
technological capabilities to premier 
league level.

(ii) Higher value added exports will 
require more skilled labor, particularly as 
the global digitalization leads to a decline 
in the relevance of Turkey’s labor-cost ad-
vantage. Firms with a higher share of staff 
with university education and relevant 
skills tend to show higher productivity. 
A more educated workforce, essential to 
adopting new technology, is also likely to 
attract higher foreign investment into the 
country. As a result, upgrading the skills 
set of the workforce is an important ele-

ment of moving up the value chain in exports. Improving the 
quality of education through the school cycle is the most cost-
effective measure to enhance productive employment over 
the long run. In addition, enhancing the skills of the existing 
labor force is also crucial.

important for the upgrading agenda. Medium and long-term 
-

ments or credit rejection rates prevent many SMEs from 
realizing investments to upgrade or expand their facilities.  

through consistently stability-oriented macroeconomic policy 
and reforms of the institutional environment for credit and 
capital markets.

Turkey’s exports 
are one of the most 

middle-income 
countries. 
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TURKEY IS GROWING  
WITH HER NATURAL BEAUTIES 

Climate characteristics, superior landscape assets and rural elements 
of Turkey attract attention by their considerable suitability for 

examination, safari tours with 4x4 jeeps and nature sports.

TOURISM

BY BARAN KARAKUZU

JULY-AUGUST 2014  ISSUE 23
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I N 2013, Turkey became 
the 6th most popular 

touristic destination with 
35 million tourists. Turkey 
is unmatched in its region 
in terms of many kinds of 
tourism; and nature tourism 
activities, mountain and 
tableland tours especially 
organized for foreign tourists 
in the Eastern Black Sea and 
Mediterranean regions draw 
attention. 

THERE ARE 40 NATIONAL PARKS
Although foreign tourists 
visiting Turkey mainly prefer 
tour packages, sea, sand, sun 
tourism, they show inte-
rest in nature tours as well. 
Turkey, surrounded by seas 
from three sides, 26% of 
the surface area of which is 
covered by forests, and which 
simultaneously experiences 
four seasons, is a country 
located at the Mediterranean 
basin with her relatively 
intact natural beauties. Areas 
such as national parks, natu-
ral heritage protection sites, 
and natural monuments 
constitute eco-touristic 
centers of Turkey.  By 2013, 
there are 40 national parks in 
Turkey. 

THE AMOUNT OF WETLANDS 
SUSTAINS PLANT DIVERSITY
Anatolia, which is one of 
the richest regions across 
the world in terms of plant 
diversity, is also located at 
the intersection of the three 
of eight geographical regions 
around the world determined 
according to plant diversity. 
With the effect of this fact, 
while the number of plant 
species is 12,000 across 

for Turkey alone. We can say 
the same thing in terms of 
endemic plant diversity, too. 
Whereas there are 2,400 
endemic species through-
out the entire Europe, this 

The amount of wetlands 

in Turkey is able to sustain 
the plant diversity, too. 
Turkey possesses the richest 
wetlands of Europe and the 
Middle East with a total 

hectares. 

THE AEGEAN AND THE 
MEDITERRANEAN REGIONS STAND 
OUT
According to Turkish Tou-
rism Strategy 2023 prepared 
by the Directorate of Culture 
and Tourism, which aims 
to turn natural beauties of 
Turkey into potential for 
tourism, the region which 
covers Bolu, Zonguldak, 

Sinop provinces in the Black 
Sea Region, and “GAP Eco-

Tourism Corridor”,  drawing 
together the GAP corridor 
covering the interior parts 
of Antalya and the Winter 
Corridor, were determined in 
the Turkish Tourism Strategy 
to be the regions in which 
eco-tourism is to be deve-
loped with priority in terms 
of biological diversity and 
eco-tourism. Arnika Direc-
tor of Tourism, Culture and 

states that the Aegean and 
the Mediterranean regions 
attract more attention of 
foreign tourists in compari-
son to other regions in terms 
of nature tourism. Noting 
that Turkey demonstrates 
a full scale mosaic with her 
geographical regions and she 

needs to promote it at full 
scale abroad with a better 
presentation of her diffe- 
rences with respect to com-

infrastructure regarding all 
branches of nature tourism 
including trekking, rafting 
tours, caving, tableland tour-
ism, etc. 

In nature tourism, Se-
limiye in Marmaris, Dalyan 

Mountains in the Western 
Black Sea region, Sinop Ham-

Canyon in the Mediterranean 
region, Ayder and Pokut 

in Trabzon, and Mount Ida 
in the Aegean constitute the 
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most popular destinations 
that attract attention. 

9 OF THE MOST IMPORTANT OF 
EUROPEAN FORESTS ARE LOCATED 
IN TURKEY

General Director of Deep 
Nature Travel, rafting tours 
organized on rivers such 
as Dalaman, Çoruh and in 

sports in the Mediterranean 
such as canyoning and sea 
kayaking are some of the 
tours mostly preferred by 
tourists. The abundance of 

JULY-AUGUST 2014  ISSUE 23

EROL ŞAHİN

Arnika Tourism, Culture and 
Nature Tours Manager

Nature tourism, or, in other 
words, alternative tourism, has 
become more popular than 
sea, sand, and sun vacations in 
recent years. Foreign tourists 
usually attend such tours via 
an acquaintance in Turkey. 
Unfortunately, foreign tourists 
are brought to the country over 
all-inclusive system which does 
not pretty much contribute to 
the destination. They go to see 
the ruin from the hotel and then 
return to the hotel. The Aegean-
Mediterranean region is more 
popular in comparison to other 
regions in terms of both culture 
and nature tourism. We live 
in a very rich country in terms 
of natural beauties along with 
cultural riches.  

GÖKHAN ÖZKAN

Deep Nature Travel, General 
Manager 

In Turkey, nature tourism is 
demanded by both domestic 
and foreign markets and the 
market is expanding. Whereas 
tableland tours, one-day 
trekking tours, camping tours 
and adventure tours such as 
rafting and canyoning are 
prominent in the domestic 
market, weekly trekking 
tours, tableland tours and 
rafting tours come to the fore 
with respect to the demands 
from the foreign market. 
Participation of foreign tourists 
in nature tourism varies 
depending on their nationality, 
vacation expectations and 
age, and we can say that 
tourists from the North and 
Central European countries 
predominantly show more 
interest in nature tourism.

OKAN YENİGÜN

Buklu Tours, Nature Tours  
Organizer 

Turkey is a veritable nature 
tourism heaven. Turkey is not 
only a touristic attraction of seas, 
sand and sun for foreigners, but 
it also has a great potential in 
terms of nature tours. Back in 

the mountain ranges in Turkey, 
but later on this trend slightly 
declined. The most preferred 
region is the southern provinces 
of Turkey. The Lycian Way is the 
most popular location, followed 

Mount Ararat and the Taurus 
Mountains which are also points 
of attraction. Due to its climate 
and topography, Turkey has 
far better potential in terms of 
nature tourism. Although we 
attend many exhibitions abroad 
to introduce our potential in 
nature tours.

Turkey’s natural beauties and 
their coexistence provide great 
advantages in terms of tour-
ism. Natural wonders such as 
fairy chimneys in Cappadocia, 
travertines in Pamukkale, and 
many marvelous waterfalls 
and lakes spread over the 
entire country contesting each 
other’s beauty appeal to tour-
ists seeking all sorts of things. 
In addition, Turkey hosts 
many endemic species and 
displays an environment with 
very high biological diversity. 

-
ropean Forests” which include 
100 European forests that 
are most valuable in terms of 
biological diversity and which 
require urgent protection as 
suggested by World Wildlife 

were selected from Turkey. 

ALL-INCLUSIVE SYSTEM ADVER-
SELY AFFECTS NATURE TOURISM
The development of Turkey 
in terms of nature tourism 
is aimed to be enhanced 
further by improving the 
quality of touristic products 
and souvenirs crafted by 
local people as well as service 
and shopkeeping quality. 
Whereas all-inclusive system 
makes it attractive for tou-
rists to spend their holiday 
within hotel, it makes it 

historical and natural beau-
ties around them. In this 
regard, Arnika Director of 
Tourism, Culture and Nature 

all-inclusive system for tour-
ists be abandoned in regions 
where nature tourism is 
practiced. 

Areas such as national parks, 
natural heritage protection 
sites, and natural monuments 
constitute eco-touristic centers 
of Turkey.  



T HE INCREASE IN INCOME 

per capita within the 
country, popularization of 
information technologies, 
and a young population open 
to innovation constitute top 
major factors accelerating 
Turkey’s transition to an in-
formation society. Informatics 
sector grows percent on ave-
rage every year and has now 
reached a volume of 34 billion 
dollars. According to Turkish 
Political Research Foundation 
(TEPAV), there are more than 
2,300 software development 
companies approximately 
half of which are located in 
technoparks. 

FAVORITE OF ANGEL INVESTORS 
EU countries, North Africa, 
the Middle East, the Caucasus 
and Central Asian countries 
are among the major software 
export markets of Turkey. Ac-
cording to the Association of 
Software Industrialists 
(YASAD), Turkish software 
market, which had been real-
ized as 800 million dollars in 
the year before, reached 1.2 
billion dollars in 2012. Austra-
lia, Germany, France, Japan, 

USA are among the leading 
countries in the global software 
sector. According to Selahat-
tin Esim, General Director of 
Esim Software, Turkey needs to 
be one of the e-tigers in such a 

global market. The expansion 
of angel investor networks in 
Turkey and their utmost inter-
est in the software sector allow 
the entrepreneurs in this area 
to grow in an export-oriented 
manner together with foreign 
partnerships. In Turkey, the 
fact that 75% or 100% of the 
capital invested by angel inves-
tors in the enterprise is deduct-
ed from income tax assessment 
and this ratio increases up to 
100% if the project is support-

R&D elements offers great op-
portunities to angel investors, 
especially with respect to the 
software sector.  Further, with 
income tax exemptions provi-
ded during stock purchases and 

sales realized by angel investors, 
angel investors obtain a great 
tax advantage both at the time 
of investment and of stock sale 
and withdrawal. 

In Turkey, e-shopping has 
reached TRY 35 billion in 
2013 and e-commerce is ex-
pected to catch a good growth 
trend with domestic software 
support. According to Mar-
ketline’s May 2012 report, in 
2016, global software and ser-
vice sector is expected to reach 
a market share of 3,422.8 

increase in comparison to 2011 
and the annual compound rate 
of growth is expected to reach 
6.6% in the period until 2016. 
Selahattin Esim, General 
Director of Esim Software, 
states that export-oriented 
companies in the software sec-
tor draw attention particularly 
by their solutions for ERP, the 
Health sector, software devel-
oped according to the business 
activities of companies, e-
commerce, banking, docu-
ment management systems 
and software developed for the 
defense industry. 

37 COMPANIES WERE TRAINED  
WITH TETSOFT
Within the scope of TETSOFT 
Project for the Improvement 
of International Competitive-
ness (PIIC) created by the 
Union of Electricity, Electron-
ics and Service Exportation 
within Istanbul Union of the 
Exporters of Minerals and 
Metals together with NGOs in 
the sector, 37 companies were 
provided an advanced training 
for the purpose of improving 
exportation. 

INOVALIG POSITIVELY AFFECTS  
THE SECTOR
Whereas the software sector is 
the leading one among those 
in which innovation is the 
most effective, Fatih Project, 
which particularly aims for the 
spreading of information in 
grassroots and which is put into 
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TURKEY IS ON COURSE  
TO BECOME AN E-TIGER  
IN SOFTWARE 
Turkey plans to expand its export-oriented growth target 
to include software sector as well. Informatics maintains its 
growth in Turkey in parallel to the world. 

SOFTWARE

BY BARAN KARAKUZU



TURKEY AIMS TO BE A SOFTWARE BASE IN EMEA REGION
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practice by public initiative, 
both provides a great service in 
the area of education by public 
initiative and offers opportu-
nities to content producers 
through correct incentives and 
guidance. While domestic soft-
ware alone can sustain Turkey’s 
rapid growth, localizations of 
foreign software for Turkish or-
ganizations are not being used 

to infrastructure inadequacies. 
Due to the leading position of 
the sector in terms of innova-
tion development, software 
sector, as a part of informat-
ics, is the primary sector to go 
farthest in the future together 
with InnovaLEAGUE. 

IMPROVEMENT OF INTERNATIONAL 
COMPETITIVENESS IS THE AIM
Although the Information 
Technologies sector now 
depends on consumption and 
importation to a great extent, 
it has the potential of being 
a driving force behind the 
growth of our country with a 
correct strategy and relevant 
implementations. Selahat-
tin Esim, General Director 
of Esim Software, states that 
companies need to learn to 
cooperate in large interna-
tional scale works. In this way, 
conditions of competition of 
the developing Turkish private 
software sector are expected to 
improve.  

COMPANIES NEED TO LEARN HOW TO 
COOPERATE
According to the Governmen-
tal Program of 2014 issued in 

information technologies 
market is expected to reach 
12 billion dollars in Turkey. 
The Turkish software sector is 
expected to meet 2023 targets 
if government incentives are 
correctly utilized, regulations 
are fully implemented and the 
software sector gains collective 
mobility. 

GOVERNMENT SUPPORT FOR SOFT-
WARE CONTINUES
Turkey, depending on her own 
sources, develops sectoral solu-
tions as well as embedded soft-
ware in defense industry with 
small software developers and 
entrepreneurs and exports such 
software. Stating that Turkish 
software developers are aware 
of their own potential and they 

support in this regard, Ertan 
Barut Türk, General Director 
of Globalnet, describes what 
is required for the utilization 
of such contributions by the 
sector as follows: “In order for 
the entrepreneurs in the sector 
to reach the organizations that 
would meet the requirements or 
to achieve the scales that would 
enable growth, they need ad-
ditional resources and powers. 

WE MUST ESTABLISH 
PARTNERSHIPS WITH GLOBAL 
SOFTWARE GIANTS
Turkish software sector ex-
ports to many countries with 
entrepreneurial companies in 
defense, health, and telecom-
munication sectors. Re-
cently, in order to increase the 
potential of Turkey, Turkish 
software companies take their 
services to the international 
arena by promoting them 
in various expositions and 
increase their export poten-
tial. Regarding the software 
sector, Ertan Barut, General 
Director of Globalnet, says 
“in terms of production and 
exportation, the only sector to 
enable foreign exchange gain 
without foreign exchange loss 
is the software sector”. Stat-
ing that the added value per 
capita and the added value 
obtained from a product 
are higher in the software 
sector in comparison to the 
conventional production sec-
tor, Barut adds that Turkish 
software sector exportation, 
which is estimated to be 
above 500 million dollars, 
increases every year with 
the Conglomeration Study 
carried out by the Electri-
cal Electronics and Services 
Exporters’ Association (TET) 
within IMMIB (Istanbul 
Minerals and Metals Export-
ers’ Associations), which is 
among those supported by 
the Government, together 
with our Software Industrial-
ists Association (YASAD) 
which operates exclusively for 
the Software Sector. 
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ERTAN BARUT 

General Director of Globalnet

Since informatics is a horizon-
tal sector, it is observed that our 
Foreign Trade companies ben-

made for the purpose of ben-
-

gies in their foreign expansion, 
for instance they underutilize 
e-commerce possibilities. If 
our SMEs and Exporting com-
panies increase their IT and 
e-commerce investments, our 
software sector will also greatly 
contribute to the increase of 
our country’s exports. NGOs 
are developing policies in order 
to nationally support our  
National Software Sector. 

SELAHATTİN ESİM

Esim Software, General Director

Software and Informatics 
exports have displayed a 

last decade in parallel to the 
improvement of the economic 
data of the country. Turkish 
software sector exports to 
approximately 70 countries. 
Of the export destinations, the 
USA, Germany and the UAE 
are the top three countries. 
We can say that software 
and informatics service 
exportation, which amounted 
to 730 million dollars in 2010, 
approximated to 1 billion 
dollars by 2013. The economic 
development demonstrated 
by Turkey in the last decade, 
and her geopolitical position 
which also stands as a door 
to the Middle East incredibly 
draw the attention of those 
countries developed in terms 
of informatics. 

2015 EXPORT TARGET 
FOR THE INFORMATICS 

SECTOR

1
BILLION DOLLARS

2023 EXPORT TARGET 
FOR THE SOFTWARE 

SECTOR 

10
BILLION DOLLARS

 SOFTWARE EXPORT OF 
TURKEY IN 2013

500
MILLION DOLLARS

SOFTWARE EXPORT OF 
TURKEY IN 2012

479
MILLION DOLLARS
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N ATURAL STONES, which 
have been the oldest 

construction materials and 
can be used commercially once 
extracted, have been used in 
buildings and monuments 
in the past ages due to their 
strength and aesthetical fea-
tures. The use of natural stones 
have become more common 
over time and today, they are 
used in construction, coating, 

stone chips, porcelain and glass 
industry, optics industry and 
ornaments. 

Turkey owns about 40% of 
the natural stone reserve of the 
world and the types of natural 
stones found in Turkey include 
crystalline limestone, travertine 
limestone, conglomerate, brec-
cia and volcanic stones. Con-
sidering the marble reserves 
alone, Turkey has over 80 
different forms and over 120 
different colors and patterns of 
marble reserves. The natural 
stone and marble industry, 
which has become one of the 
most important sub-industries 
of the mining industry over the 
last 25 years, has a strong posi-
tion in Turkish economy. 

MARBLE EXPORTS IN 2006 EXCEEDED 
1 BILLION DOLLARS
The marble industry, which 
was included in the coverage 

entered a new era with the 
increase in the investments 

in the industry. The export 
potential has increased more 
and more during this period 
and the natural stone industry 

since 2002. The year 2006 
marked a great success as 
the marble exports of Turkey 
exceeded 1 billion dollars. The 
upward trend in natural stone 
exports was adversely affected 
by the economic recession in 
2008 and the exports dropped 

natural stone exports recovered 
in 2010 and reached a level of 
1,7 billion dollars in 2011.  

“THY CONTRIBUTED SIGNIFICANTLY 
TO THE INCREASE OF EXPORTS”

increasing also in the natu-
ral stones industry, which is 
the leader among the most 
exported mining product 
groups in this industry today. 

places and learn about new 
things. And this contributes to 
the increase of exports.”

“CHINA IS MORE THAN JUST A TARGET 
MARKET FOR TURKEY” 
In the natural stones industry 
where Turkey exports to 200 
different countries, China, 
America, Iraq, Saudi Arabia 
and England are among the 
top markets. The natural stone 
exports of Turkey to China in-
creased by 25.53% and reached 

and China became the leader 
among the countries where 
Turkey exports natural stones. 

such a great market as China. 
China is our top market for the 
natural stone market. I can’t 
even say our “target market” 
because China is more than 
just a target market for Turkey” 

-
dent of the Board of Istanbul 
Mineral Exporters’ Associa-

decision by the Chinese govern-
ment regarding the construc-
tion industry 2-3 months ago 
affected Turkey adversely and 
the major companies in the 
natural stones industry suffered 
1/3 or even 2/3 drops in orders. 
He also added that meeting 
will be held with the Chinese 

governmental decisions. Turkey 
intends to export natural 
stones worth 3 billion dollars to 
China, the top buyer of natural 
stones, in 2023. 

“THE AMERICAN MARKET WILL 
RECOVER WITHIN 1-2 YEARS” 
The United States of America 
ranked the second among the 
countries where Turkey exports 

-
lion dollars in 2013. Before the 
recession in the construction 
industry in the USA 7-8 years 
ago, this country was the top 
buyer of natural stones for Tur-
key. While it ranks the second 
after China today, the USA is 
still an important market for 

NATURAL STONE OPENS UP 
TO THE WORLD 
One of the most successful countries of the world in the export 
of natural stones, Turkey aims to introduce Turkish natural 

well as becoming more competitive in the current markets and 
reaching to new markets. 

NATURAL STONE

BY SİMGENUR GÜDEBERK

The exports of Turkish natural 
stones industry reached 8.4 
million tons corresponding to 
2.22 billion dollars in 2013. Ali 

the Board of Istanbul Mineral 
Exporters’ Association, said 
that this upward trend in min-
ing and natural stones industry 
in particular in the recent years 
is a result of several factors: “As 
a result of the amendments in 
the Mining law, the number 
of mining licenses and of the 
mines increased. We’ve reached 
this point thanks to the incen-
tives by the state, the exhibi-
tions held and the support of 
the workers, employees and 
exporters in the natural stones 
industry. Turkish Airlines has 
also contributed much to this 
success. Each new airplane 
bought and each new line 
started by THY adds to the ex-
ports, because people go to new 



the construction industry in 
the USA is recovering rap-
idly and said “The American 
market will have recovered 
completely within 1-2 years. 
Then we will be selling more 
to them.” 

THE DEMAND FROM INDIA FOR 
NATURAL STONES HAS INCREASED 
While doing business with 
China and the USA in the 
natural stones industry, 
Turkey also explores new 
markets. India is the most 
prominent country among 
these markets. It is forecasted 
that India will become one of 
the most important buyers of 
natural stones within the next 
20-30 years. Mentioning that 
the only problem about the 
Indian market is the quotas, 
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Natural stone, which is 
the most exported product 
group in the mining indus-
try, maintains the upward 
trend in exports in 2014 as 

of 2014, the exports of Turk-
ish natural stones industry 
achieved an increase of 
15.23% and reached USD 
326,825,000 (compared to 
the same period of 2013) 
which corresponds to a 
quantity of 1,123,000 tons 
with an increase of 6%. 
Expressing his expectations 

the President of the Board of 
Istanbul Mineral Exporters’ 
Association, said “We will 
consider ourselves successful 
if we can reach 2,5 billion or 
2,6 billion dollars at the end 
of the year.” 
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CENGİZ GEBEN

Basalt, granite and andesite 
are mainly used in the domes-
tic market. Basalt is the pioneer 
of natural stones. Granite also 
has a momentum but basalt has 
become prominent in recent 
projects. Basalt is preferred 
mainly for outdoors. It is used 
for landscaping, outer spaces, 
walk ways and pavements. We 
produced nearly 150,000 m2 of 

of this quantity to the domestic 
market, particularly Ankara and 
Istanbul. Except for municipali-
ties, we don’t prefer to do busi-
ness in the domestic market. 
Except for travertine, beige and 
marble, which are regional stones, 
the export of natural stones is not 
very strong. We need to mine our 
own stones and promote them. 
Beige and travertine, regional 

prices; that is to say they don’t 

challenge for us in terms of export. 

MEHMET TURAN

Bazalt

I think that Turkey has been 
gaining a strong position in 
the natural stones industry 
of the world. However, I 
don’t think that natural 
stones are utilized and 
promoted well. Turkey has 
many mineral resources that 
exist in no other countries 
and they are waiting to be 
discovered. And those which 
have been discovered need 
support. The marketing and 
promotion of natural stones 
is essential. We expect that 
the government support us 
for promoting our natural 
stones. 

MUSTAFA ALDEMİR

We barely met the demand 
from the domestic market last 
year; it was a great time for 

where there are vast basalt 
sources. We supply natural 
stones to almost every city in 
Turkey. We mainly do business 
with the buyers in Istanbul, 

Ankara. Since the demand 
in the domestic market is so 
high, exporting stones is of 
secondary importance for us. 
We are currently exporting 
to Iraq and Spain. We have 
been slightly affected by the 
mayoral elections this year. 
We expect that the market will 
boom after the eid. We intend 
to grow more in the domestic 
market and export basalt to 
Europe and tuff to the Arab 
countries. 

ALİ KAHYAOĞLU

President of the Board of Istanbul 
Mineral Exporters’ Association

Turkey intends to grow with 
natural stones in the global 
market. The economic problems 
of Italy and Spain, which have 
been the global leaders in this 
area, brought new opportunities 
for Turkey. Turkey is becoming 
an important player in the 
natural stone markets where 
Italy and Spain has lost power. 
We have been working hard to 
make the world prefer Turkish 
stones. We want to take part in 
important projects worldwide. 
We plan to place some natural 
stones from the Turkish 
companies to the windows 

architecture companies carrying 
out globally-important projects. 
Thus, a good image for Turkey 
will be created in this industry. 
Today people see Italy and Spain 
in catalogues. And we want to 
replace their names with ours.

a good demand from India 
but this demand can’t be met 
completely. Regarding the 
natural stone exports to India, 

-
erate our meetings with India 
in the upcoming days and dis-
cuss about the quotas. We will 
have the quotas raised and sell 
more to India.” He also added 
that India is “a good buyer”. 

2014 TARGET FOR THE MINING 
INDUSTRY: 5.6 BILLION DOLLARS 
The mining industry achieved 
an increase of 20.67% in ex-
ports corresponding to 5 billion 
and 43 million Dollars in 2013. 
Ranking the third among 
those industries in Turkey 
which increased their exports 
the most, the mining industry 
aims to reach 5.6 billion Dol-
lars in 2014. 

NUMBER OF 
FACTORIES

2000
 NUMBER OF SMALL 
AND MEDIUM SIZED 

WORKSHOPS

9000
NUMBER OF NATURAL 

STONE QUARRIES

1500
THE NATURAL STONES INDUSTRY IN TURKEY

ndian market is the quotas, 
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JEANS HAVE NO demo-
graphic limits, appealing 

to all consumers regardless of 
age, gender or social status, 
and they have a wide range of 
buyer’s markets, both young 
and old alike, and are continu-

fashion and export. Many 
domestic brands of Turkey, 
which is one of the leading 
countries in the world in terms 
of jeans manufacturing, design 
and branding strategies, rank 
among the most preferred 
domestic and international 
brands. 

ITS FABRIC WAS MADE IN FRANCE, 
ITS PRODUCTION BEGUN IN ITALY,  
IT BECAME POPULAR IN THE USA 
The fabric denim from which 
jeans are made takes its name 
from a city in France called 

-

factured in Genova, Italy. The 
large scale popularity of jeans 
was made possible when Oscar 
Levi-Strauss came to Califor-

th 
century and produced durable 
pants from canvas that was 
used in tent and wagon cover. 
A pair of jeans is often a must 
for modern individuals and 

-
ance for young people and the 
clothes item has become a part 
of everyday life. When the iron 
curtain was lifted in Europe, 
newly liberated countries 
adopted a new management 
order, and jeans experienced 
a golden age as a result in the 
demand for this particular 
item of clothing, thus leaving 
its mark on the daily clothing 
market of the 20th century. To-
day, jeans offer a wide range of 
models in the clothing sector 
all around the world. 

DENIM CLOTHING EXPORT GREW 
FOUR TIMES IN 11 YEARS IN TURKEY

-
tion of denim, one of the old-
est fabric types in the world, 
and clothes that are made of 
denim, increased in Turkey in 
connection with the develop-
ment of the textile and ready-
made garment industry. 
This brought about suc-
cessful export performance 
in Turkey in the 2000s. In 
2003, denim export exceeded 
1 billion dollars in Turkey. 
Between the years 2000 and 
2005, export reached 2 bil-
lion dollars with an increase 
changing from 14.7 percent to 
54.8 percent. Although there 
was a decrease in export of 
denim clothing in 2006 by 
3.7 percent, the sector pulled 
together in the next year and 
the export reached 2.2 billion 
dollars. While denim cloth-

percent in 2008, it increased 
by 7.2 percent in 2010 and 
reached 1.5 billion dollars. 
The following year denim 
clothing export in Turkey 
increased by 3.6 percent and 

-
lion dollars. Thus from 2000 
to 2011, the denim clothing 
export in Turkey increased 
four-fold.   

DENIM SECTOR GAINED UTTERLY 
DIFFERENT DIMENSION WITH 
TURQUALITY 
In 2004, when Turquality 
program took effect for the 

vision of creating 10 world 
brands in 10 years and took 
textile and ready-made gar-
ment sectors as plot sectors. 
State-supported Turquality 
that has given support to 
many brands in many ways 
since 2006 was originated 
from a branding roadmap 
prepared by a team that con-
sisted of representatives from 
Undersecretariat of Foreign 
Trade, Turkish Exporters 

REVOLUTION OF JEANS 
Jeans are the most preferred product in the denim clothing sector 
and draw the attention of consumers in the world market due to 
the various model options and high quality of Turkish brands.

JEANS

BY SİMGENUR GÜDEBERK

TURKEY’S DENIM 
CLOTHING EXPORT 

IN 2013

1.6
 BILLION DOLLARS

DENIM PANTS FOR 
WOMEN EXPORTED 

IN 2011

770.1
MILLION DOLLARS

THE SHARE OF DENIM CLOTHING 
IN TURKEY’S READY-TO-WEAR 
AND READY-MADE GARMENT 

EXPORT

9.9%
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Assembly, Exporters Unions 
and private sector and helped 
many brands and designer to 
open to the world. Until the 

companies have been evalu-
ated in the scope of Turqual-
ity project. 

DENIM PANTS FOR WOMEN AND 
MEN ARE BIGGEST EXPORTS
In 2011, 770.1 million dollars’ 
worth of denims pants for 
women were exported. These 
products took a share of 

denim clothing export. 
In the same year, denim 
pants for men took second 
place in the most exported 
denim products group and 
an export of 704.8 million 
dollars was realized. Denim 
pants for men took a share of 
45.3 percent in total denim 
export. 

DENIM CLOTHING EXPORT OF 1.6 
BILLION DOLLAR IN 2013
In 2013, denim clothing 
maintained their place in 
woven ready-made garment 
export in Turkey and denim 
clothing export increased by 
7.2 percent as compared to 

year 2012, raised from 1.5 
billion dollars to 1.6 billion 
dollars. 

In 2013, the countries 
where denim clothing was 
exported from Turkey at 
most are Germany, with an 
increase by 8.4 percent and 
an export of 274.7 million 

-

-
lars; Spain with an increase 
by 11.1 percent and an export 
of 186.3 million dollars. 

If we look at January-
March period of 2014 in 
denim clothing exportation, 
in this period a decrease 
occurred in denim clothing 
export by 0.6 percent and 
denim clothing export was 

420.2 million dollars. Re-
garding the countries where 
denim clothing was exported 
from Turkey at most, Ger-

dollars with an increase of 

the second place with an 
export of 57.7 million dol-
lars with an increase of 3.5 
percent and Spain took the 
third place with an export of 
53.4 million dollars with an 
increase of 2.3 percent. 

MAVI’S EXPORT TARGET FOR 2014: 
TRY 240 MILLION 
The market share of Mavi is 
at the level of 15.3 percent 
today. While increasing its 
market share in Turkey, Mavi 
continued to grow in global 
markets. “We opened 17 new 
shops abroad in 2013. We 
grew by 35 percent in Ger-
many. Our growth in Russia 
was realized 100 percent” 
stated Cüneyt Yavuz, CEO of 
Mavi, and he underlined that 
not only in jeans but also 
in the ready-wear market 
for women and men we 
became of the top 5 brand 
in the world and added; “We 
reached annual sales of 7 
million pairs of jeans”. 

Mavi, the leading com-
pany in the jeans sector from 
among 500 top companies in 
Turkey, is continuing to grow 
with its own companies in 
America, Canada, Germany, 
the Netherlands and Russia 
and with its strong distribu-
tors in Eastern Europe, the 
Middle East and neighbor 
countries. Mavi, whose an-
nual export was TRY 180 
million in 2013, is planning 
to open 3 stores in America, 
4 in Canada, 2 in Germany, 
4 in Russia, 2 in Iraq, 2 in 
Egypt and around 25 stores 
in total in the Middle East, 
Azerbaijan, Ukraine, Roma-

export target for 2014 is TRY 
240 million. 
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NEDİM ÖZBEK

Chairman of Denim Industrialist 
and Businessmen’s Association 

Today we sell denim pants 
and other fabrics to the world. 
Turkey’s biggest clothier 
mainly have 60-70 percent 
of export capacity. Although 
China and India may seem like 
a rival to us as a manufacturer, 
Turkey’s denim quality is more 
established. That’s why we see 
demand shifting from China, 
Egypt and Morocco to Turkey. 
The production here is also 
very fast. In terms of logistics, 
we are at the heart of Europe. 
It is no longer possible for the 
exports in denim sector to 
decrease in Turkey. Figures are 
increasing steadily and raising 
the bar. We had a good year 
in 2013, I think 2014 will be 
much better. I expect at least a 
15 percent increase. 

CÜNEYT YAVUZ

CEO of Mavi

We are targeting to strengthen 
our existence on the online side 
and make mavi.com one of the 

The number of our members 
for our CRM application 

Having them a perfect shopping 
experience, maintaining our 
place in the hearts of our 
customers is among our most 
important priorities. Mavi, 

in the ready-wear category 
in lovemarks, is targeting to 

million and reach more than 
400 stores by the end of 2014. 
Its target for 2017 is becoming a 
1 billion dollar company. 
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W HITE MEAT WAS being 
sold in Turkey at a loss 

of 1 lira in 2008; but now 
the producers are growing 
in the domestic market and 
are becoming better known 
in foreign market. White 

thousand tons with 21% of 
export increase in 2013. The 

-
sand tons in 2012. Parallel 
to this increase in Turkey’s 
export rate, broiler meat 
production raised as well. 
Saying that broiler meat pro-
duction in Turkey increased 
10 times in the period of 

about the expansion of the 
sector: “Between 2007 and 
2012, average increase rate 
of broiler meat production 
in the world was 15% where 
this increase rate was 54% in 
Turkey. The increase in Tur-
key is three times larger than 
world’s average and expan-
sion is believed to continue 
in the near future. In 2013, 
1.8 tons of broiler meat was 
produced in Turkey; we are 
ranked ninth among broiler 
producing countries. It is 
predicted that the industry 
will produce over 3 million 
tons of broiler meat in 2025”. 

who emphasizes Turkey’s 
broiler meat export reached 
660 million US dollars, with 
the increase of 16% in 2013; 
and they export 10% of their 
production capacity, 320 
thousand tons. 

Stating that annual turno-
ver of poultry meat industry 
reaches 11 billion Turkish 
Liras, in other words 4.5 US 
dollars, in 2013, Besd-Bir 
(Turkish Poultry Meat Pro-
ducers and Breeders Associa-

underlines that poultry meat 
export expands with new 
markets and receiving of new 

to the consumption trends of 
Turkish people, white meat 
consumption per capita in 
domestic market got ahead 
of the consumption average 
in Europe. European Union 
consumed 18.1 kg of white 
meat per capita in 2012 
where Turkey consumed 

consumption in Turkey 
reached 20 kg in 2013; Dr. 

kg in 2021. 

LARGEST MARKET IN IRAQ
In white meat industry, 
neighboring countries 
are considered the largest 
markets. Iraq has the leading 
role in this respect. Iraq used 
to import white meat from 
Brazil as Russia did before. 
However Iraq changed this 
application and diverted its 
course to Turkey, trusting 
Turkish standards. The fact 
that white meat coming from 
Turkey is delicious also af-
fected Iraq’s decision to prefer 

markets where the industry 
exports to as Iraq, Turkic 
Republics, Gulf Countries 
and some African countries. 
He says: “We will accelerate 
our efforts on creating new 
markets in 2014 so that we 
will achieve bigger export tar-

WHITE MEAT INDUSTRY  
TAKES WINGS
With the opening of barbeque season, the domestic market 
awakens while the white meat industry has been meeting 
demands in the foreign market on a large scale for many years. 
Turkey, among top ten white meat producers in the world, 
intends to export both to Japan, a huge white meat importer, 
and to Saudi Arabia, demanding halal food. 

WHITE MEAT

BY FİGEN AYPEK AYVACI
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emphasizes the facilities in 
Turkey produce under better 
conditions than the ones in 
Europe. He says: “Thanks 
to the integrated facilities 
of our companies, produc-
tion is performed with the 
concept of from facility to 
table. So we can provide the 
customers with broiler meat 
with best prices. That the 
production volume is very 
large enables consumers 
to have healthiest and best 
quality products with suit-
able prices”.

JAPAN AMONG THE TARGETS
Japan is one of the lead-
ing countries in the world, 
which imports broiler meat. 
As a result of dense ef-
forts of Ministry of Food, 
Agriculture and Livestock, 
the companies will be able to 

gets thanks to these markets. 
We intend to take our export 
to level of 450 thousand tons 
and foreign currency income 
to 770 million US dollars”. 
As the white meat market 
grows bigger, Turkish com-
panies target higher in order 
to take greater share from 

Chairman of Board of one of 
those companies, said they 
carried out 25 million US 
dollars of export in 2013, 
they also intend to raise this 
volume 4-5 times larger, to 

the greatest broiler meat im-
porting countries from Tur-
key are Iraq, Iran, Libya and 
Turkic Republics, also adds 
that they will start exporting 
their products to Arab and 
African countries those have 
strategic importance; and 
points out the market covers 
a geographically very large 
region. 

EU OPENS DOORS TO TURKISH 
COMPANIES
The European Union market 
is a very important one for 
Turkey, especially in terms of 
logistics. However, compa-
nies in white meat industry 
could not get access into 
this market for many years, 
because of various limita-
tions. Recently, that the 
result of report of “Residue 
in White Meat from Turkey” 
by EU Food and Veterinary 

the doors of this market to 
Turkish companies. Six com-
panies from Turkey obtained 

issue of how they obtained 
this visa: “That the facilities 
in Turkey are more modern 
and have more developed 
technology than similar 
facilities in Europe is a big 
advantage”. Pointing out 
that Turkey is number one 
in Europe for broiler meat 

DR. SAİT KOCA

Chairman of Besd-Bir

In our company, almost all 
of the production of poultry 

by companies those have 
integrated facilities. Integrated 
companies have a very strong 
structure and follow worldwide 
technologies and apply in their 
facilities very fast. As a result, 
poultry meat production in 
Turkey had a better position in 
Europe in terms of breeding 
conditions, slaughter houses, 
slaughtering, and hygiene. 
The industry improved also in 
terms of bio-security, breeding, 
feeding and feed grain quality. 
This means healthier and 
better quality broiler and better 
performance; so costs got lower 
and lower. This situation is 

consumption rates grow bigger 
and bigger every day. 

KESKİN KESKİNOĞLU

Industrialization of the white 
meat sector in Turkey began in 

-
ments were very new and the 
latest technology was always 
used. Our production is above 
European Union standards. 
The biggest market in white 
meat exportation is Middle East 
countries. The rising image of 
Turkey in the Middle East and 
trust in Turkish brands has had 

exported to the region and receive 

realized an export of 86 million 
dollars in 2013. Our target is to 
get above 100 million dollars in 
exports in 2014. Our most im-
portant markets are Iraq, Libya, 
Saudi Arabia, the United Arab 
Emirates and Africa.

İPEK ÜSTÜNDAĞ

In the year 2050, it is predicted 
that world population will 

food production will increase 
by 33%. Broiler meat is a very 
important protein source 
and it is being consumed 
by Turkish people gladly. In 

white meat and they consume 
broiler meat twice a week. 
Parallel to the development 
of the sector, annual white 
meat consumption per capita 
increased from 11 kilogram to 

Broiler meat was expensive in 

wise investments, companies 

made broiler meat production 
more quality, so prices 
decreased.

600.000
PEOPLE

EMPLOYED IN THE INDUSTRY.

770
MILLION DOLLARS

SECTOR’S SIZE IN 2014
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export white meat to Japan 
after some hygiene inspec-
tions. It is expected to reach 
huge export targets after 
adding new markets to port-

states that it is intended to 
reach 450 thousand tons of 
export and 770 million US 
dollars of foreign currency 
income in 2014. Apart from 
Japan, one of the target 
markets is considered Saudi 
Arabia. This country has not 
been importing white meat 
from Turkey for a long time, 
even though there is no risk 

some inspections by Saudi 
authorities in 2012, Saudi 
Arabia decided to restart 
import from Turkey. That 
Saudi Arabia asks for Halal 

is able to meet this need, is a 
big advantage for Turkey. 



T ODAY, UNLIKE Turk-
ish people became 

accustomed to doing, dried 
nuts are not consumed 
for pleasure, and they are 
considered to take place on 
the top of the list of healthiest 
food. The demand for almond 
has increased extremely in 
recent years. The annual 
dried nut consumption per 
capita in Turkey is around 3.5 
kilograms and this consump-
tion rate for almond kernels 
rose from 0.66 kilogram to 
1.1 kilogram in the period of 
2001-2011. The Chairman 
of All Turkish Dried Nut 
Industrialists and Business-

emphasizes the government 
promotions on dried nut pro-
duction bear fruit and there 
are good developments in 
dried nut export, also stated 
“The almond export was 66 
million US dollars in 2012 

2013, increasing 40 per cent. 

700 tons of almond export in 

200 tons of almond export in 
the year 2013”.

PROMOTIONS INCREASE EXPORT
Almond, one of the oldest 
fruit species of Anatolia, can 
grow almost anywhere in 
Anatolia except for the Black 

Sea Region. It is possible to 
grow good quality almond 
trees, bearing large amount 
of nuts, on soil with depth of 
minimum 2 meters and rich 
in terms of organic materials. 

trees in Turkey, 4.7 million of 
which bear nuts. For almond 
production, which brings 
twice or three times more 

-
cultural product, the Ministry 
of Forestry and Water Affairs 
initiates Almond Action Plan 
for the period of 2013-2017. 
In this respect, approximately 
8 million almond tillers 

hectares of area throughout 
the country. The Minister of 
Forestry and Water Affairs, 

states that the species whose 
fruits, leaves, seeds, peels and 

will be considered with prior-
ity, also emphasizes “We also 
took action for almonds, after 
walnuts. With this work, apart 

gained from the harvest, the 
improvement of welfare 
conditions of local people is 
the focus”.

TURKEY 4TH LARGEST ALMOND 
PRODUCER IN THE WORLD

-
national Nut and Dried Fruit 

tons of almonds were pro-
duced all over the world in 
the year of 2013, also accord-

Turkey produced 15 thousand 
tons of this and took 4th place 
in the list. We also see Turkey 
kept its place in average of 
the recent six years with 
14,375 tons of production. 
This means 2% of almond 
production of the world is 
carried out in Turkey. 

From the year 2005, the 
almond consumption in Tur-
key increased dramatically 
and its export rates expanded 
in years. Where export 

WORLD’S BEST ALMOND 
GROWS IN TURKEY
almond rod blossomed in Aaron’s hands, but from that day to 
this the fact that people love eating almond is obvious in the 
increase in almond consumption rates.

ALMOND
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MUAMMER ÇAPUTÇU 

In the light of increasing 
production of almond in 
Turkey in recent years and the 
fact that California, leading 
almond producer in the world, 
is expecting a huge drought, 
we may assume that the 
export rate of our country will 
arise in the near future.  We 
intend to achieve the target 
of 120 million US dollars by 
increasing our export to North 
African countries like Libya, 
Algeria, Egypt, Tunisia; and 
Middle Eastern countries like 
Iraq, Saudi Arabia, Iran and 
Lebanon in the ratio of 30-
40%. 

ELİYA ALHARAL  

Board

In 2013, Turkish almond 
exportation displayed a 20% 
increase in terms of amount 
and 36% in terms of value 
in comparison to 2012, and 

top-5 exporting countries 
are considered in terms of 
the highest increase in the 
amount of exports in 2013, 
these countries are seen 

Russian Federation, Romania 
and Iran. 

Almond is a valuable export 
commodity and demonstrates 
a high sales value. Increasing 
its share in our total 
exportation with required 
investments, it will contribute 
to the realization of our target 
of exportation by 2023. In 
terms of exportation, we have 
set our sight on Middle and 
Far Eastern countries while 
preserving the European 
market. Further, in parallel 
to the activities carried out 
for the purpose of increasing 
production, required activities 
must be conducted for its 
recording as well. Producers 
should be supported with 
incentives. Also, in our 
opinion, in order not to allow 

unrecorded almond entering 
the country due to high tax 
rates within the scope of such 
incentives, production must 
be recorded.

tot
fororforfo
produodurodproprp
must bbt bustusmumm
recordingingdinrdordcoecrer
should be sbe sbed bulduldhouhoshs
incentives AAesvetiventiventcennceincin
opinionionioinipinopiopo
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income was 5.53 million US 

reached 65 million dollars in 

in 2013. Turkey, whose inter-
national market portfolio gets 
wider and wider every day, 
became the provider of EU 
countries. Countries in the 

-
derlines Turkey is among the 

in the world, also says “When 
we take a look at almond 
production rates and regions, 
we see that the way to bring 
our production to full capac-
ity is to produce by providing 
correct promotions and land 
reforms, and industrialist-
farmer method”. By giving 
the examples of Australia and 
Spain, ahead of Turkey in the 
list, he also states that Turkey 
must provide a 10-year, 30-
year and 50-year ‘Almond 
Master Plan’ in order to leave 
those countries behind, and 
apply this plan very care-

fully and decisively within the 
framework of government 
policy.

FAR EAST AMONG THE TARGET 
MARKETS
With great interest of 
world economy in Far East, 
exporters directed their 
efforts to take part in this 

region.  Chairman of Board 
of Dried Fruit Promotion 

“Newly gathered Dried Fruit 
Promotion Group will take 
action in a more active way in 
near future and focus on Far 
East markets such as China, 
India, Japan, Malaysia and 
Indonesia”. He also underlies 

that they expect government 

almond production. Espe-
cially about almond, chair-
men of exporter associations 
agree that Turkey can meet 
the local market’s demand 
and increase export volume 
with promotions that will be 
provided. 

RANKING OF TURKEY 
AMONG ALMOND 

PRODUCERS IN THE 
WORLD

4 

TURKEY’S TOTAL ALMOND 
PRODUCTION IN 2013

15 
THOUSAND TONS

ALMOND EXPORT 
IN 2013

$93 
MILLION
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THE MARKET FOR mainte-
nance, repair and overhaul 

for commercial and turboprop 
aircrafts all over the world, 
MRO, which is worth of 56.2 
billion dollar, is estimated 
to reach 76 billion dollars 
by 2023. The estimation of 
annual growth of the market 
in ten years is voiced by the 
authorities as 3.1 percent. 
Maintenance expenses com-
pose 15 percent of business 
costs of airlines. According to 
the data of General Directorate 
of Civil Aviation in the body of 
Turkish Civil Aviation Sector, 
as of June 2013, there are 14 
airlines and 71 maintenance 
and training businesses, 3 of 
which are cargo, in Turkey.

 AIRCRAFT MAINTENANCE SECTOR 
IS EXPANDING IN PARALLEL TO THE 
GROWTH OF AVIATION
With the privatization and 

liberalization in Turkey over 
the last 15 years, aviation has 
shown a fast growth. Turkey is 
gaining ground in becoming 
an aircraft maintenance center 
with the growth of aviation 
in the country over the last 10 
years with a great momentum 
and with supportive decisions 
of the Ministry of Transporta-
tion for both domestic and 
foreign markets. 

While the total mainte-
nance and repair center hangar 
capacity of Turkish Technic, 
MNG Technic and My Tech-
nic, the leading aircraft main-
tenance companies of Turkey 
which targets to reach at least 
a size of 8 billion dollars in 
aircraft maintenance market in 

meter until very recently, 

increase Turkey wide with the 
THY Technic investments in 

is expected to grow 4 times. 
In 2014, by putting into 
service the construction of 
384 thousand square meter 

Airport within THY Technic, 
the Hangar capacity increased 
4 times and workplace capac-
ity increased 6 times. Turkey 
provides services, particularly 
body and component repairs, 
motor maintenance, aircraft 
body painting and short time 
periodic and momentary 
maintenance services, from 
the Central Asia to Europe, 
from Russia to the Northern 
countries, even to the Central 
Africa and almost all Middle 
East countries.

TURKISH TECHNIC IS IMPROVING ITS 
BRAND RECOGNITION
With the purpose of improv-
ing brand recognition, THY 
Technic Inc. which attended 17 
fairs, conferences and congress 
in 12 different locations of 
the world in 2013 is planning 
to attend about 20 fairs and 
conferences in 2014 with its as-
sociates. This way, THY which 
provides maintenance services 
to many airline giants of the 
world has a vision to expand 
its service network through its 
associates. 

The Turkish Technic, 
which has expanded its area 
of activity, is putting on 

domestic aircraft seat that is 
manufactured by TSI (Turkish 
Seats Industries), one of the 

domestic cabin kitchen that is 
manufactured by TCI (Turkish 
Cabin Interiors). For making 
such additional services con- 
tribute to brand recognition, 
this year THY Technic Inc. 
attended Aircraft Interiors 
Expo organized in Hamburg 

aircraft seat and domestic 
cabin kitchen that were fully 
manufactured by Turkish 
engineers received an interest 
above expectations in the fair. 

Regional Base for
PLANE MAINTENANCE 
Maintenance and repair operations of over 5200 aircrafts in 
neighboring countries compose a serious potential for Turkey in 

AIRCRAFT MAINTENANCE

BY BARAN KARAKUZU

TURKEY’S AIRCRAFT 
MAINTENANCE SECTOR 
TARGET FOR YEAR 2019

BILLION DOLLARS

-
key’s turnover in the aircraft 
maintenance sector in 2013 
was about 600 million dollars, 
today our country has a share 
over 1 percent in the world 
market which is currently 
worth 45 billion dollars.  

With the merge of Turkish 
Airlines Technic and THY 
HABOM, the capacity of 
Turkey’s aircraft maintenance 

8 



YAVUZ ÇİZMECİ

myTECHNIC Vice Chairman

Today, Turkey has become 

Center in the region as Turkish 
Technic, located in Atatürk 
Airport and Turkish Technic 
and myTECHNIC, in Sabiha 

aircraft maintenance services 
that we began to provide in 
August 2008, our customers 
were from a wide geography. 
The most part of the works 
that are provided consist of the 
periodic heavy maintenance 
and repair works of aircrafts 
with narrow or medium widths. 
When we evaluate the position 
of Turkey worldwide in the 
Aircraft Maintenance Sector, we 
can say that it is in a pretty good 
position. In order to improve 
our advantages and become 
more competitive, we think 
that considering the services 
provided as service exportation 
would be very helpful. 
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ADVANTAGES: QUALIFIED MEN 
POWER AND LOW LABOR COST
One of the most important 
requirements of aircraft 
maintenance sector to 
improve and get further 

According to Çizmeci, to 

necessary for Technical High 
Schools and Vocational High 
Schools to try harder to train 
personnel and to open new 
technical schools in order to 

-

According to the Turk-
ish Union of Chambers and 
Exchange Commodities Civil 
Aviation Assembly Sector 
Report 2012, it is seen that 
85 percent of about 700 
million worth of costs of 
present passenger and cargo 

aircrafts in Turkey’s present 
aircraft maintenance, repair 
and overhaul activities is met 
by domestic companies. The 
number of aircrafts whose 
maintenance was provided 
by the top 3 maintenance 
companies increased by 12 
percent in year 2012 as com-
pared to year 2011. 

When it is evaluated in 
terms of capacity, cost of 
production of services and 
production capacity, Turkey’s 
aircraft maintenance sector, 
which is quite competitive, 
holds an appealing supe-
rior position as compared 
to Europe, both in terms 

the aviation sector, and the 
performance the personnel 
show in production and unit 
costs. Turkey also has im-
portant advantages in terms 
of aircraft maintenance 
labor costs as compared to 
Europe. While labor cost 
in the aircraft maintenance 
sector in Europe is on aver-
age 100 euro per hour, this 

level in Turkey. According 
to Çizmeci, Turkey has great 
advantages as compared to 
Germany and France, which 
are its great competitors in 
this area, and when such 
factors as THY’s additional 
aircraft investments and the 
third airport are actualized, 
Turkey will beat France and 
experience cutthroat compe-
tition with Germany. 

ALTAN BÜYÜKYILMAZ

of Turkish Airlines Technic Inc. 
(Commercial)

ADVANTAGES PROVIDED TO 
TECHNOPARKS SHOULD ALSO 
BE PROVIDED TO MAINTENANCE 
FIRMS
Besides the fact that aircraft 
maintenance sector has a 
promising future with the 
growth of airline transpor-
tation in Turkey, it can be 
said that the acceleration in 
the sector would improve 
even further through some 
incentives and regulation 
arrangements in other sec-
tors. According to Çizmeci, 
in order to enable sector 
players to participate in a 
more competitive manner in 
the international arena, the 
advantages that are provided 
to other service sectors that 
provide foreign exchange and 
to Technoparks that have 
similar advantages (such as 
tax, insurance etc.) as they 
are in the free zone should 

of the aircraft maintenance 
sector. 
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When we put Istanbul 
in the center and draw a 
circle with a radius of 3.5 

passenger aircraft which 
means access to a USD 30 
billion market. Airlines 
operating in Turkey, Europe, 
the Middle East, Russia and 
CIS countries, Asia, America 
and the Far East and parts 
repair companies are being 
provided technical services 
in aviation maintenance 
and repair. Our company 
is a company that directs 
the industry. With the 
investments we made in the 
last 10 years, we increased 

body aircraft and 7 narrow-
body aircraft to 10 wide-
body and 30 narrow-body. 
Similarly; our company 
which has about U.S. $ 180 
million revenue in 2013, has 
reached to 600 million USD 
of income considering the 
2013 sharings. Besides, we 

improvement in our revenue 
share excluding the Turkish 

which was around 8%  in 
2003 has increased up to 
30% by the year of 2013. 
Up to 2024, the average 
annual growth in the global 
market in the aircraft 
maintenance industry 
is projected to be 4.2%. 
HABOM is establishing 
an aircraft maintenance 

International Airport 
with an investment of 550 
million U.S. Dollars. In light 
of these positive sectoral 
data, realization of a great 
investment such as HABOM 
will contribute greatly to the 
global aviation industry and 
to our country.
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I N THE FORUM, 

of which was carried out last 
year in Washington DC, capital 
city of USA, Chairman of Board 

Turhan; NASDAQ OMX 
Group Vice Chairman Meyer 
Sandy Frucher; Citi Director 
and Senior Vice President, 
International Government Af-
fairs, Charles R. Johnston; and 
BC Partners Managing Partner 
Nikos Stathopoulos made 
speeches, under moderating of 
Chairman of Istanbul Finan-
cial Center Initiative (IFC-I) 

mentioned steps taken by Borsa 
Istanbul in recent years and 
objectives, it intends to achieve 
in the light of current develop-
ments of Turkish Economy, 
stated that Borsa Istanbul was 
a public organization, far from 

-
cant global brand. He said that 

today Istanbul raised to 47th 

centers from its 74th place in 
2011. Saying that Istanbul is 
8th largest stock exchange in 
developing countries in terms 
of annual transaction volume, 
Turhan emphasized Turk-
ish Economy had a steadily 
varied economic structure. Also 
mentioning “4C and 1S” strat-
egy of Borsa Istanbul, Turhan 
listed those topics as “Capacity, 
Connectivity, Competitiveness, 
Capital and Specialty”.

“BORSA ISTANBUL MANAGES THE 
PROCESS WELL”
In the forum, it was stated that 

center in the light of great 
transformation process of Borsa 
Istanbul. About this trans-
formation process, NASDAQ 
OMX Group Vice Chair-
man Meyer Sandy Frucher 
said “There is no other stock 
exchange market, accomplished 

both horizontal and vertical 
integration successfully in 1.5 
year; this means Borsa Istanbul 
managed the process well”. 
He also pointed out that, as 
NASDAQ OMX, they wanted 
to strengthen the existence of 
Turkish capital market and 
its products in international 
platforms. With those words, 
he stated that he is hopeful 
about the cooperation of Borsa 
Istanbul with NASDAQ OMX: 
“Together, we will see how we 
cooperate, provide greater capi-

partners all over the world”.

“TURKEY IS AN IDEAL CENTER FOR 
FOREIGN INVESTOR”
BC Partners Managing Partner 
Nikos Stathopoulos, mentioned 
his thoughts about stability 
of Turkish economy and its 
potential to attract investors, 
also stated that Turkey is an 
ideal center to attract foreign 
investor with its developing and 
healthy structure: “Turkey has a 
good demographic structure; a 
stable taxing and legal system; a 
well-organized ban king system 
with high level of capital; and 
a developed stock exchange 
market with a high level of 
transaction volume”. Saying that 
Turkey will keep its potential 
with stable exchange rate, long-
term and patient capital,  Nikos 
Stathopoulos emphasized that 
he is sure that international 
interest to Turkey will increase 
and this situation will support 
economic expansion. 

Leading Financial Center of the 
Region Emerges in Istanbul 
The second convention of forum “Istanbul: Regional Center, Global Actor”, organized 
by Borsa Istanbul with cooperation of Istanbul Financial Center Initiative was carried 
out in New York on 22nd April, with international senior level of participation.

FINANCE

BY BARAN KARAKUZU
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comes to the foreign trade it’s 
even higher. If you look at the 
multinational corporations 
operating in Istanbul, having 
their head quarters or sub 
quarters, regional quarters in 
Istanbul, you will see many 
companies covering more 
than 50-60 countries form 
Istanbul.  Istanbul has the 
capacity, Istanbul has the 
connectivity and Istanbul has 
the competitive advantages.  
What we are trying to do is to 
strengthen these natural at-
tractiveness and to make sure 
that Istanbul will serve not 
only to Turkish economy but 

center.

What do you think about 
the investment environ-
ment in Turkey?
Investment environment in 

-
cantly for the last decade. But 
of course we should not accept 

There is still room to improve 
and the guideline is very 
clear to my understanding; 
that is corporate governance 
principles. We have to create a 
fair, transparent, accountable 
and responsible environment. 
If we can bring the capacity 
of Turkey, Istanbul and those 
universal values together, I’m 
sure that the outcome will be 
brilliant.

What steps has to be taken 
-

cial center?
As Borsa Istanbul so far we 
targeted to accomplish our 
strategic plan. That is you 

capital market institutions 
and we have accomplished 
this. Second is vertical and 
horizontal integration of the 
capital market institutions 
and so far in terms of perfor-
mance it is very satisfactory. 
The third is to introduce new 
markets, new products and 
also at the same time to im- 
prove our information tech-
nology base. Nasdaq OMX 
partnership, from this angle, 

belief is that this partnership 
will constitute a cornerstone 
for the development of the 
Turkish capital markets not 
only for Turkish economy but 
for the whole region. Because 
thanks to this new technol-
ogy platform, which will be a 
multi asset, multi language, 
multi currency platform, 
end to end integrated risk 
management, trading, post 
trading, settlement, custodial 
services will be reached. 

What do you think about 
the regulations, what has to 
be done in terms of regula-
tions for Istanbul Financial 
Center?
Actually since the introduction 
of the new capital markets law, 
we have done a lot because 
our new capital markets law 
is in full compliance with the 
international standards and 
since then capital markets 
authority has been working 
on the bylaws and secondary 
regulations. I should say that 
actually they have been very 
successful so far. What is miss-
ing is maybe to introduce a 
better jurisdiction such as spe-

disputes, arbitration and we 
know that there are continu-
ing projects on these. 

What are your evaluations 
about Istanbul’s and Tur-
key’s potential?
Turkey is the 17th largest 
economy in the World, 6th in 
Europe. Our GDP has already 
exceeded, in Purchasing 
Power Parity terms, 1 trillion 
US dollars. It is a big country, 
population is more than 75 

So all those factors constitute 
the competitive advantages of 
Turkey. And also if you look 
at Istanbul within the Turkish 
economy, by itself it consti-
tutes more than % 30 of the 
GDP. So the contribution by 
Istanbul to the Turkish GDP 

“WE TARGETED TO ACCOMPLISH  
OUR STRATEGIC PLAN”
Istanbul Financial Center, which will be established under 

Financial Center. 
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AVIATION

I NTRODUCING ITS NEW 

-
tions in the last two months, 
Turkish Airlines carried 12 

quarter of 2014 and increased 
the number of its passen-
gers by 20 percent. Turkish 

quarter, reached 78 percent 
of the passenger occupancy 

narrow-bodied, 47 wide-

planes, Turkish Airlines today 
maintains its growth with 

-

106 countries.  

NEW LINES: ORAN, VARNA, CATANIA, 
MONTREAL AND BOSTON
In 106 countries, the 248th 

which has been chosen as “Best 
Airline in Europe” for the last 3 
years, is Oran (Algeria). There 

point which is introduced 
as part of Turkish Airlines’ 
strategy to expand its presence 
in Africa, 4 days a week. On 
the Varna line, introduced as 

capital city Sophia in Bulgaria, 
a neighbouring country of 

4 days a week. In addition, 

the 10th

are conducted three days a 

network in Southern Europe as 
well, Turkish Airlines launched 

Italy 4 days a week. Further-
more, Turkish Airlines and 
LOT Polish Airlines increased 

with a codeshare agreement.
Turkish Airlines conducted 

th

Americas after Buenos Aires, 
Sao Paulo, Toronto, Chicago, 
Houston, Los Angeles, New 
York and Washington. Istanbul-

conducted reciprocally on the 
days of Monday, Wednesday, 
Friday, Saturday and Sunday, 
that is, 5 days a week as per the 
codeshare agreement with Jet-
blue, are now being conducted 

FINANCING AWARD FOR TURKISH 
AIRLINES BY AIRFINANCE JOURNAL

A330 airplanes received on 
the dates of November 20 and 
December 3, 2013 with the 
ECA JOLCO method and used 

as the leadership of German 
Export Credit Agency Euler 
Hermes to purchase two more 
wide-bodied A330 airplanes 

involving the combination 
of 12 years and 11 months of 

Turkish Airlines 
Maintains Its Controlled 
Growth
Increasing its current code-share agreements, Turkish Airlines, 
with the Codeshare agreement signed with Jetblue, included 

its service standards with “sky illusion” a sleeping collection 

Moscow and Izmir Domestic Lines Terminal.

BY  BARAN KARAKUZU
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ECCA guaranteed bank loan 
and Japanese capital has been 
awarded in New York by “Air-

the aviation industry. 

THE THRILL OF TURKISH AIRLINES 
WORLD CUP CONTINUES
“Turkish Airlines World Golf 
Cup”, organized by Turkish 
Airlines for the past two years 
with its own name and which 
is one of the most important 
amateur golf tournaments 
in the world, has witnessed 
unprecedented contests as we 
draw near to the second half of 
the series this year. Some of the 

th step 
of “Turkish Airlines World Golf 
Cup” held in Tokyo on Wednes-
day, 28 May have been Akie 
Abe, the wife of Japanese Prime 
Minister Shinzo Abe, and Red 
Rice, the vocal singer of Japan’s 
famous music band “Sho-

ceremony in which Turkey’s 
Ambassador for Tokyo, Ahmet 

-

in category A and the winner 
for category B was Toshiharu 
Itami in the tournament. While 

“Lowest Gross”, the ‘Nearest the 

Inou in the women and Tatsuo 
Miyazaka in the men. 

TURKISH DO&CO PROVIDES SERVICE 
IN MOSCOW
“Lounge Istanbul-Moscow” 
designed and constructed 
by Turkish Airlines’ success-

private passenger lounge to 
serve abroad has a particu-
lar importance. Along with 
“Lounge Istanbul-Moscow”, 
putting new lounges into ser-
vice in destinations constitut-

Turkish Airlines has become 
a top priority for the recent 
agenda of Turkish Airlines, 

company in Turkey.

TURKISH AIRLINES - AIR ARABIA 
COLLABORATION IN MAINTENANCE 
A 5-year agreement has been 
signed between Turkish 
Technic Inc. and Air Arabia for 
acquiring aircraft components 
maintenance and replace-
ment services. In the sign-
ing ceremony, Adel Abdulla 
Ali, Air Arabia Group CEO, 

the service quality of Turkish 
Technic Inc. and the impor-
tance of the comprehensive 
maintenance services for air-
craft components which will be 
acquired from Turkish Technic 
Inc., a leading maintenance-
repair company in the region. 
Delivering a speech in the 

Turkish Technic President and 
CEO (acting) noted: “With 
this agreement, the number of 
planes we service under long 
term agreements has now 
risen above 500.”

THY LEADS IN A 320 OPERATIONS

Airlines has won the “Top 
Operational Excellence in 
Europe” based upon a series of 
criteria regarding operational 
excellence on the basis of a 
2-year term and as a result of 
its superior performance when 
compared with other airlines 
companies. Eight awards, in 
total, have been given for the 
operators of various aircraft 
types within the Airbus A320 
family. Based on operational 
data involving two years, 
consideration of the number of 

rates, technical reliability and 
number of delays due to opera-
tional reasons have been the 
principal criteria for the award. 
The award, presented by Didier 
LUX, Executive Vice President 
Customer Services of Airbus in 
the ceremony held on May 21 

Turkish Airlines Technic. 

LONG DISTANCE FLIGHTS ARE NOW 
MORE COMFORTABLE WITH “SKY 
ILLUSION” 
Business Class passengers are 
offered the comfort of their 
homes above the clouds during 

-
sion” sleeping collection is the 
latest innovation of Turkish 
Airlines, developed within the 
privileged travel concept to 
help its passengers experience 
the genuine Turkish hospital-
ity. “Sky Illusion Sleeping Col-
lection” will offer a perfect and 
pleasant sleeping experience in 

Sky Illusion made its debut on 

May 12.

NUMBER OF 
EMPLOYEES IN 

TURKISH TECHNIC INC.

5000 

NUMBER OF AIRPLANES 
IN TURKISH AIRLINES 

FLEET 

249 

ESTIMATION FOR 
TURKISH AIRLINES FLEET 

IN 2020

421 
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A S TURKISH Export-
ers’ Assembly, we have 

recently enjoyed the pride of 
releasing the 2014 Annual 
Economy and Foreign Trade 
Report, which analyzes the 
developments in Turkish 
economy in the year of 2013 
along with expectations for 
2014, by shedding light on 
global economy as well. The 
main purpose of the report, 
however, is providing an in-
depth analysis of the Turkish 
foreign trade structure for the 

The report not only 
explores the development of 

Turkish exports and imports 
but also breaks them down 
into various components 
to determine the dynamics 
behind. In this framework, it 
provides detailed snapshots 
of Turkish foreign trade in 
terms of sectors and markets, 
by employing numerous 
analyses. Another innovation 
brought up by the study is 
that it exhibits a profound 
examination of the “net ex-
ports” of Turkey, bringing out 
an integrated perspective for 
evaluating the performance 
of national foreign trade in a 
healthy way. 

the report, now let’s take a 
look at some of its prominent 

story of exports: Analyses 
show that in the year of 2013, 
exports of Turkey grew by 
double digit paces in a con-
siderable number of sectors. 
In this sense, motor vehicles 
and machinery supported the 
national growth rate of ex-
ports the most. The speed of 
total exports was also driven 
by strong performances ex-
hibited by apparels, plastics, 
furniture and ores & slags. 
However, the annual sharp 
decline in the exports of 
raw gold in the same period 
caused the aggregate exports 
to lose steam. Therefore, 
whereas merchandise exports 
posted a growth of 6.7% in 
2013, the unfavorable gold 
effect cast a shadow on this 
achievement and led to a 
yearly contraction of 0.4% in 
the total exports of Turkey.

Next question: Where on 
earth did the Turkish exports 
grow or shrink? Numbers tell 
us that the revival in exports 
in 2013 took place in the 
European, Asian and African 

trade with Iraq stimulated 
the national export tempo 
in 2013 the most. China 
turned out to be the follower 
of Iraq in terms of contri-
bution, with a remarkable 
expansion of 27.1%. By the 
way, the substantial support 
that came from Libya, Spain 
and Germany also deserves 
to be mentioned. On the 
other hand, Iran and United 
Arab Emirates draw much 
attention as markets having 
contracted based on gold in 
that period.

So “when we exclude 
gold”, we see an almost rosy 
picture of Turkish exports 
in 2013 that was supposed 
to spur the national eco-
nomic growth. However, 
the foreign trade item on 

DYNAMICS OF TURKISH 
FOREIGN TRADE: A SNAPSHOT 
In the year of 2013, exports of Turkey grew by double digit 
paces in a considerable number of sectors. 

TRADE

BY TIM ECONOMY ADVISOR HATİCE KARAHAN, PhD
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the GDP (Gross Domestic 
Product) formula does not 
only deal with exports but 
also includes imports. A 
well-known adverse relation-
ship: Climbing imports pull 
down the GDP. This is what 
exactly happened in Turkey 
in the year of 2013. Here we 
need to underscore the fact 
that the famous “raw gold” 
also burst onto the “imports” 

rise. Hence, boosted by gold 
as well as a few sectors such 
as machinery, motor vehicles, 
electronics and plastics, 
Turkish imports went up 
by 6.4% in the period of 
question. 

Let’s wrap it up: As a result 
of undesired and opposite 
directions of gold-including 
exports and imports, net 
exports moved downward 
in 2013, adversely affecting 
the national income growth. 

up further questions: In 
what sectors and markets 
did Turkey end up as a net 
exporter? Our analyses tak-
ing into account a total of 

that in 2013 Turkey was a 
net exporter in 11 sectors, led 
by apparels, fruits, articles 
of iron & steel and stones. 
Among some other net 
exporters, we can mention 
carpets, furniture, ores & 
slags and motor vehicles. 
Furthermore, out of the 18 
remaining sectors, en-
ergy was by far the leading 
category of net imports, 
followed by machinery and 
precious metals & stones, 
respectively. Some other 
salient net-import chapters 

steel, plastics, electronics and 
organic chemicals.

What about the net-export 
position of Turkey around 
the globe? In 2013, Turkey 
turned out to have posi-
tive net exports in only 8 of 
the 26 leading markets in 
its portfolio: Iraq, Azer-

Libya, Egypt, Saudi Arabia, 
Israel and Netherlands. The 
markets where Turkey was a 
net importer in that period, 
on the other hand, were 

headed by China, preceding 
Russia. Moreover, Germany, 
Switzerland, USA and Iran 
appeared to be on top of the 
list, as well.

What the big picture 
painted by the details above 
tells us is that foreign trade in 
2013 had a negative impact 
on the growth of Turkish 
economy despite the remark-
able performance of mer-
chandise exports. The (evil) 
hero of this story appears 
obviously to be the gold trade 
but another critical message 
to be received is that Turkey 
has to focus on the nation-
alization of energy as well as 
high-technology products in 
the years to come.

So far I have put forward 
the report’s conspicuous 

2013. What about the year 
of 2014? Has anything 
changed so far? A loud YES! 
First and foremost, sup-
ported by the continuing 
growth of exports and the 
disappearing adverse effect 
of gold, Turkish foreign 
trade has relatively come to 

balance in early 2014. While 
exports increased by 11.4%, 
imports went up only by 

the year. Plus, such a strong 
improvement reversed the 
direction of the effect of for-
eign trade on GDP growth. 
In that regard, in the 1st 
quarter, exports contributed 
to the GDP growth rate 

points. Reduced only by 0.2 
points through imports, net 
exports boosted the eco-
nomic growth in that period 
by 2.7 points. So the picture 
is entirely different from the 
case experienced in 2013. 

In this framework, let’s 
take a glance at our graph 
which exhibits the contri-
butions of expenditures to 
GDP growth rate in the last 
5 quarters: We instantly 
notice that “private invest-
ments” that had showed 
indications of regeneration 
in the preceding quarters 
changed its direction in the 

other hand, while “private 
consumption” and “public 
expenditures” kept support-
ing the growth by 2.1 and 
1.1 points, respectively, net 
exports became the nation’s 
economic engine unlike in 
previous periods. 

Hence the graph clearly 
reveals that exports took the 
leading role in the Turkish 
economy of early 2014. Plus, 
based on current indica-
tors as well as projections, 
foreign trade seems to keep 

in the rest of the year, as 
well. Therefore, this year we 
will be watching an exciting 
episode of Turkish economy 
in which foreign trade will 
outshine the other dynam-
ics of growth. The challenge 
beyond the good news, 
however, will be ensuring 
the sustainability of the 
pleasing current trend in 
the future. 
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RECORDATI’S GROUNDBREAKING
Assisted by ISPAT, Italian pharmaceutical company Recordati breaks ground 

on new manufacturing plant in Turkey.

INVESTMENT

ITALIAN pharmaceuti-
cal giant Recordati broke 

ground for its USD 50 million 
pharma plant in the Çerkezköy 
Organized Industrial Zone in 

-
western Turkey. Slated to 
reach operational capacity 
by early 2016, the plant 
will manufacture drugs for 
various therapeutic uses, in 
particular, cardiovascular 
and urogenital diseases, 
creating 130 new jobs.

The ceremony for the 
groundbreaking was attended 
by Agah Kafkas, Turkey’s 
Deputy Minister of Health; 
Arda Ermut, Vice President of 

Promotion Agency of Turkey 

-

The Turkish Perspective 33

of the Çerkezköy Organized 
Industrial Zone; and Arnaldo 
Restelli, Recordati’s Vice Presi-
dent & Regional Director of 
South-East Europe & North 
Africa-Middle East regions.

opening ceremony, Recordati’s 

“Re-
cordati’s new plant will 
be located on an 18,000 
square meters of area, 

-
tion lines, storage and 
dispatch/admission areas, 
power stations, liquid/
solid waste areas and re-
lated technical areas. The 
new manufacturing plant is 

planned to be operational 
by December 2015. All 
requirements and legal 
procedures with respect to 
construction, machine-set 

water and compressed air 

until then.”
Meanwhile, Arnaldo 

Restelli said, “Operating 
with our 656 employees 
with 82 different SKUs and 
46 products, our company 
ranked 27th in value and 
18th in IMS sales in 2013. 
We consider our Turkish 
subsidiary to be one of the 
key development drivers 
for the group in the years to 
come. The new investment 

-
dication of the importance 

we attach to the Turkish 
market in Recordati’s 
overall growth strategy. 
With this plant, we plan to 
double our manufactur-
ing capacity. I would like 
to thank ISPAT for its 
contributions to all phases 
of our investment process, 
from the site selection to 
the groundbreaking.”

Speaking at the ceremony, 
ISPAT Vice President Arda 
Ermut said, “Recordati’s 
investment in Turkey is an 
invitation to other global 
companies seeking to ex-
pand their businesses. This 
investment will once again 
bring Turkey’s vast invest-
ment opportunities to the 
attention of businesspeople 
in the international arena.”  
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ISTANBUL BECOMES HOME TO WAIPA 
 

will be hosting yet another prestigious international organization by early 2015.

WORLD 
INVESTMENT 
SUMMIT 2014

The headquarters of the 
-

ment Promotion Agen-
cies (WAIPA), currently in 

relocated to Istanbul by the 
early next year. Receiving 
the vast majority of the 

-
tion’s General Assembly 
during the WAIPA World 
Investment Conference 
that was hosted by the 
Investment Support and 
Promotion Agency of 
Turkey (ISPAT), Istan-
bul has been named the 
new home of WAIPA, the 
headquarters of foreign 
direct investments.

The headquarters will 
continue its operations 
physically in Istanbul as of 

January 2015, following the 
completion of the legal pro-
cedures and infrastructure 
works.

TAKING STOCK AND MOVING 
FORWARD

who was elected as the Presi-
dent of WAIPA at the WAIPA 

Republic of South Africa in 

goal during his presidency 

Istanbul.

Minister of Finance 

made a keynote 
speech at the 

World Investment 
Summit 2014.
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‘INVEST IN TURKEY’ EVENTS BY ISPAT
Business and investment opportunities in Turkey presented to a 

global audience at ISPAT staged events around the world

relocation of the WAIPA 
headquarters, WAIPA and 

said, “This decision will 
make Istanbul the head 

-
ers 244 national and 
regional investment 
promotion agencies 
from 162 countries. 
Therefore, one of the 
most important refer-

respect to FDI will an-
nounce its reports from 
Turkey, while Istanbul 
will also host the most 
prestigious event related 
to global FDI every two 
years.”

ISTANBUL: ONE OF THE MOST 
CRUCIAL FINANCE CENTERS 

-
bul’s new role as the home 
of WAIPA is also in line 
with the Istanbul Finance 

action plans. “There is no 

headquartered WAIPA 
will serve as an impor-
tant example for other 

-
tions and is seen as a 
remarkable testimonial 
to Istanbul’s central 
location. Moreover, it 
will offer Turkish busi-
nesspeople a golden op-
portunity to coordinate 
their overseas invest-
ment projects. They 
will have the chance 
to directly contact the 
investment agencies of 
the respective countries 
that they are willing to 

“Istanbul’s boosted 
position will reinforce 
the effectiveness of Tur-
key’s G-20 presidency, 
which it will assume in 
2015,” he added.

TURKEY’S 
INVESTMENT 
SUMMIT 2014

TURKEY PLAYS A CRUCIAL 
ROLE IN GLOBAL INVESTMENT 
ORGANIZATIONS 

in partnership and coordi-

Wealth Fund Institute. 
-

tors, asset managers, public 

from more than 30 countries 

Istanbul to discuss and learn 
about the economic outlook 

-
portunities within the coun-
try. Over US$  5 trillion in 
capital was represented in 
total with more than US$ 
350 billion emanating 
from public capital such 
as sovereign wealth funds 
and pension assets.

Minister of Economy Nihat 
Zeybekci, Minister of Finance 

-

-

Minister of Finance Mehmet 

-
tal markets in Turkey as well 
as the country’s economic and 

Minister of Economy, Nihat 

growth rate for 2014 would 
be no less than 4 percent 
thanks to the rising export 
and capacity utilization which 

quarter while exports went up 
by 10 percent. 

GROWTH MARKETS: WHY 
INSTITUTIONAL INVESTORS SHOULD 
INVEST IN TURKEY
Turkey presents a long-term 

As the 17th 
largest economy in the 
world, Turkey is expected 
to enjoy an annual growth 
rate of 5.2 percent over the 
next decade. 

market for long-term foreign 
Between 

2003 and 2013, Turkey 
attracted USD 136 billion 
of foreign direct invest-
ment (FDI), compared to 
only USD 15 billion of FDI 
between 1982 and 2002 
-- an indicator of Turkey’s 
growth trajectory. Despite 
recent challenges within the 

particularly in the emerging 
markets, Turkey continues to 
progress towards its goals for 

for early completion, there are 

still numerous opportunities 

PARTNERSHIPS AND 
INFRASTRUCTURE DEVELOPMENT

-

and corporations continue to 

assets. Turkey has invested 
more than USD 77 billion 
in the transport, maritime 
and communications 
sectors in the last decade. 

including the Marmaray con-

railway, were completed. In 
addition, high-speed railway 

and Ankara-Konya, 16,152 km 

ports were also completed.
The list of new projects 

includes the third bridge 
in Istanbul, the Darda-
nelles bridge, and the third 
airport in Istanbul, Kanal 

motorway. Numerous city 
hospitals are also under-
way in addition to the 
mega hospital campuses to 
provide better healthcare 

GDP growth rate for 2014 
would be no less than 
4 percent thanks to the 
rising export and capacity 
utilization.
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services to the growing 
middle-class and to cater 
to the developing medical 
tourism market. As Tur-
key’s exports have tripled 
over the last decade, new 
airports, maritime ports, 
railways and highways 
have been developed to 
support this growing trend. 
The solid reputation of Turk-
ish contractors within Near 
Eastern and Middle Eastern 
countries with respect to ma-

enabled these companies to 
reach out to African, the Mid-

According to the Engineering 
News-Record (ENR) 2013, 38 
Turkish companies take place 
among the world’s top 250 
international contractors, right 

TURKEY AS AN ENERGY HUB
Turkey has become one of 
the fastest growing energy 
markets on the back of the 
successfully implemented 

Power distribution, now en-

sector, has greatly facilitated 
Turkey’s economic expansion 

-
tion assets, set to be completed 
within the next few years, 

structure and new horizons for 
growth in the country’s energy 
sector. Economic expansion, 
rising per capita income, 
positive demographic 
trends and the rapid pace 

main drivers behind this 
energy demand, which 
is estimated to increase 
around 7 percent per an-
num until 2023. The total 
amount of investment 
required to meet Turkey’s 
energy demand by 2023 is 
estimated to be USD 120 
billion -- more than double 
the total amount invested 
in the last decade.

In addition to its large 
domestic market, Turkey is 
strategically located between 

regional energy hub. The 

existing and planned oil/gas 
pipelines, the critical Turk-
ish straits and promising 

energy prices and reinforce 
its gateway status. Accord-
ingly, recent developments 
in the energy arena and 
their impacts on Turkey’s 
investment environment 
were discussed by keynote 
speakers in the panel en-
titled “Turkey as an Energy 
Hub”. The aim of the panel 
was to present the opportuni-
ties in the energy sector and 
describe how Turkey is posi-

tioned to become an energy 
hub in its region.

BEYOND INVESTMENT GRADE AND 
PROJECT FINANCE
The Turkish banking industry 
is regulated according to 
the international regulatory 
framework for banks. Today 

-
ent yet sophisticated lending 
practices. They actively man-
age and maintain healthy 
capital adequacy rates rela-
tive to the US and many of 
its European counterparts. 
The Turkish banking sector 

II compliance and has made 

requirements. The impres-
sive growth of the Turkish 
economy during the course 
of the last decade is also 

banking base with 49 dif-
ferent banks operating in 
the country. 
risk analysis from the lenders’ 

-
ability of any loan proposi-
tion. 
accounts for a 35 percent 
share in Turkey’s total FDI 
amount. 

been issued for new banks, 

acquisition of Tekstilbank, and 

a new license. The panelists 
represented a healthy cross 

Keynote Speaker in 
Turkey’s Investment 
Summit.
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section from the Turkish 
banking sector and dis-
cussed Turkey’s investment 
grade and its importance 

activities.

REAL ESTATE ROUNDABOUT
Turkey is one of the most 
promising real estate 
markets and is increas-
ingly becoming a country 
where global investors are 
paying special attention to. 
According to the Central 
Bank of the Republic of 
Turkey, real estate activity 
represented 19.5 percent 
of GDP in 2012. The total 
number of houses sold reached 
529,000 in the property 
market in 2013. As of 2013, 
326 shopping malls with 
9.2 million square meters of 
total gross leasable area are 

shopping malls in Istanbul 
represent 46 percent of the 
total leasable shopping center 

-

percent from 2003 to 2012.
Looking at the invest-

ment side, the total FDI 

billion in 2013. Following 
the enactment of the reciproc-
ity law, sales of real estate to 
foreigners marked an increase, 
and as a result, the real estate 

time in 2013. The Ministry of 
-

tion announced that real estate 
sales to foreigners increased 

from 2 percent to 5-6 percent 
in the last ten months of 2013.

Turkey’s commercial capital 
of Istanbul, a city with a popu-
lation of almost 14 million 
people, has an abundance of 
historical and cultural assets, 
as well as ample commercial 
opportunities. The recent 
projects, such as the Istan-
bul Finance Center, the 
third airport, hospital cam-
puses and Kanal Istanbul, 
have altogether enabled 
Istanbul to strengthen 
its position globally. The 
Emerging Trends in Real 
Estate Europe 2013, a 
report jointly prepared by 
PricewaterhouseCoopers 
(PwC) and the Urban Land 
Institute (ULI), names 
Istanbul as the most at-
tractive real estate market 
with regard to develop-
ment prospects based on 
the city’s vast real estate 
potential.

In terms of real estate, 
Turkey is the 6th most 
favorable destination in the 
world, while Istanbul is the 
5th most favorable city in 
the world and the 3rd most 
favorable city in Europe. In 
recent years, many internation-

hotel market in Istanbul -- a 
trend that is rapidly growing.

led by ISPAT Vice President 
Arda Ermut 

INVEST IN TURKEY, 
OPPORTUNITIES IN 
THE ENERGY AND 
CHEMICAL SECTORS  
(APRIL 21st – 22nd 2014, 
INDIA)
Against the background of 
the historical ties between 
Turkey and India, the 
Investment Support and 
Promotion Agency of Tur-
key (ISPAT) has started a 
series of dedicated ‘Invest 

Mumbai, the commercial 
capital of India, and New 
Delhi, the capital of India 
on 21 and 22 April, 2014. 
ISPAT chose to collabo-
rate with Indian infra-
structure companies to 

events that focus on the 
investment opportunities 
in Turkey’s energy and 
chemical sectors.

decision makers from India’s 
-

dustry houses, such as TATA, 
-

ance Industries, Jindal and 
Suzlon, amongst others that 

represent about USD 150 

The panelists shared their 

-
tunities in Turkey. Anil Sar-
dana, Managing Director 
of Tata, Dr. Maheshwari, 
Group COO of Aditya 
Birla, Kapil Gupta, COO 

-
dak, CFO of GE India (ex 
CFO, Garanti Bank) were 
some of the panelists. 

The Turkish delegation 
was led by ISPAT Vice 
President Arda Ermut, 
while the list of other 
participants included IS-
PAT’s Sr. Project Director 
Bekir Polat and Chemical 
Sector Specialist Mustafa 

from the Ministry of 
Energy, Mehmet Ünlü, 
Chairman of Ünlü & Co 
and Selin Kiper, Associ-
ate Principal, McKinsey & 
Co, joined them.

The welcoming speech-
es were delivered by Dr. 
Burak Akçapar, Turkey’s 
Ambassador to India, 
and the Consul General 

Mumbai.
During the cocktails 

and dinner, the attendees 
interacted one-on-one with 

Turkey. Feedback from the 
attendees highlighted the 
growing awareness and 
interest of Indian busi-

opportunities in Turkey. It 
also drew the spotlight on 

-
tegic location, ease of doing 
business, highly-skilled labor 
force and political stability. 

elicited enquiries. 
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38 Cover / Tourism

With the approach of sustainable 
tourism, Turkey aims to become one of 

offers the harmony of the 4 seasons, 

 

A COUNTRY OF 
TOURISM  
IN ALL 

ASPECTS

BY CAN GÜRSU BY NECİP ŞAHİN

G
O ON A HOLIDAY IS 
the easiest way to get rid 
of  the effects of stress and 
leave gloomy and inten-
sive business world atmo-

sphere behind. While the world becomes 
increasingly more stressful, people are 
traveling more and feel the need to go on 
vacation more. This is exactly why tour-
ism is one of the biggest industries in the 
world. The biggest indicator of this is the 
fact that 9% of GDP in the world is the 
creation of tourism.

New facilities are opening every day 
to meet the growing needs, more inves-
tors are entering the market on behalf of 
these investment opportunities. The sec-
tor that has reached 25 million tourists 
in 1950; 528 million in 1980 and 1,087 

million in 2013 brings it to the agenda 
of both private sector and public. In con-
trast to energy and natural resources, 
tourism is sustainable and renewable 
which is why most countries  shift their 
attention to this cause.

According to the data World Trade 
Organization (UNWTO)‘s released; the 
receceipts in destinations worldwide 
from expenditure by international visi-
tors on accommodation, food and drink, 
entertainment, shopping and other ser-
vices and goods, reached an estimated 
US$ 1159 billion (euro 873 billion) in 
2013. Growth exceeded the long-term 
trend, reaching 5% in real terms (tak-

-

receipts matched the increase in interna-
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TOURISM IN THE WORLD: KEY FIGURES

INTERNATIONAL TOURISM RECEIPTS

500
THOUSAND 

TARGETED BED CAPACITY AT 
THERMAL HOTELS IN 2023
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tional tourist arrivals (overnight visitors), also up 
by 5%, reaching 1087 million in 2013, from 1035 
million in 2012.

One of the world league star players Turkey has 
seen the opportunities of geographical location 
early and turn it into an advantage. Imagine a 
country that you can dive into the warm azure 
seas of sand, but also you can ski in the snow-
covered white hills only 100 km away. In every 
month of the year will offer you individual taste. 
This country has achieved a rightful place as the 
6th in the world with the number of tourists wel-
comed; this country is Turkey. Turkey is already 
aiming high for 100th year of the Republic and 

th league. While the advanced 
economies are expected to grow 2.2% annually 
between 2010 and 2030, emerging economies 

4.4% per year. Considering this fact, it seems like 
a pretty easy goal for Turkey to achieve.

From tableland tourism to trekking,  spa 
tourism to convention and exhibition tourism, 
speleological tourism to wedding tourism, Turkey 
offers tourism in over 20 segments to the visitors 

approaches. Turkey was making 400 million 
dollars revenue by hosting one million tourists in 
1980 (almost 30 years ago), today this number 
increased to 27.997 million dollars of revenue 

-

-
legations are reinforced for this year. According to 

average expenditure of nationals residing abroad 
was $ 1,230. Thus, the average per capita spend-
ing of tourists who visit Turkey totaled in $ 949.

Turkey achieved this success mostly by extend-
ing tourism over 12 months. President of Associa-
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says, “ Different types of tourism such as congress, 
fair and health tourism along with cultural tour-
ism or sports tourism; nature tourism, cruise 
tourism and golf tourism helps us extend the sec-
tor over 12 months and have a stable tourism em-
ployment.” and adds that Turkey has the potential 

cultural richness.
Turkish tourism has been in a serious upward 

trend especially in congress tourism in recent 
years. Turkey is the rising star of congress and 

distance in Europe and 5 hours away from the 

International Congress and Convention Associa-
tion (ICCA), Istanbul is the world leader in 300 
and 500 participants congress. Besides Istanbul, 
Anatolian cities undergoing a rapid transforma-
tion are also hosting many international trade 
fairs and congresses in the last 10 years. In 2014, 
411 fairs will be held including the 118 interna-
tional trade fairs. Field of congress tourism which 
consists of 25 percent share of the world tourism 

annual volume of $ 250 billion.
As in congress tourism, Turkey has experienced 

the number of tourists came to Turkey with cruise 
tours was 645 thousand in 2004, this number 
has exceeded 2.2 million in 2013. According to 

INTERNATIONAL TOURISM 2013
 

1087
INTERNATIONAL 
TOURIST ARRIVALS

MILLION

250$
BILLION 
WORLD CONGRESS AND 
EXHIBITION TOURISM VOLUME

ITA: 168 MILLION (15%)
ITR: 229 US$ BN (20%)

ITA: 563 MILLION (52%)
ITR: 489 US$ BN (42%)

ITA: 248 MILLION (23%)
ITR: 359 US$ BN (31%)

ITA: 56 MILLION (5%)
ITR: 34 US$ BN (3%)

MIDDLE EAST
ITA: 52 MILLION (5%)
ITR: 47 US$ BN (4%)
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One of the sectors that the world is newly 

segment in terms of volume, which is one of the 
fastest growing branch; Heath Tourism will leave 

natural resources and well trained doctors & 
healthcare staff. Especially in dental, ophthalmic 
area and hair transplants, Turkey has already 
holds the leader title in the region. Turkey is the 

service given to the patients and their families. 
Since February 2012, Turkey has been the 2nd in 
the world with 37 JCI accredited hospitals and 
42 health care organizations including 3 clini-
cal laboratory, 1 outpatient care services and 1 
transport service.

terms of geothermal resources is among the top 

terms of resource potential, spa on the implemen-
tation of the third, he said.

Turkey explains that the country is among the 
-

thermal resources; 1st in resources potential and 

cruise tourism worldwide reached 20.9 million 
passengers at the end of 2013. 2.2 million out of  
20.9 million people mentioned for last year have 
visited ports of  Turkey. In other words, about 11 
percent of the total cruise ship tourists passed 
from Turkey. Ulusoy foresees that the growth in 

Great civilizations such as Hittite, Urartu, Gala-
tians, Lycians, Lydians, Ionians, Greeks, Romans, 
Seljuks and Ottomans have lived in this lands and 
had left their cultural assets and values here where 
has been hosting many cultures from prehistoric 
days to the present . Visitors from different parts of 
the world are coming to see these many interest-
ing objects that has witnessed the history and 

363 units of museum consist of  174 private and 
189 state museums in this context. This museums 
and historical places which hosts different culture 
and arts has been having approximately 7 million 
people since the beginning of 2000s. Last year 
they hosted 29 million 533 thousand people and 
the increase in the 13 year period has reached to 

realized by foreign tourists.

2.2
MILLION 
THE NUMBER OF CRUISE TOURISM 
PASSANGERS VISITED TURKEY IN 2013

Turkey is 
aimed to 
become the 
world’s most 
important 
health and 
thermal spa 
tourism 
destination.

BAŞARAN ULUSOY

Turkey has reached an important position in 
world tourism with its successes. In addition 

-
tract the most tourists around the world, our 
continuing growth in Tourism is a sign of the 
success level of Turkish tourism. Along with 
congress, exhibition and health tourism, vari-
ous types of tourism such as cultural tourism, 
sports tourism, nature tourism, cruise tourism, 
golf tourism etc. stand out as the most impor-
tant instruments with which to sustain tourism 
throughout the whole year, not just through 
one season, thus establishing stable tourism 
employment. The increase in hotel investments 

-
ism culture developed recently among Turkish 
citizens as well as the interest of foreign tour-

-

and Tourism, considerably contributed to the 
revival in cultural tourism. 
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3rd in spa applications in Europe. 

seven leading countries in terms 
of natural health resources and 
geothermal potential. Turkey is 
ranked third in the world in spa ap-
plications and leader in European 
in diversity of sources. Thanks 
to the wide range that differs in 

-
cal properties, many disease-
healing sources are taking place 
within the borders of Turkey. 
Turkey has nearly 240 spa 
facilities in 46 provinces and the 
state is the biggest supporter of 
spa tourism. Culture and Tourism 

steps to be taken until 2018 in order 
to use the resources more effectively 

With the implementation of the plan,  
bed capacity of thermal tourism centers 
are expected to rise 100 thousand and 
1.5 million visitors are aimed to be hosted 
within health and thermal tourism. When 
this work is all completed, all approved 
development plan in thermal tourism centers 
in 2023 will reach to a bed capacity of 500 

most important health and thermal spa tourism 
destination in the medium-and long-term run.

In accordance with Turkey Tourism Strategy 

will be getting involved into this competition 
around the world by renewing itself . While 

and Konya turn their natural wealth they receive 
from the history into a brand; Izmir, Istanbul 
and Antalya is already in the competition with 
the global giants. Istanbul might continue as the 

coming to Istanbul has increased by 11 percent 
from 1 million 987 thousand and 492 people up 
to 2 million 198 thousand 322 compared to the 
same period in the previous year. Istanbul has 
become 6th -
ited cities 2013. As well as Istanbul; Antalya and 

Turkey aimes to achieve 63 million tourists, 
$ 86 billion tourism income and expenditure 
per tourist of about $ 1350 in 100th year of the 
Republic, in 2023. Until 2023, being among the 

-
able goal for Turkey with the current statistics in 
the international market in terms of number of 
tourists and tourism revenues.
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“WE INTEND TO 
CONTINUE OUR 
STEADY RISE”
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Minister of Culture 
and Tourism Ömer 
Çelik evaluated 
Turkey which 
quickly raises 
the target in the 
league rankings 
and it’s target in 
the industry, in the 
direction of Vision 
2023.

44 Exclusive Interview / Ömer Çelik

BY  CAN  GÜRSU
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W
ITH THE 
different prop-
erties all four 
sides, Turkey 
has become 
a prominent 

tourist destination and it raises success 
rate by increasing tourism revenues 
each year. Despite the negative develop-
ments in the neighboring countries in 
2013, Culture and Tourism Minister 
Ömer Çelik is indicating an increase of 
%5.87 in the number of tourists visited 
the country compared to 
the previous year, “as the 
Ministry, our expecta-
tions in terms of Turkish 
tourism are to grow in the 
number of tourists and 
increase tourism revenues 
above the world average 
by continuing our stable 
rise “ he says.

The number of tourists 
visited Turkey increased 
by 5.87 percent and 
reached about 38 mil-
lion last year. Turkey 
is among most visited 
countries as 6th in the 
world and 4th in Europe. 
Along with the nu-
merical data, how do you 
think Turkey assesses 
tourism potential?

Besides the socio-cul-
tural impact, tourism is 
one of the most important 
tools of development that 
provides solutions to ma-
jor economic problems such as foreign 
exchange bottleneck or unemployment.

Tourism industry with one billion 87 
million of the total number of visitors 
all over the world and revenues reached 
$ 1 trillion 159 billion; has a pioneering 
role in employment creation in Turkey; 

contribution to other interacting sectors.
Despite the negative developments 

in our environment occurred in 2013,  
our country’s rise in tourism continued 
with a 5.87 percent increase in 2013. 
The number of tourists coming to our 
country reached 37 million 794 thou-
sand 908. Increase in tourism revenues 
doubled the increase in number of tour-
ists and tourism revenue reached to 32.3 
billion dollars with 11.3 percent increase 
compared to the previous year.

Researchs shows that the stable 
development of the tourism industry 
will continue in the coming years. The 

World Tourism Organiza-
tion predicts a ‘4 percent 
to 4.5 percent growth’ in 
world tourism in 2014. 
This number is expected 
to reach 1 billion 800 mil-
lion in 2030.

In our country, reach-
ing 40 million foreigners 
and increasing tourism 
revenues to $ 35 billion 
are aimed within 2014 
program. As the Ministry, 
our expectations in terms 
of Turkish tourism are to 
grow in the number of 
tourists and increase tour-
ism revenues above the 
world average by continu-
ing our stable rise. 

In addition, I would 
like these to be known 
that our Ministry policies 
are in harmony with 
‘development plans and 
medium-term plans’, 
instead of annual policies 
we are opting for long-

term strategies and the annual realiza-
tions are the products of these strategies. 

How do you think the developments 
in our region would affect Turkey’s 
tourism potential this year? In particu-
lar, how did the the incidents occured 
in Egypt, Ukraine and Syria affect 
Turkey and what kind of an impact do 
you expect in the coming period?

Due to the fact that tourism is an 
industry built on extremely delicate 
balances, it directly gets affected by eco-
nomic and political instability. Despite 
the frequent economic crisis, terrorist 
attacks and political instability occurred 
in our geography in recent years; Turkey 
have survived in this process undamaged 
with the help of measures taken.

But I should mention that the world 
peace and harmony was always a priority 
for us. All of our policies are based on 
this understanding. Tourism has a more 
important position today with it’s rec-
onciling feature and it has a key role for 
world peace. Tourism is the world’s most 
democratic, pluralistic sector. I think it is 
the world’s biggest peace project which 
has the support of not only representa-
tives of the industry but also politicians, 
administrators and the contribution of 
many sub-sectors.

After the economic problems expe-
rienced in the period of 1990-2002, 
regulations we have made as the 

Celik: “The Ministry 
is giving special 
importance to the efforts 
towards ensuring the 
sustainability of the 
tourism sector in the 
light of newly emerged 
trends in the world..“

“ Tourism 
industry has a 
pioneering role 
in employment 

creation 
in Turkey; 

removal and 
contribution to 

other interacting 
sectors.”
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that the ‘sea-sand-sun’ tourism brought 
us where we are and how important 
they are for our tourism. However, we 
also know that we need to head towards 
alternative tourism due to the new tour-

That’s why the ministry is supporting 
tourism spread over four season - ther-
mal, winter, spring, golf, belief, culture, 
convention and yacht tourism- with 
the the work carried out full speed since 
2007. 

The ministry has been creating a struc-
ture that aims to enhance the service 
quality, targets the upper income groups 
by diversifying marketing channels, 
preserves natural capital and keeps it 
sustainable, emphasizes tourism options 
in terms of comparative advantage.

We have completed the inventory 
launched in 2005 in the line with “Tur-
key Tourism Strategy 2023 Document”. 

the Eastern Black Sea Region. On the 
other side, winter and thermal tourism 

activities are also in progress in the Black 
Sea region.

More work continues for the provinces 
which have a high potential for cultural 
tourism as the “cultural tourism brands 
“. Plannings such as city branding, city 
branding on world examples, brand 
city committee, brand city action plan 
preparation and contents for general 
informational meetings were held in 15 
provinces so far.

“Rural Development-Oriented Tour-
ism Development Project” in Çoruh 
Valley,  “Alliances for Culture Tourism 
Project” in Kars has been completed. In 
the provinces covered by GAP “Tur-
key Tourism Strategy 2023” is still in 
progress.

Our Ministry, within “Models for Local 
Development / Determination of Sus-
tainable Tourism Projects “, 252 applica-
tions from 63 provinces were evaluated 
and three projects were entitled to get 
support in the 2013-2014 period. On the 
one hand, the work continues in terms of 
directing and supporting future projects.

We are also working on the develop-
ment of golf tourism in all the details 
from every angle. 27 golf courses located 
within the country. 23 of these golf 
courses reside in “tourist attraction and 
culture & tourism protection develop-
ment zone”.

Tourism City, has been improved with 
nature and golf tourism theme. For the 
development of golf tourism in Alanya, 
Baltepe, Mahmutlar, Gökçebel, Okurca-
lar, Ortaören and Türkler Akyar tourism 
centers were proclaimed and plannings 
were initiated with the decision of the 
Council of Ministers.

Cities in winter Tourism Corridor such 

Ardahan are given priority in terms of 
development of winter sports and tour-
ism centers located in these provinces. 28 
units were declared out of 48 potential 
winter tourism centers after the the re-
search performed across the country with 
the contributions of our Ministry and 
Youth and Sports General Directorate. 
Planning studies are in full swing this 
winter in tourism centers.

When we look at thermal tourism; it 
is one of the most important alternative 
types of tourism considering Turkey’s 
geothermal potential. Master plan was 
put into effect by our ministry in 2007. 
Master plan mentioned has determined 

become well-founded. Also the politi-
cal instability experienced in our nearby 
geography -especially the Middle East-, 

the Ministry’s crisis tests, crisis desks 
and the promotion policies produced. 

not miss out target and we did not get 
effected by the crises.

for January-April, we will see an increase 
in the number of foreign visitors by 5.07 
percent compared to the previous year.

How do you think Turkey performs 
in the alternative tourism arena (con-
gress and fair tourism, health tour-
ism)? How do you expect the growth in 
high value-added alternative tourism 
will contribute to Turkey’s vision of 
tourism?

The Ministry is giving special impor-
tance to the efforts towards ensuring 
the sustainability of the tourism sector 
in the light of newly emerged trends in 
the world. As the Ministry, we are aware 



the South Aegean, South Marmara, 
Phrygia and Central Anatolia which 
comes with high tourism potential of 
geothermal resources, as priority areas 
in the development of thermal tourism. 
After determining the potential areas, 
these areas were analyzed based on zon-
ing, environmental plan was produced 
and investment decisions have been 
determined. 

73 units of thermal tourism centers 
and 5 “ culture and tourism preserva-
tion and development zones “ has been 
announced across the country by the 
Ministry. While the number of beds in 
our thermal plants were about 17,000 in 
2006, this number stands at 43,000 by 
2013. In the direction of our studies and 
in accordance with the 2014-2018 Tenth 
Five-Year Development Plan, thermal 
tourism bed capacity is aimed to increase 
up to100,000; 1.5 million visitors and 3 

billion dollars of revenue are targeted.
Look at ‘Euphrates Basin Project’. The 

work is in progress in the area -approxi-
mately 1.4 million acres-  predicted to be 

and Tunceli provinces in terms of cul-
ture, history, beliefs, coast, nature, winter 
and gastronomy and thermal tourism..

For the project, especially aimed for 
integration with the GAP (Southeastern 
Anatolia Project) region, bed capac-
ity in basins is targeted to reach about 
15,000. All of these attacks on alterna-

tive tourism will will further strengthen 
the position of our country which is an 

league of giants.

There are big museums and cultural 
investments are being established in 
Eastern Anatolia, giant ski centers are 

-
rum. Big steps are taken in cultural 
and alternative tourism for Middle 
and Eastern regions in Turkey. Along 
with all these work performed, what 
advantages do you think Eastern and 
Southeastern Anatolia would achieve 
in the tourism competition?

tourism is to ensure the elimination of 
inter-regional disparities. In the Eastern 
Anatolia Region; the effort for Winter 
Tourism development plans stated in 
the “Turkey Tourism Strategy 2023” 
I mentioned earlier are supported by 
my  Ministry and I’m happy to say that 
our work is taking advantage from all 
quarters.

To evaluate the potential of the region 
for winter sports is very important in 
terms of making up for regional dis-
parities. In addition, we plan for further 
development in the region along with 
cultural, tableland, thermal or alternative 
tourism.

For example, 2011 Winter Universiade 
Games we have realized in Erzurum, 
has provided a great contribution for 
winter tourism by promoting us in the 
international arena and accelerated the 
development of the tourism centers in 
the Winter Tourism Corridor. Along 
with the necessary infrastructure and 
superstructure facilities carried out in 
the city center for Universiade, Erzurum 
has become one of the most important 
winter tourism centers in the country.

In order to improve the competitive-
ness of Turkey’s tourism, what do you 

sense to reach more agents abroad in 
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“Our country is one of the most important 
countries in the world in terms of tourism 
potential with it’s natural beuties and rich 
cultural & historical heritage.”
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“One of our goals is to 
continue the steady growth in 
the tourism sector by making 
a difference in the promotion 
of tourism marketing with 
branding and advertising 
strategies.”



the coming period? What kind of stud-
ies are being performed by the Tourism 
and Culture Ministry?

One of our goals is to continue the 
steady growth in the tourism sector by 
making a difference in the promotion of 
tourism marketing with branding and 
advertising strategies. In this respect, 
we have been in cooperation with many 
domestic and international travel trade 
organizations for nearly 10 years. Joint 
advertising, joint hospitality, info tours, 
workshops, roadshows and many other 
effective promotional activities are be-
ing performed. And so, we ensure that 
the world travel trade orientates to our 
country.

out the advertising activities with foreign 
and domestic travel trade organizations 
such as tour operators, travel agencies 
and airline companies. In 2014, we plan 
to perform together with travel industry 
organizations from about 20 different 
countries for approximately $ 15 million 
worth advertising activities.

Let’s have a look at what this col-
laboration brings; your partner uses the 
power in hand to direct people to choose 
Turkey and your advertising cost is re-
duced half and half. Promotion of Turkey 
is being made with lower costs in the 

of possible methods which would lead 
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the tourists to our country are achieved.
In addition all, in addition to all, we 

organize info tours, roadshows, work-
shops, events for foreign tour operator 
personnels in the country and host 1,500 
foreign tour operators and travel agents 
on average each year in order to hep 
them get to know the country better. 

Another objective is the establish-
ment of mechanisms which would allow 
Ministry’s direct budget support for the 
actions performed by domestic and for-
eign travel agencies in order to increase 
the number the visitor they bring.

For exampe, these companies will get 
a higher rate of support provision for 
the visitors brought between the dates 
October 1 to April 30 in order to extend 
the season over 12 months. They will 
have more support if they make use of 
less preferred destinations, bring alterna-
tive types of tourism to the fore.  We plan 
to support the visitors who were brought 
from farthest distances in order to reach 
tour operators and travel agencies who 
are planning to join the market for the 

And I’d like to emphasize in particular 
by underlining that we are giving great 
importance to the cooperation of  public 
and private sector for the development of 
Turkish tourism industry. What we have 
already done so far and clearly reveals 
that.

City Hotel Managment has spread 
in Turkey in recent years, major hotel 
chains in the world are attracted towards 
the boutique hotel concept and they are 
spreading from big cities to small towns. 
What do you think awaits for Turkey 
with internal and external tourism along 
with the high value-added boutique tour-
ism concept?

I see Boutique Hotels as ‘personalized 
service’ and ‘quality tourism understand-
ing’. This concept that appeals to high-
income groups, is culture compatible with 
our country’s understanding based on “ 
human labor” and “hospitality” and it also 

remaining foreign capital per tourist. 
Especially the boutique hotels providing 

services for “cultural” groups; should be a 
part of  the environment in terms of design 
and planning, tourism centers and regions 
must be seen as a whole to address.

Finally, I would like to stress once more; 
we do not evaluate tourism as a source of 
economic income. We think that a good 
introduction is the backbone of a good hu-
manitarian diplomacy strategy. Our coun-
try is one of the most important countries 
in the world in terms of tourism potential 
with it’s natural beuties and rich cultural 
& historical heritage. We will continue to 
assess this potential with maximum pub-
licity campaigns in accordance with today’s 
understanding.

“In 2014, we plan to 
perform approximately 
$ 15 million worth 
advertising activities.”
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Turkey Innovation Week 2014 
organized by TIM in order to 
place the innovative approach 
onto the focus of the export, 
started in Izmir. Almost 5 
thousand visitors attended the 
activity, which lasted 2 days.

SPARK OF INNOVATION 
IGNITED IN IZMIR

BY  BARAN KARAKUZU

JULY-AUGUST 2014  ISSUE 23

came to this point without 
being afraid of dreaming and 
started his speech by saying 
“Be brave, everything starts 
with dreaming”. Emphasiz-
ing that innovation emerges 
from dreams, which turns into 
commercial and social assets; 
Zeybekci added that new 
world will be built with com-
petitions of opinion. He also 
stated that Turkey had targets 

porters Associations in Izmir, 
Turkish businessmen told 
scientists and other partici-
pants about their experiences 
of innovation. 

PRIORITY IS R&D, INNOVATION,  
AND DESIGN
The Minister of Economy, 
Nihat Zeybekci, who spoke 
in the opening of Turkey In-
novation Week, stated Turkey 

On the other hand, represen-
tatives of industrial and busi-
ness world and academicians 
also attended from various 
organizations, such as Türkiye 

-

Izmir Development Agency 

of Innovation Week, carried 
out by Turkish Exporters As-

-

MINISTER OF Econ-
omy Nihat Zeybekci; 

TIM Chairman Mehmet 
-

ers Associations Chairman 
and Innovation Committee 
Member Sabri Ünlütürk; 
and Mayor of Metropolitan 
Municipality of Izmir Aziz 

rd 
Turkey Innovation Week, car-
ried out on 29th th of May. 
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TIM has been working by 
considering innovation 
concept as its focus point 
for many years and taking 
its power of change from 
innovation; he said “The 
future of our export depends 
on the leap we will take with 
innovation”. Emphasizing that 
innovation concept will not be 
limited to Istanbul in Turkey, 
and be spread to all over 

about R&D, innovation, and 
design; “We should become a 
country which determines its 
own consumption habits and 
compete with products, made 
and encrypted by us, not with 
products designed by others”.

“2023 TARGETS WILL BE ACHIEVED 
WITH POWER OF INNOVATION”
TIM Chairman Mehmet 

“We have a young population 
who will bring new customs 
to old villages in every town. 

Izmir is a very important city 
for our export. Today is a mile-

reminded many proud names, 
entrepreneurs and academi-
cians who made a difference 
about innovation will be in 
Izmir; and emphasized targets 

with the power of innova-
tion. Also Aegean Exporters 
Associations Chairman and 
Innovation Committee Mem-
ber Sabri Ünlütürk stated that 
the event started in Izmir, 
motivated them; that com-
panies ensured competition 
advantage with innovation; 
and added “Whatever your 
sector and size is, the innova-
tion concept is inevitable”. 

THE EVENT BRINGS MANY EXPERTS 
TOGETHER

the issues of science and tech-
nology, innovation and design 
were discussed. Founder CEO 
of Signum Biosciences, Dr. 
Gregory Stock, who works 
on Human Genome Project 
and who developed treat-
ments for Alzheimer, Asthma 

spokesman. Right after 
Stock, Rowan Gibson, one of 

5000
THE NUMBER OF VISITORS

the well-known persons of 
innovation concept and who 
has given conferences in more 

experiences with the audience. 

one of the leading persons in 
-

trial design and modern archi-
tecture; Bora Aksu and Deniz 

accomplishments in design, 
made speeches in the panel 
about design. Then Bora Aksu 

place in the event. On the sec-
ond day of the panel, Gearoid 
Mooney made a speech on 
“Innovation in SMEs”. Also 
on the second day, during the 
career panel, businessmen and 
academicians met and Digital 
Platform of Turkey” panel was 
carried out. After Digital Plat-
form panel, Turkish Inventors 

starting with the speech of 

panel, R&D Project Market 
and Design Competition Ex-
hibitions, organized by Turk-
ish Associations of Exporters, 
were held in foyer area.

Zeybekci: “Turkey must 
break through current limits 
economically.”
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Global Business Strategist Rowan Gibson discussed the role of 
innovation in sustainable success of companies; how present 
innovative works might affect competition power of companies; 
and put forward the sectors those he expects where innovation 
will emerge.

What do you think about role of innovation for the success of 
a company?  
Innovation works at two levels. First, as a growth platform. 
Companies don’t grow by improving quality, cutting costs, or 
reducing their cycle time. They grow by introducing innova-
tive new products, services, strategies and business models that 
create new value and wealth. Think about it. Apple didn’t grow 
by making low-cost, zero-defect computers. They did it by 
reinventing the whole computer category, by building new mar-
kets with exciting new products and services, and by inventing 

The second level has to do with renewal. In today’s world, every 

rapid commoditization, and unprecedented customer power. 
This means that business models don’t last as long as they used 
to. We need to renew them much more often just to keep them 
relevant to our customers. 

the same products or services to the same set of customers at the 
same quality and price level - then no company gets ahead. The 

and in the end nobody can make money. So the issue is how to 
set yourself apart from the competition. To have an advantage, a 

-
ue to a particular kind of customer in a particular kind of way. 

It’s not just about benchmark-
ing others in the industry, 
and then trying to be at least 
as good or even better than 

meaningful ways to be differ-
ent than they are. That’s why 
we need to innovate. What 
I teach companies is how to 
actually approach innovation 
in a way that will enable them 
to differentiate themselves 
from the rest. It comes down 
to four key perspectives which 
can help us discover these 
opportunities for innovation. 

Orthodoxies”, which is about 
questioning our traditional 
assumptions and beliefs about 
whatever business we are in. 
The second is “Harnessing 
Trends”. That’s where we try to 
understand all the funda-
mental changes taking place 
in the world, and in our own 
industry, and then use the 
power of change to create new 
value for customers. The third 
perspective is called “Leverag-
ing Resources”, which is about 
stretching or recombining 
existing skills and assets in 
order to open up new growth 
opportunities. And the fourth 
is “Understanding Needs”, 
trying to uncover deep, 
unmet customer needs and 
then addressing them before 
the competition. I call these 
perspectives “lenses” because 
they allow us to look at the 
world from new angles, and to 
see different things. So these 
are the “Four Lenses of In-
novation”. They are a powerful 
tool for helping a company 
stand out from the crowd by 
differentiating itself and its 
business model in innovative 
ways.   

How do you interpret the 
relation between competi-
tion and technology?
Competitive advantage doesn’t 
necessarily come from technol-
ogy itself, but from how we use 
it. For example, both IBM and 
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Amazon have cloud computing 
technology, but Amazon uses it 
in a different and smarter way, 
which is why the CIA recently 
chose Amazon as their business 
partner in cloud technology, 
rather than IBM. Of course, 
every company needs to keep up 
with all the latest methods and 

be two or three years behind in 
the technology you are using to 
deliver value to your custom-
ers. But just having a certain 
technology is not an advantage 
if competitors can quickly get 
it, too. 

How did technologic develop-
ment changed at the past 10 
years.
Everything has speeded up, 
for a start. That’s because of a 
phenomenon I call the global 
“change bomb”. The more 
networked and interconnected 

that each piece of technological 
change inspires, enables, builds 
upon, and collides with other 
technological changes, so that 
everything gets multiplied in a 
giant, self-propagating chain 
reaction. That’s why the rate 
of change has become expo-
nential, and why the impact 
of change has become so 
explosive. These days a decade 
makes a huge difference. Just 
over ten years ago, for example, 
there was no such thing as 
social media. At the beginning 

didn’t even exist. Now Face-
book has over a billion users, 
and Twitter has nearly 646 
million users – all of whom can 
now no longer imagine their 
daily lives without these social 
media sites. 

In your opinion which sectors 
will be favorites for the close 
future?

these things. Who would have 
expected a company like Nest 
to come along and revolution-
ize home thermostats and 

ROWAN GIBSON

“Competitive advantage doesn’t 
necessarily come from technology 
itself, but from how we use it.”
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Biotech entrepreneur and Bioethicist Expert Dr. Gregory Stock 
shared his opinions about future of biomedical technology in 
healthcare applications and application of cloning on humans.

How will genetics shift in the next 10 to 20 years in your 
opinion? 
The health implications of our genes are still largely hidden 
from us, except for the few relatively rare mutations that cause 

now because of the rapid drop in the price of genetic sequenc-

one human genome, so only a few people had been sequenced. 

projects are underway to get detailed genetic information on a 
million or more people and to integrate that information with 
volumes of data about their biochemistry and health status 
to see what our genes can tell us about who we are, how we 
respond to different medicines, and what might make a dif-
ference in our health. Early results suggest that this is going to 
have a huge impact on healthcare and medicine. 

What do you think about the possibility of cloned humans in 
the close future?
 It will likely be feasible, will probably be done by only a small 
number of people, and almost certainly will be irrelevant to the 
larger scheme of our future. The birth of a delayed identical 
twin just is not that earth shattering. Angst about cloning arose 
because it became a symbol for our ability to consciously ma-
nipulate and alter the processes of life: our reproduction, life 
spans, and minds. This broader capability is the real concern 
for many people, and there won’t be much consensus about it 
any time soon.
 
What will innovation in the medical sector bring us in the 
future?
Healthcare will soon go through a massive and disruptive 

transformation. Medicine 
is going to become more 
personalized, more predictive, 
and more oriented towards 
prevention, and we will be 
much more engaged with 
our own health and wellness. 
Patients will use wearable and 
implantable sensors to pas-
sively monitor their activity 
and physiology, and they will 
increasingly be at the center 
of decisions about their care. 
Our primary focus will be to 
identify health problems early, 
if possible before external 
symptoms develop, and to 
intervene when they are much 
more amenable to treatment.
 
What do you think medi-
cine will achieve in the next 
couple of decades compared 
to what it is capable of today? 
It seems mind boggling, but 
healthcare that is better than 
anything available today will 
be readily available to almost 
everyone, everywhere before 
too long. Putting such a 
system in place is an immense, 
expensive undertaking that 
is already well underway. The 
reason we will all have access 
to it is that the system will 
be highly scalable because its 
core will be fashioned with 

-
cial intelligence, telemedicine, 
natural language interfaces, 
machine learning, behav-
ioral avatars, and other such 
high-tech elements that have 
profound economies of scale. 
Once the system is in place, 
the cost of providing it to ad-
ditional people will be mini-
mal. And the incentive to do 
so will be strong, because the 
more shared health informa-
tion there is, the smarter the 
system will be for everyone. 
So, just as most of the world 
now has a mobile phone far 
superior to the clunky, heavy, 
devices once within reach of 
only the wealthy, we will all 
soon have access to healthcare 
that today seems fantastical.

smoke detectors? Who would 
have expected Beats by Dre 
to come along and reinvent 
the market for premium 
headphones?  

-
proach for R&D expenses? 
There is no doubt about the 
importance of R&D. But 
given the choice between a 
really big R&D budget and 
a really big idea, I would 
always choose for the big 
idea. Because today you 

to develop that idea either 
in-house or using external 
partners or supply chain 
networks around the world. 
On the other hand, having a 
giant R&D budget without 
any great ideas to develop is 

biggest spender on R&D in 
the United States over the 
past 25 years was GM, and it 
didn’t seem to do them a lot 
of good. 

Longterm investment 
perspective or obligation 
perspective, which is more 
suitable for the company’s 
innovation perception?
Some innovation opportu-
nities call for a long-term 
perspective. For example, it 
took Nestle around 25 years 
to bring Nespresso to the 
market. So that was quite a 
marathon. But they really 
believed in the idea and they 
were willing to pace their 
investment over time. Other 
opportunities are more like 
a sprint, and they require a 

have to go after them very 
quickly otherwise the window 
of opportunity will soon close. 
Apple took iPod from idea 
to product launch in only 
about 12 months, because 
they knew they had to achieve 
global pre-emption. So we 
need to look at each idea and 
ask ourselves how to best 
manage our investment in it.

DR. GREGORY STOCK
“Healthcare will soon go through 
a massive and disruptive 
transformation.”



NASDAQ OMX Group Vice Chairman Meyer ‘Sandy’ 
Frucher; BC Partners Managing Partner Nikos 
Stathopoulos; and Citi Director and Senior Vice 
President, International Government Affairs, Charles 
R. Johnston analyzed the role of Financial Center, 
planned to be established in Istanbul, its potential 
to attract the investors and Istanbul’s vision to be a 

 ISTANBUL 
INTENDS TO BECOME
 FINANCIAL 
ACTOR 
IN THE REGION

54 Exclusive Interview / IFC
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BY CAN GÜRSU

ISTANBUL HAS BEEN THE 
capital city for many civiliza-

tions from past to the present day. 
Istanbul is now ready to become a 
regional center with the strength 

services center, strategic location 
and stable economy. With it’s rapidly 
renewing face, conveniences offered 
to the business world, opportunities 
provided to reach more than 1.5 bil-
lion population and 1/3 of the world 

-
tanbul is set to become an indispens-
able address for the global business 

who plays the biggest role in the 

strengthens the hand of Istanbul by 

the worldwide forums organized and 
business associations signed.

In this context the second of the 
forum series entitled “Istanbul: Re-
gional Hub, Global Actor”, organized 
as part of the vision to make Istanbul 

center was held in New York City with 
the participation of prominent names 
from the Turkish and global business 
world on Tuesday, April 22. ‘Istanbul: 
Regional Hub, Act Global’ Forum 
brought together Turkish and global 
business world with the support of 
Turkish Airlines and Anadolu Agency 

Important names we interviewed 
at the forum evaluated Istanbul for 
Turkish Perspective Magazine.
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BC PARTNERS MANAGING PARTNER  
NIKOS STATHOPOULOS  

“TURKEY WILL DEVELOP  
IN THE LONG RUN”
BC Partners Managing Partner Nikos 
Stathopoulos, who underlines Istanbul and 
Turkey kept their foreign investor potential 
and healthy banking system, also states that he 
believes in Turkey’s long term potential.

How do you assess 
Istanbul and Turkey’s 
potential?
I am still very optimistic 
about Istanbul’s and Tur-
key’s potential. I think main 
features remained intact. It 
is a large and a developing 
economy; it has very attrac-
tive demographic charac-
teristics, liquid market and 
a robust banking system. I 
believe Turkey will develop 
more in the long run. 

What do you think of the 
investment environment 
in Turkey?
The investment environ-
ment has been because of 
some political develop-
ments and a value loss in 

the rate of exchange. If 
people look at main char-
acteristics of the country, 
their opinion will change 
and become more positive 
in their perceptions. 

Which steps should be 
taken to make Istanbul a 

I believe Istanbul has 
already started to become 

region. The stability in rate 
of exchange and political 
environment is very im-
portant in attracting many 
more foreign investors. 
Direct foreign investments 
will support some struc-
tural areas which will help 
the country to expand.

How do you assess 
Istanbul and Turkey’s 
potential? 
There is a big potential. 
We can see that in partner-

The future looks bright. 

what is needed in order to 
deepen the capital mar-

products. The current 

various than the ones, 
presented 10 years ago. 
The best proof that Turkey 
has a high potential is the 

country’s survival from the 
recent global recession; 

Turkish business world 
adapted the recession in 
Europe very fast, which is 
an important export mar-
ket for Turkey. I believe, 
this shows the power of 
business world and that 
government has capacity 

monetary policies to pro-
tect strong economy.  
I think this is a kind of 
place which foreign inves-
tors are looking for. 

“EUROPEAN ECONOMY 
IS A GOOD EXPORT  
MARKET FOR TURKEY”
Citi Director and Senior Vice President, 
International Government Affairs, 
Charles R. Johnston shares his opinions 
about Turkey’s potential.

CITI DIRECTOR AND SENIOR VICE  
PRESIDENT,   INTERNATIONAL   
GOVERNMENT AFFAIRS,  
CHARLES R. JOHNSTON     
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 NASDAQ OMX GROUP VICE CHAIRMAN MEYER ‘SANDY’ FRUCHER   

“TURKEY WILL WIN A LOT IN THE LONG RUN”
NASDAQ OMX Group Vice Chairman Meyer ‘Sandy’ Frucher, who 
emphasized that Borsa Istanbul keeps its position to be a well pursued 
organization in developing markets, also stated that the process, 
performed under the leadership of Borsa Istanbul is successfully 

How do you assess 
Istanbul and Turkey’s 
potential?
We are investors and 

Istanbul; therefore we think 
the potential is very high. 
There is a developing mar-
ket, even in the beginning 
phase of this development; 
the liquidity rate is very 
high. There is a lot to do 
about individual investors, 
which is a good. There is 
also a lot to do about the 
issue of family companies, 
going to public, which 
is also good. In the last 
decade, the way was paved 
for future and growing. The 
reforms on commerce and 
legal procedures made the 
country a respected one, 
in term of commercial life, 
stability and legal system. 

Turkey will win a lot in the 
long run. 

What can you tell us 
about the investment en-
vironment in Turkey?
If we take a look at the 
sector which I have knowl-
edge of, we see that the 
investment interest in the 
stock exchange is very high. 
Protests led some people to 
be more careful; however 
they still consider Turkey 
and Istanbul a steadiness 
zone within a region of 
instability when they check 
statistics, expansion, future 
and the whole picture. They 
see that institutions, which 

of commerce, industry, law 
and regulations, make the 
country a very attractive 
place. 

Which steps should be 
taken to make Istanbul a 

In order to make Istanbul 

to have a stock exchange 
market, which is at world 
standards. This process is 
happening now. Techno-
logic and structural change 
makes the stock exchange 
market stronger. Istanbul 

way to attract people in 
many aspects, not only 
commerce. The awareness 
level of how great to be here, 
not only in Istanbul but also 
in the whole Turkey and 
how wonderful place Turkey 
is should be increased. As 
the people learn more about 
Istanbul and Turkey, they 
will be excited more and 
more.

What do you think of the 
investment environment 
in Turkey?
It is very important that 
business world work 
together with the govern-
ment. They have a good 
story to tell and they 
work to develop this. The 
reforms to be a member of 
EU, modernizations, and 
market-focused structure 
of Turkish economy are 
ongoing processes and 
there are huge leaps. The 
new capital market law of 
2013, new debt courts, new 
commercial code of 2012 
explain how Turkey wants 
to position itself as 16th-
17th economy in the world. 
Turkey intends to be within 
top ten in a few years. 

Which steps should be 
taken to make Istanbul a 

In the panel, we mentioned 
there was a very competi-
tive environment in terms of 

in the world will try to better 
their conditions. Turkey is one 
step ahead because it has won-
derful culture, life quality, well 
developed infrastructure, good 
technology and best quality 
human resources. However, 
you cannot say “It’s done” by 
looking at those conditions, 
you have to improve them and 
add many things. Amend-
ments in tax law should be 
maintained, tax is an impor-
tant factor to lead people to 
investment. Some measures 
have to be taken, but in gen-
eral, we see that Istanbul has 

-
nancial center in last 10 years. 
Its rating in global indexes are 
getting higher, right steps are 
taken and the city is becoming 
more and more competitive. 
Istanbul will keep its improve-
ment with its central location 
in the region. 
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Selpak, the leading brand of the cleaning sector that 
aims to be the personal hygiene provider of consumers 
in every period of their life, targets to be the leader in 

20 countries within the next 10 years.

The Brand that Gave its  
Name to the Product:  

Selpak

Brands     NAPKIN, NYLON, IRON AND STEEL, OLIVE OIL...

Content: “Kordsa Global is the story of great effort, imagination and courage”  P61 P63  Aegean olive oil globali-
P65 Editor: Can Gürsu

BY SİMGENUR GÜDEBERK
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SELPAK, WHICH STARTED 

of converting the habit of 
using fabric handkerchiefs 
in those days to the habit of 

advertisement, continues 
to maintain and expand its 

broke grounds in kit chen 
roll, paper clothes, napkin, 
paper tissue and boxed pa-
per   tissues categories, have 
also managed to carry the 

-
crocapsule and antibacterial 

boxed paper tissues that 

of Turkish cleaning tissues 
sector, Selpak maintains to 
be the brand that comes to 

the cleaning tissues thanks 

name from the combination 

of cellulose in Turkish, the 

resembles cleaning in Turk-

 “SELPAK’S CONTRIBUTIONS 
IN UTILIZATION OF CLEANING 
TISSUES CANNOT BE DENIED”

-
tor of Selpak that aims to 

cleaning tissues in Turkey 
since its establishment, 
describes the development 
of this sector in Turkey 

production is considered as 
-

the amount of cleaning 

20 grams in 1970s, this 
amount has exceeded 4 kg 

-
tions of Selpak brand in this 
development by its activities 
for establishing a ground 
for this habit, by adopting 

as its mission, and by paying 
efforts to spread out the 
habit of using these products 

CONTINUES TO GROW IN 
DIFFERENT CATEGORIES 

into different categories 
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Selpak, which became 
the most innovative, 
most expert and most 
liked cleaning brand 
in the eyes of consum-
ers, maintains to be 
the brand that comes 

tissues thanks to its 
long-established past.

and carry its expertise in 

Selpak has extended its 
product portfolio under 
personal hygiene category, 

-
ent ages, and entered into 

-
ogies and products thanks 
to its high quality and 
innovative perspective, has 
included medical hygiene to 
its portfolio in addition to 

consumers in every stage of 
their lives as their personal 
hygiene provider” and states 
that Selpak offers hygiene 
and comfort altogether 

specifically for incontinence 
problem and the comple-
mentary products that 

“NEW REGIONS WILL BE THE 
SOURCE OF GROWTH” 
The expiration of partner-

Marketing Director of Selpak
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 “Selpak aims to be 
with consumers in 
every stage of their 
lives as their personal 
hygiene provider”
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as a corporation hundred 

the number of countries, 

exported, has exceeded 50 

four times in international 
markets and to double total 
domestic and international 

-

-
-

isting Caucasian and Central 

Balkans, Eastern Europe and 

SELPAK AIMS TO BE THE LEADER 
IN 20 COUNTRIES IN THE NEXT 10 
YEARS 

-

segment in Caucasia and 

be one of the top three play-
ers in its target markets and 
the leader in 20 countries 
in the next 10 years thanks 
to its products in different 

MILESTONES: 

1980
First exportation was made 

to Middle East.

1978
Solo brand was 

introduced.

1971
Production has begun 

with Selpak brand.

2012
has purchased the shares of 

become an organization, hundred 

2014
Selpak brand 

has entered into 
personal medical 
hygiene category.

2000
with Fort James and 

become new shareholder of 

2007
Selpak and Solo 

brands are included to 

DO YOU KNOW? 

of cleaning tissues per person 
in Turkey is approximately 5 
times lower and consumption of 
toilet paper is 6 times lower than 
Western Europe.

of cleaning tissues per person in 
Turkey is 4.3 kilograms per year 

average consumption in Western 
Europe, which is 15.6 kilograms 
per year. 

of 10 houses and paper towels 
are used in 5 out of 10 houses in 
Turkey

witwitwitwwitwitwitwitwiti h Sh Sh Sh Sh Sh Sh SSSSelpelpelpelpelpelplplelpak ak akakak brabrabrabrabrabrbrarabrabraabrabbrar nnnnnn

ygyyyyygygygyggygyggy ienienienienienienienieneeene ce ce ce c ccc ccce cce caateatateateatateateateateat gorgorgorgoroogorgooooo yyyyy

Selpak was 
founded in 1971, 
sustains to be in 
consumers life. 



KORDSA GLOBAL,

started on its industrial 

-
ing in nine different countries 

-
ees, Kordsa Global exports 
its products to more than 80 
countries and has become one 
of the most important players 
of its sector by producing 
industrial nylon, polyester and 

Cenk Alper, CEO of Kordsa 

spread out such a vast area, 

the markets throughout the 

great vision and conversion to 
a solution partner of its cus-

its 9 facilities in 9 countries 
-

ated by great effort, imagina-

KORDSA GLOBAL IS THE FIRST 
TEXTILE COMPANY THAT RECEIVED 
ISO 9001 CERTIFICATE
Kordsa Global started to ex-
port its products to Yugoslavia 

rd

investments in the 80s to 
increase its production 
capacity and diversity, took 
the attention of US giant, 

1987 to purchase threads, and 
then became a partner of this 

-

a commercial enterprise to a 

trust and quality, you must 
take the applicable national 
and international standards 
into consideration” says Cenk 
Alper, CEO of Kordsa Global, 
and adds that quality culture 

company on those days and 
they had started to imple-

-

Kordsa Global has become 
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nylon, polyester and cord fabric, targets to increase its revenues 
by 20 percent in 2014 thanks to its affordable prices, good 
service and value adding innovative approach.

Brands /Kordsa

Kordsa Global exports 
its products to more 
than 80 countries 
and has become one 
of the most important 
players of its sector by 
producing industrial 
nylon, polyester and 
cord fabric.

BY SİMGENUR GÜDEBERK

“KORDSA GLOBAL IS THE 
STORY OF GREAT EFFORT, 
IMAGINATION AND 
COURAGE”
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years later, in 1996 it received 

GLOBAL JOURNEY 

standards, Kordsa Global 
accelerated its international 
investments and made its 
investments in Germany and 

have become a very important 
partner for our customers as 
a result of our investments in 
quality for a long period and, 
star ting from early 2000, 
our customers have asked 

says Alper and adds that they 
have become a global com-

acquisitions that they made in 

TRYING TO CREATE A VALUE FOR 
CUSTOMERS 

“your product and service 
quality are very good, but 

the development of sector in 

the same desire and efforts for 
success” says Cenk Alper and 
adds that they have estab-
lished Global Technology 

have added the innovation 

identity, product quality and 
superior service and highlights 

is currently ranked tenth in 
patent applications, plans to 

20 PERCENT INCREASE IS EXPECTED 
IN 2014 REVENUES
Kordsa Global, the sales 

-

24 percent increase in total 
sales, compared to the same 

says Alper and mentions that 
they expect to have 20 percent 

THE COMPANY WILL GAIN USD 150 
MILLION IN 2017 FROM ITS NEW 
PRODUCTS 

transferring its expertise in tire 
reinforcement materials sector 
to construction and composite 
materials sector, also aims to 

-
lion income in total in 2017 

GROWTH WILL CONTINUE IN 
INTERNATIONAL MARKETS
The ratio of domestic sales in 
total sales volume of Kordsa 

rd 

place in Top 1000 Export-

Association of Exporters, 

percent market share in high 

cloth and 4th

10 percent market share in 
high denier polyester market, 
invests in Germany, the USA, 

-

Furthermore it has invested 

continents, Kordsa Global has 
-

204 million in South America, 

increase in the sales volume 

says Alper and adds that they 
expect an increase in these 

“When our customers 
asked “your product 
and service quality are 
very good, but what 
about technology?” 
with the development 
of sector in 2006, we 
have implemented our 
technology initiative 
with the same desire 
and efforts for success”.
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Kordsa Global, which targets 
to gain USD 150 million in 2017 
with 17 new products, plans to 

grow regularly every year. 

CONTINUE 
TO GROW 

WITH GREAT 
TARGETS 

20
RATIO OF INCREASE IN 

REVENUE TARGETED 
FOR 2014

35.9 
NET PROFIT OF 

KORDSA GLOBAL 
IN 2013 

MILLION TL

1.5 
SALES VOLUME OF 
KORDSA GLOBAL 

IN 2013  

BILLION TL

150
REVENUE TARGETED 
BY KORDSA GLOBAL 

IN 2017 WITH 17 NEW 
PRODUCTS

MILLION USD

exports its 
products to more 
than 80 countries.
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IRON INDUSTRY EMERGING FROM 
A VILLAGE 

the British Government, 

-

assembling machinery at 
Karabük iron and Steel Fac-

Thanks to the committed 
efforts of Turkish engineers, 

the most important symbols 
of industrial transformation, 
operated until 1955 as an af-

Demirel: “It is its 
industrial culture dat-
ing back 77 years that 
has given Kardemir 
a head-start in rail 
manufacturing.”

principal input for the 
construction, mining, 

transportation and 
industry sectors. 

to go beyond this step and 
because no substantial result 
could be obtained at that 

to choose the location for 
the establishment of the iron 

-
cided that Karabük Village, 

convenient for the establish-
ment of the heavy industry in 

KARABUK IS ONE OF THE 

by experts brought from 

establishment of the iron 

-
-

Kardemir, The Story Of 
A NATION’S INDUSTRIALIZATION

Republic. The country, in need of industry policies, began to 
prepare for breakthrough development in various areas and 

77-year history and being one of the main founding stones 

manufacturer of Turkey and other countries in the region,  
and its export has reached 100 thousand tons.

BY FİGEN AYPEK AYVACI

Demirel: “It is its 
industrial culture dat

s in the region, 
ns.
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FADIL DEMIREL

Manager

Our company initiated 
a series of investments 
to increase its 
manufacturing capacity 

rd 
Air Separation Facility, 

rd 
Continuous Casting 
Facility have already 
been completed and put 

the investments on 5th 
high temp furnace and 

are nearly completed, 

the targeted capacity 

addition, in Çubuk 

demanded especially 
by the automotive 
and machinery 
manufacturing industry, 

Another of our 

capacity to an added 
value product, is the 

freight, passenger and 

year it became an independent 

its position as the sole rail 

Today, referring to its long 

racteristics of the facility and 

dating back 77 years that has 
given Kardemir a head-start in 

international institutions, is 

time deliveries both in the 

Being the only rail manu-
facturer in the country and 
among other countries in the 

Our company also successfully 
handles a process manage-

-

and costs to get ahead in the 

ONE OF THE 50 LARGEST 
INDUSTRIAL ORGANIZATIONS

-

reacted negatively and this 

the participation of the Steel 

factory instead of shutting it 

sold to the local community 

technologies and carried out 

According to the data annu-

Chamber of Commerce, the 
company is listed among the 
50 largest industrial organi-

annual capacity of 2 million 
-

tion, Kardemir provides the 
principal input for the con-
struction, mining, transpor-

rolling plant featuring the 
latest technology acquired in 

facility, having a capacity of 
450 thousand tons on a yearly 
basis, incorporates a complete 

notes that in the facility, 

to 72-meter long rails can be 

have made considerable 
investments for the manufac-

FIRST DIRECT RAIL EXPORT IS 45 
THOUSAND TONS
Stating that they performed 

says that after this export 
of 45 tons they continued 

that they signed purchase 
contracts involving 400 

and competitive price are the 
most important elements of 

noted that the facility is an 
integrated iron and steel 

also stopped imports in the 
-

enhance the manufacturing 
capacity of thick round ma-
terials manufactured in our 

one of the cornerstones of 

of a nation, aims to play an 
active role not only in the 
domestic market but also in 
the export markets through 

turn its current capacity into 

45 
FIRST DIRECT RAIL 

EXPORT-2010

THOUSAND TONS 

1
MANUFACTURING CAPACITY 

UNTIL 2010

MILLION TONS/YEAR 

3
TARGETED MANUFACTURING 

CAPACITY WITH INVESTMENTS

MILLION TONS/YEAR 
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MORE THAN 95 percent 

-
ranean basin and most of 
this amount is produced by 

a very important producer in 

All of our international 

within Aegean Region, as an autonomous cooperative since 2001. 

Aegean olive oil globalizes with 

TARİŞ 

BY BARAN KARAKUZU

a result of being a coop-
erative, brings advantages in 
establishing long term and 

-
hit Çetin, Chairman of Union 

Sales Cooperatives, states 
that particularly the buyers 
from developed countries feel 
much more trust to coopera-

Furthermore, indicating on 
the packages that products 

having high quality products 
create a positive effect for the 

A STRATEGIC PRODUCT FOR 
TURKISH ECONOMY: OLIVE OIL 
Olive oil, a strategic product 
for Turkish economy, be-
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comes much more important 
every day in regard to the na-

-
tance may sometimes occur 
as foreign currency revenue 
or as a contribution to public 
health due to its consump-
tion instead of other seed 
oils, or sometimes occur in a 
cultural manner by promot-
ing Turkish olive oil culture 

a result of this importance 
Turkey is planning to be the 
second largest producer in 

-
ing to produce 700 thou-

the industry and its innova-
tive approaches, Çetin says, 
“Our Union is the pioneer of 
innovations in Turkish olive 

Olive and Olive Oils is the 
pioneer of industry particu-
larly thanks to its efforts in 

and different products to 
add a value to Turkish olive 

olive oil by creating unique 
designs and departing from 
stereotypes and rules in 

brand from other brands and 

THE DECREASE OF PRODUCTION IN 
SPAIN HAS POSITIVELY AFFECTED 
TURKEY 

information about the global 
condition of the sector, says, 

Spain, the leader of olive oil 
-

creased the production in 
Spain to 600 thousand tons, 

order to explain the reason 
of increase in the prices of 

other hand, Çetin states that 
they have doubled olive oil 
exportation last year and ex-
ceeded 90 thousand tons in 

Çetin also adds that Spain, 
one of the competitors of 

million tons of olive oil this 
year according to informal 

prices of extra virgin olive 
oil have again reduced to 

increase in the exportation 

to the information provided 
by Çetin, the production in 

thousand tons due to cli-

in the exportation of pack-
aged olive oil, compared to 

earned have not been lost 
and the exportation of pack-

the main added value, is 

vision for the exportation 
of packaged olive oil by say-
ing “The future of Turkish 
olive oil sector depends on 
the increase in exportation 
of packaged and branded 

H. CAHİT ÇETİN

Cooperatives

carry on our efforts to 
become a strong and 
long-lasting brand in 

in the quality and 
design competitions 

participated in abroad, 

brand of an Aegean 
Cooperative in front 

strengthen our existence 
in South America in 

exportation has doubled 

our range of products to 

abroad based on Ta-Ze 

“Increasing trend of 
olive oil consumption 
in Far East promise a 
future to our brand.”

loyalty is high. Most 
fundamental reason of this 
success is the execution 
of R&D and product 
development works with 
focus on consumers. 
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28,000
THE NUMBER OF 

PRODUCERS COVERED BY 
TARIŞ UNION OF OLIVE 

AND OLIVE OIL

THE NUMBER OF 
COUNTRIES, TO WHICH 

TARIŞ EXPORTS 
PACKAGED PRODUCTS 

49
 COUNTRIES

TURKEY’S 
PRODUCTION TARGET 

FOR 2014 

700 

THOUSAND TONS

“We aim to increase 
our sales to USA, 
Canada, and Japan, 
our biggest markets.” 

“WE ARE ESTABLISHING A 
FRANCHISING SYSTEM TO END THE 
DOMINATION OF ITALY”

establishing a franchising 
system initially in order to 

exhibits that Turkish olive oil 

has a voice in Turkish olive 

consumers from domestic 
and international markets are 
offered different geographical 
regions and olive varieties as 

and adds that these diffe 

in transferring this richness 

“AEGEAN OLIVE OIL IS KNOWN FOR 
ITS AROMATIC TASTE”

-
rently exports its packaged 
products to 49 countries, 
aims to increase the number 

its sales to USA, Canada and 

Çetin states that they have 

-
creasing olive oil consump-
tion in Far East promises a 

TARİŞ DRAWS ATTENTION WITH ITS 
INNOVATIVE PRODUCTS

Olive Oil Sales Cooperatives, 

the innovative products of 

offered the regional taste 
differences of olive oil, one of 
its characteristic features, to 

that “Special Olive Oil” series 
of products, such as Au-

through different production 

established a franchising 
system as an innovative step 
for branding purposes, intro-

different products to consum-

under TA-ZE merchandising 

concept as an important 
distribution channel in the 
form of uniquely designed 
boutique olive oil stores, 

and also very rare throughout 

establishing TA-ZE stores 
is to introduce the brand to 
the consumers and make the 

also carries out innovative 

public relations activities, 
modern distribution chan-
nels, marketing techniques, 

and regional coding strategy, 
-

ing step in Turkish olive oil 

THE TARGET CAN BE ACHIEVED WITH 
AN INCREASE IN INCENTIVES

thousand tons of olive oil 
production, planned for 
2014, Çetin says, “Our targets 
can be achieved only by the 
producers and as a producer 

point, it is very important to 

as the production accord-

highlights that incentives 
are needed to be increased in 
order to help Turkish olive 
oil producers to achieve the 
targets and compete more 

-
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Agenda FAIRS, EXHIBITIONS, SUMMITS, AND MEETINGS IN THE NEXT TWO MONTHS
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International Izmir 
Fairground

The fair where General Business, Health, Food, 
Automotive, Commercial Vehicles, Heavy Duty 

Vehicles, General Machinery, Furniture, Finance, 
Communication Technologies and 

Telecommunication products was attended by 
1125 companies from 66 countries last year. 
This year’s fair is also expected to attract a high 
attendance. 
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In particular tractors and agricultural machinery and 
also automobiles, white goods, electronic devices and 
livestock technologies are exhibited. ETSIF, one of the most 
important exhibitions in the Thrace region, is an exhibition 
where automotive, agriculture and domestic appliances are 
exhibited together. 

No Dig Expo Turkey
IFM Istanbul

AUGUST 28-31
The primary target is to create awareness about the latest 
developments about the underground infrastructure and 
trenchless technologies and to bring the global industry 
under the same roof. Underground Infrastructure&Trenchless 
Technology Conference And Trade Fair will be one of 
the most important events regarding infrastructure and 
trenchless technologies all over the world. 

Expo Tunnel 
IFM Yeşilköy

AUGUST 28-31
The tunnel construction technologies and equipment 
exhibition is a unique exhibition held in Turkey exclusively for 
tunnel boring and underground construction. Tunnel Expo 
Turkey, which will host professionals and companies with 

from other tunneling exhibitions in the world by its unique 

7th Çorlu Tarımtech 2014
Çorlu Orion Shopping Mall

AUGUST 6-10
Agriculture and Livestock, 
Seeds, Fruit Growing, Irrigation 
Technologies, Greenhouse 
Technologies, Tractors and 
Equipment, Storage Systems, 
Cooling and Ventilation products 
will be exhibited. This exhibition 
to be held in Çorum, which is 
an important city of agriculture 
in the northwest of Turkey, is of 
great importance for the Turkish 
agriculture industry. 

The annual Culture and 
Books Exhibition will 
be held in the garden 
of Kocatepe Mosque 
in Ankara and in 

publications, books, audio and video works will be exhibited, 
will also host many events and autograph sessions. Many 
local and foreign readers and writers are expected to attend 
the exhibition. 

33rd Books and Culture 
Exhibition
Beyazıt Square, Istanbul-

Kocatepe Mosque Garden, 

Ankara

JULY 4-23

ETSIF 2014 Automotive and Supplies Exhibition
Edirne Fairground 

JULY 2-6 

3rd University Exhibition
Lütfi Kırdar International Convention 

and Exhibition Center

JULY 4-6
Ünitercih, which is also 
organizing University 
Preference Exhibition 
followed by universities 
and university student 
candidates since 2011, 
attracted over 15,000 
visitors in 2013. The 
representatives of many 
domestic and foreign 
universities as well as 
educational counselling 
companies will attend the exhibition to help the students 
choose the university they are going to attend.  
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TURKEY RESTORES 
CONFIDENCE IN 
INTERNATIONAL 

DIRECT 
INVESTMENTS

Turkey returns to the  
A.T. Kearney Direct 

INVESTMENTS, HIGH TECHNOLOGY PRODUCTS, FOREIGN TRADE, PUBLIC DEBT STOCK, EXPORT ROUTES

A.T. KEARNEY 2014 
FOREIGN DIRECT 
INVESTMENT CONFIDENCE 
INDEX (FDICI) 

Source: 

UNITED STATES

SCORE

2,16

2012 2013 2014
4th 1st 1st

UK

SCORE

1,91

2012 2013 2014
8th 8th 4th

CANADA

SCORE

1,93

2012 2013 2014
20th 4th 3

CHINA

SCORE

1,95

2012 2013 2014
1st 2 2

BRAZIL

SCORE

1,91

2012 2013 2014
3 3 5th

TURKEY

SCORE

1,91

2012 2013 2014
13th - 24th
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PUBLIC DEBT STOCK TO 
GDP RATIO MAINTAINS ITS 
STEADY DECLINE

THE RATE OF EU-DEFINED PUBLIC DEBT STOCK TO GDP (%)

2008 2009 2010 20122011 2013

40 46,1 42,3 39,1 36,2 35

Source: Ministry of Finance
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TURKEY IS ABOVE WORLD STANDARDS 
IN EXPORT OF QUALITY PRODUCTS

EXPORTERS WITH INTERNATIONAL 

34 3952

TURKEY ECA REGION WORLD

EXPORTERS WITH TECHNOLOGY LICENSED 

243319

TURKEY ECA REGION WORLD

EU AND NEAR EASTERN 
COUNTRIES CONTINUED TO BE IN 
THE EXPORT ROUTE

EU 
COUNTRIES

NEAR AND 
MIDDLE 

EASTERN 
COUNTRIES

OTHER EU 
COUNTRIES

AFRICAN 
COUNTRIES

 

OTHER 
ASIAN 

COUNTRIES

AMERICAN 
COUNTRIES

 TURKEY 
FREE ZONES

AUSTRALIA 
AND NEW 
ZEALAND

41.5%

23.4%

9.4% 9.3%
6.4%

7.9%

1.6% 0.4%

Source: TÜIK 

20122010 2014 201920132011 2015 2023

50
45

31,530,83029,22827,3

3,4 3,6 3,1 4 4,1 4,9
7 10

HIGH TECHNOLOGY PRODUCT EXPORT  
IS GRADUALLY INCREASING
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Data: 

LIBYA

220.2

ITALY

620.7

NETHERLANDS

292.6
BELGIUM

272.9

UK

809.8

USA

536.1

FRANCE 

517.5

TURKEY’S TOP 20 
EXPORT MARKETS

GERMANY   

1,348.8

ISRAEL

263.3

AZERBAIJAN-NAKHICHEVAN

251.1

CHINA 

287.4

RUSSIA

534.2

EGYPT

238.46 UAE

281.3

SAUDI  
ARABIA

287.9

IRAN 

298.0
IRAQ  

1,027.7

SPAIN  

430.2

ROMANIA

277.2

POLAND

206.7
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