We are in every stage of automotive value chain...
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A year full of
launches and
awards

Volkswagen Passenger Cars
Volkswagen Passenger Cars has increased its sales by
27% where the total market has enlarged by 21% and has
realized a total of 26,752 sales by means of its successful
product and communication strategies as well as model
launches. The brand ranked as the 5th in 2009 with its
7.2% market share.

Volkswagen Passenger Cars has
concluded a very successful year by way
of its product and communication strategy
designated in accordance with its “most
innovative automotive brand in the world“
vision and has increased its total sales by
27% in 2009. Volkswagen Passenger Cars
has succeeded to reach a wide range of
target audience by means of its expanded
product range, and technological and
environment friendly automobiles.

Performance of our models
New Polo, launched in September 2009 with the motto
”You are great”, has reached a 6.1% market share in its
segment. Following its launch, New Polo received many
prizes including “Car of the Year” award.
Golf, the inventor of the compact class, occupied the third
position with its 11.4% segment share in 2009 and has
increased its sales by 23% compared to last year.
In spite of an intensive competition due to new model
entries, the Jetta model has advanced to sixth position with
its 6.8% segment share as of the positive results of fleet
sales.
Passat, a model which has scored innumerable
accomplishments since the day of its launch, has generated
a 20% increase in its total sales in comparison to 2008
and held the leading position in its segment with a 19.5%
segment share. Meanwhile, Passat Variant has retained its
leading position in its segment with a glaring share of 61%
in 2009.
The 4-door comfort coupe CC has acquired a 33% market
share during the first year of its launch.

2009 has been another year
witnessing the success of Volkswagen
Passenger Cars. Volkswagen
Passenger Cars has concluded a
busy year full of launches and awards
by increasing its market share and
has ranked as the fifth brand in the
market.
Vedat Uygun
Volkswagen Passenger Cars General Manager
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p THE NEW POLO ON THE ROAD
Launched in September with the slogan “You
are Great”, The New Polo won many prizes
including “The Car of The Year” award.

Launched in October 2008, Scirocco has been able to
increase twofold its segment and has accomplished an
unreachable 47% segment share.

Volkswagen’s revolutionary engine TSI has won the “Engine
of the Year” and “Green Engine of the Year” awards in the
“Engine of the Year 2009” competition.

Tiguan, the winner of the safest ceiling award in SUV
segment, has become the second best selling model in its
segment with a 21% market share.

After Sales Services
Providing service with its 61 Authorised Service points
throughout Turkey, Volkswagen After Sales has expanded
its service network by opening its first Authorised Service
point in Rize in 2009.

Launches and innovations in 2009
Volkswagen Passenger Cars has emphasized innovations,
which distinguish Volkswagen from its competitors, within
its communication strategy in 2009 and also executed
Tiguan and the New Polo launches. In addition to this,
Volkswagen’s eagerly-anticipated 1.6 TDI engine has been
offered to the consumers in 2009.
A year full of awards
Models of Volkswagen Passenger Cars won numerous
awards in 2009. While the New Golf has been awarded
with the “World Car of the Year” prize, the New Polo won
the “Green Steering Wheel” and “Golden Steering Wheel”
awards in the “Golden Steering Wheel 2009” competition.

The Segment 2-3 campaign which was started in 2009 and
“Triplicate Service Discount of Car’s Age” campaign which
was proposed to Volkswagen passenger cars older than 4
years, has attracted approximately 20 thousand customers
who were not receiving services from Authorized Service
stations.
With approximately 310 thousand vehicle entries,
Authorised Services provided services to an average of
26 thousand cars per month in 2009. Their spare part
turnover has also increased by 11% and labour turnover
has increased by 11.44% in that year.

q GOLF’S LEGACY CONTINUES
VW Passenger cars received
many awards in 2009 as well. The
New Golf showed its stamina in
terms of carrying its legacy by
winning the “World’s Car of the
Year” award.

p VW’S SUCCESSFUL REPRESANTATIVE IN SUV SEGMENT
Created from VW Passenger Car’s niche model, SUV Tiguan
accomplished an remarkable achievment by ranking as the 2nd
in its segment with a market share of 21%.
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The most
desired brand
Volkswagen Commercial Vehicles
will anchor its place in the market as
a brand that introduces many firsts
in terms of technology, comfort and
safety equipment and has products
that meet the various needs of each
sector and customer in the Turkish
commercial vehicles market.

2009...
Due to the global economic crisis, market dynamics has
changed in the commercial vehicles sector, purchasing trends
of the customers decreased and the commercial vehicles
market has shrunk by 0.4% with respect to previous year.
Aggressive sales campaigns run by the local brands have
adversely affected the imported brands and therefore the share
of local brand sales in the market has gone up to 65%. Vehicles
introduced to the market with the Minicargo project were very
popular due to their small size and economical running costs
and despite being a new segment they have achieved a 23.8%
share in the total market. Under these market conditions,
Volkswagen Commercial Vehicles has closed the year 2009 as
the fifth brand with 10,601 vehicle sales.
After 6 years, Volkswagen Commercial Vehicles, which
combines many new features and firsts, has launched the
New Transporter in November 2009 that would set the
standards for the sector with its technology and quality.
With the launch of the New Transporter, Volkswagen
Commercial Vehicles had a share of 25.8 % in the B segment.
Caddy’s and Crafter’s market shares have been 6.5% and
3.4% respectively in 2009.
Brand communication
In a competitive market, continuous mass communication
activities within the scope of brand communication
perspective had an important role in the marketing strategy
and Volkswagen Commercial Vehicles has implemented
both the product and the corporate communications
comprehensively using the national and the local media.

In today’s market where
competition, similarities in products
and services are increasing, we, as
Volkswagen Commercial Vehicles,
are ready to execute what is upon
us and are carrying on to provide
our customers who trust us with
better products and services.
Kerem Galip Güven
Volkswagen
Commercial Vehicles Brand General Manager
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p AFTER A SIX YEAR BREAK
The New Transporter, which will be trendsetter
in the market with its technology and quality, was
introduced to the market in November 2009.

Volkswagen Commercial Vehicles has obtained high publicity
in the press by intensive communication management in 2009
and it has maintained its top third brand position in terms of
news effectiveness.
Number one in brand image research
According to the Turkey results of the brand image research
carried out by Volkswagen AG in the big European markets,
Volkswagen Commercial Vehicles has received a point much
above the Volkswagen Commercial Vehicles European
average and it has been the most desired brand with 80.5
points.
Customer relations management activities
Volkswagen Commercial Vehicles has carried out direct
marketing activities in 2009 and has performed a faceto-face communication with the key commercial vehicle
sectors by simultaneously employing experimental and
direct marketing activities and CRM projects. In this context,
5,800 customers’ data were collected during activities at 200
different locations.

Field activities by the Authorized Dealers
Local marketing activities were carried out intensively by
the Authorized Dealers throughout the year both in the
showrooms and outside the showrooms. Also sales points
were brought to customers in order to get across influential
face-to-face communication with the customers,
20,000 people were reached and 750 Transporters were
sold in 2009 through “Marketing Force Project”, a sales and
marketing strategy created and developed by Volkswagen
Commercial Vehicles.
2010...
Volkswagen Commercial Vehicles will be providing its
customers with a completely renewed model range in 2010;
will build on its strong position in the market with enriched
version and equipment options and will continue to provide
features above its rivals..

q NUMBER 1 IN CUSTOMERS’ PERSPECTIVE
According to a brand image survey carried by
Volkswagen AG, Volkswagen Commercial Vehicles
is the most sought-after brand in Turkey.

p MORE
POWERFUL
WITH
ITS
RENEWED MODEL RANGE
Volkswagen Commercial Vehicles is
getting ready to enlarge its market share
in 2010 with its largely renewed models
and their rich choice of versions and
furnishings.
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More sales,
more customer
satisfaction
Achieving an outstanding success
in 2009, the Audi brand has reached
its highest sales record ever in its
history with 6,251 vehicles sold. In
addition to that, in after sales
services, a 14% increase is
achieved in the number of cars
that enter our Authorized Dealers
compared to 2008.

Brand with the 4 rings
Audi’s each of the four inter-linked rings represent Horch,
Audi, DKW and Wanderer, brand’s four founding companies.
The company that gave its name to Audi of the present
day was constructed by August Horch who left his firm in
1909.
Record sales units
Being imported to Turkey by Doğuş Otomotiv since 1994,
the Audi brand has marked an outstanding achievement in
2009 by reaching its highest sales figure ever with 6,251
vehicles sold.
Audi’s model based performance
A3, the leader in its segment, has reached a sales figure of
2,544 vehicles which is a higher number than the total sales
of its competitors. With the contribution of A5 Sportback,
launched in November, a total of 275 A5s have been sold.
Cumulated A6, A6 Avant and A6 allroad sales have reached
to 962 units while A8 sales were scored as 62 units. 232
units of Q7, the leader in its class, were sold. Q5, launched
in 2008 and gained a remarkable appreciation, is another
model of ours leading its segment with a sales figure of 686
units.
Growth in after-sales services
In 2009, Audi’s car parc has expanded by 16% and in
parallel to this, brand’s after-sales services’ turnover has
increased by 25% compared to the previous year. Audi’s
spare parts sales have risen by 16% in 2009 compared to
the sales in 2008 .

In 2009, we, as Doğuş Otomotiv
Audi, marked the highest sales
volume ever in our history.
Giovanni Gino Bottaro
Audi, Bentley, Lamborghini, Bugatti
Brand General Manager

p A YEAR FULL OF PRIZES FROM Q7
With 232 sales units, Q7 received the
premier prizes of its class in Otobil and
Otohaber contests .
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The loyalty rate indicating the utilization of Audi Authorized
Dealers by Audi customers turned out to be 79.4%. This
remarkable figure is a benchmark rate for the premium
segment.

Audi Q5, Q7, R8 and A6 Avant were honored with prizes in
their own segments in the Otohaber Awards organized by
Otohaber magazine. Audi also became the most first-prize
winning brand in this competition.

Carrying on with the achievements performed in 2009
Achieving a score of 101.19 on the CSS study, which is
rated on a 100 points basis and developed by Audi AG in
order to evaluate customer satisfaction in the sales field, is a
clear indication of the standard we have reached regarding
customer satisfaction.

Marketing and launching activities
• It was aimed to increase Audi’s brand awareness and
to support the sales by virtue of image and sales ads
released all year long. Advertisement activities have
also been carried for the launching of Audi Q5, A5
Sportback and A5 Cabriolet models.
• 360 people had the opportunity to test Audi’s
latest models such as R8, A6 and A5 during Driving
Experience activity carried out between 9-11 October
in F1’s Istanbul Park Circuit.

With its A5, A6, Q7 and R8 models, Audi set its mark in
victory by becoming the most award-winning brand in
Otobil contest, which is annually organized by Hürriyet
newspaper.

t A BRAND NEW EXPERIENCE WITH
A5 CABRIOLET
A5 Cabriolet model, introduced to the
market in summer, is received with
excitement. Advertising and launch
activities held for the purpose of raising
model awareness.

u A5’s MODEL RANGE IS COMPLETED
The model range of A5 family is completed
with the introduction of a A5 Sportback
model in November.
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Going onwards
with new sales
records
Porsche has continued to provide
innovations without compromising
the Porsche spirit and traditions
with its renewed Boxster,
Cayman, 911 Turbo models and
newly launched Cayenne Diesel,
Panamera and Boxster Spyder
models in 2009.

Performance of our models
The accrued number of sales for Cayenne in 2009 is 167.
SUV sales have increased with a ratio of 85% compared
to the year 2008 with the introduction of new Cayenne
Diesel.
The Boxster model has reached a sales number of 8 as of
the end of 2009. Cayman model, which is positioned to fill
the gap between Boxster and 911 models in terms of target
market and price range, has scored 11 sales in 2009.
The model 911 constitutes 37 of the accomplished sales of
247 Porsches in 2009. The sales figure of Turbo 911, which
is renewed in October, is expected to increase in 2010.
Porsche’s first four-door Gran Turismo model, New
Panamera, which is introduced in August 2009 has received
a remarkable public appreciation and reached to a sales
figure of 24 units.
Cayenne Diesel’s launch
Cayenne Diesel was launched on 26th of February
simultaneously with the opening of Doğuş Oto Esenyurt
Showroom. The introduction of strongly demanded diesel
engine option in SUV segment under the Porsche brand
has aroused big interest and the model’s sales figures has
soared rapidly.
Panamera’s launch
Porsche’s first four-door Gran Turismo model, New
Panamera’s launch was held with a test drive activity
organized in İstanbul Park on November 14 and 15.

With the launch of Cayenne
Diesel and New Panamera in
2009, a sales record has been
accomplished since Doğuş
Otomotiv started its Porsche
distributorship activities in
Turkey in 1996.
Anıl Gürsoy
Porsche, SEAT
Brand General Manager
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p TURBO 911 RENEWED
37 of the sold 247 Porsches in 2009 were comprised of
the 911 model. Renewed in September, 911 Turbo is
expected to elevate up its sales trend in 2010.

Turkey’s biggest Porsche center Doğuş Oto Esenyurt
is opened
With the opening of Doğuş Oto Esenyurt Showroom in
February, the number of Porsche sales points in İstanbul
has increased to 4.
Turkey’s first “single brand” cup: GT Cup 2009
GT Cup, which is organized with the aim of bringing the
passion for motor sports that is present in Porsche’s genes
and Turkish Porsche fans together on a common platform in
order to create a Porsche world, has been held for 12 days
(6 weekends) in 2009. GT Cup, the first and only Porsche
brand trophy in Turkey, is organized within the scope of
Turkey Track Championship.

q PANAMERA, PORSCHE’s NEW MODEL
Porsche’s first 4-door Gran Turismo model,
Panamera is introduced to the market in August.
Winning appreciation, Panamera achieved a good
sales trend.

p TURKEY’s BIGGEST PORSCHE CENTER
Despite the global economic downturn, Doğus
Otomotiv didn’t abstain from investments and
opened Turkey’s biggest Porsche center in February
in Esenyurt.
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World’s most
prestigious
brands
Top premium segment sales, which
have been affected by the economic
crisis, have decreased with a ratio of
8% in 2009. While Lamborghini
increased its market share in this
shrinking market, Bentley’s sales
decreased in parallel with the sales
performed in the top premium segment.

The most prestigious and luxurious models of the
automotive history
Bentley Motors was founded in 1919 by Walter Owen
Bentley who was a railway engineer. Today, the brand
carries on with its activities under the roof of Volkswagen
AG. British brand Bentley has been renowned since 1919
for producing the most prestigious and luxurious models in
the entire automobile history.
Automobili Lamborghini was established by Ferruccio
Lamborghini in 1963. The brand’s production is carried out
in the Italian city of Bologna since its inception. With the
purchase of all Lamborghini shares by Audi AG in 1998, the
brand started to display a rapid uptrend with its powerful
and technological new models.
The top premium segment affected by the economic
crisis
Becoming globally influential, the economic crisis has for
the first time affected the consumption of luxurious items
world-wide. While Bentley’s global sales were decreased
by 40% over the last year, Lamborghini sales also dropped
by 38%. Closing 2008 with 13 units in Turkey, the Bentley
brand completed 2009 with a sale of 8 units.
Having entered the market following the Bentley brand and
performed a successful début, Lamborghini was able to
repeat its sales figure in 2008 and has achieved a score of
9 units in 2009 as well. Thus, Lamborghini succeeded in
increasing its market share in the top premium segment,
which is diminished by 8%.

Having recently been introduced
to the Turkish market, Bentley
and Lamborghini brands
have continued to display a
successful presence in the
shrinking economy of 2009.
Giovanni Gino Bottaro
Brand General Manager for Audi, Bentley,
Lamborghini and Bugatti
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p LAMBORGHINI HAS INCREASED ITS MARKET SHARE
By being able to repeat it sales figure of 2008, 9 units,
Lamborghini was able to increase in its market share in the
upper-luxury segment while the market is constricted by 8%.

In January-December period of 2009 a total of 8 Bentleys (3
units of GT, 1 unit of GTC, 3 units of Flying Spur and 1 unit
of Arnage) and a total of 9 Lamborghinis (6 units of Gallardo
LP 560, 2 units of Gallardo Spyder and 1 unit of Murcielago
LP 640) were sold.
Keeping on with brand communication in 2009
Despite the narrowing market in 2009, marketing investment
for Bentley and Lamborghini brands was carried on.
Highlights regarding the operations executed in the year
are as follows:

• Throughout 2009, we focused on the customer
communication of both brands. A system through which
communication with customers would be carried out on
a regular basis was developed by forming a CRM plan.
• Lamborghini’s exclusive customer event Lamborghini
Track Day, which has become a tradition, was organized
in Istanbul Park in September where the new Gallardo
LP 550-2 model was launched.
• Bentley Mulsanne was brought to Turkey for a one-day
event, and was presented to 110 selected guests with
an exclusive event held on December 16, 2009.
• We sponsored various top segment events such as
the Gentleman Night, Gecce Oscar Prizes and the
Inauguration of Park Hyatt.
The year 2010
The projected number of sales for Bentley and Lamborghini
brands in 2010 are 12 and 8 units respectively.

p MULSANNE IN TURKEY
Brought to Turkey for a oneday event, Bentley’s Mulsanne
model was introduced to 110
selected guests with an elegant
organization.

t A NAME IDENTICAL WITH PRESTIGE
Currently carrying its operations under
Volkswagen AG’s roof, Bentley is known
for producing the most prestigious and
luxurious models of the automobile
history since early 1910s.
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Sporty, young
and design
driven…
By way of renewing all of its models
through introducing the New Ibiza
SC, New Leon, New Altea XL and
Exeo models on the market, SEAT is
the brand with the youngest model
range in the market.

New Model Range
SEAT, which has a new product range after renewing its
existing models in 2009, has gained a market share of
0.69% by selling 2,568 cars as of the year’s end.
Performance of our models
• Leon became the top-selling SEAT in 2009. Leon gained
a share of 58% among all SEAT models with its facelifted
model introduced in 2009 and achieved to be among
top 10 of its segment.
• New Ibiza, completely renewed in August, has increased
its market share up to 24.6% in 2009 and became
SEAT’s second top-selling model.
• New Altea XL, facelifted and introduced in May 2009,
maintained its 7% share among all SEAT brands.
• In June 2009, Exeo, SEAT’s first model in segment B has
been introduced to upper class customers and acquired
a prominent place with a 7,8% share in the SEAT model
range during 6 months.
• Cordoba, reaching to the end of its product life as of
March 2009, has generated the 4,2% of SEAT sales.
Our marketing activities
In 2009, effective spending plans for marketing budgets
have been developed due to the economic crisis and for
this purpose local marketing activities through Authorized
Dealers were achieved.
In January, communication activities have been organized
for Ibiza SC, 3-door version of New Ibiza, on the publications
and club magazines sponsored by Doğuş Otomotiv.

In the year 2010, SEAT will
increase its market share in
Turkey with its new products,
engines and transmission
options, which have been
developed in accordance with
the global changes.
Anıl Gürsoy
Porsche, SEAT
Brand General Manager
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p BRAND NEW MODELS FROM SEAT
SEAT renewed its existing models in 2009 and now
has a very young model family. Ibiza’s new 3-door
version Ibiza SC met the customers in January.

Following Exeo’s launch in Spain through Dealer Network
organization in February, communication activities were
carried to introduce Exeo to the Turkish market in June.
With the presentation of the New Leon to the Turkish
customers in May, regional and local marketing activities
have been held.
Various communication activities were held throughout the
year to reach the aimed 2009 sales targets.
In the last quarter of the year, brand awareness and brand
image was riveted by way of participating local fairs in
Adana, İzmir and Antalya.
SEAT is the official sponsor of UEFA Europa League
SEAT has signed a 3-year sponsorship contract with UEFA
Euro League in October 2009.

In addition to the launch of new engine options as New Ibiza
1.2 lt TSI and Exeo 1.8 lt TSI 120 hp which offer economy
and high efficiency at the same time, one of the important
expectations about 2010 is the joining of 1.6 lt TDI CR 105
hp diesel option for Leon to the product range in May.
Leon is expected to gain a significant share in its segment
by virtue of its manual and automatic transmission options
accompanied with a state-of-the-art diesel engine.
In August 2010, station wagon version of Ibiza will be
introduced to the market.
In 2010, SEAT will continuously carry on its efforts to
enhance its brand image and brand awareness, increase
customer satisfaction and realize the targeted sales
figures.

Technologically Renewed Engine Options for 2010
SEAT, which has now the newest product range in the
market after having renewed its existing models in 2009,
aims to increase its market share in 2010 by introducing
new engine options to the market.

q EXEO TOOK ITS PLACE IN THE FAMILY
After being launched in Spain in February SEAT’s
first model in Segment-B, Exeo, introduced in
Turkey to the appreciation of upper segment
customers.

p SEAT THE BESTSELLING
Leon became the best selling
model of SEAT in Turkey with its
outlook made up in May.
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Towards a new
beginning
Yüce Auto, a subsidiary of Doğuş
Otomotiv established in 1989 as
the distributor of Skoda in Turkey
has been carrying on its operations
in sales, maintenance and spare
parts for the Fabia, Roomster,
Octavia and Superb models with
its 30 Authorized Dealers and
38 Authorized Service points
throughout Turkey.

While maintaining its steady growth among VW brands since
1992, Skoda has accomplished a worldwide delivery of
492,000 vehicles in 2005, 549,000 vehicles in 2006, 633,000
vehicles in 2007 and 674,530 vehicles in 2008. Skoda has
reached to its highest number of sales by delivering 689.972
vehicles in 2009 with an increase of 2,3%.
Performance of our models
Skoda Turkey has gained a market share of 0.92% by virtue
of selling 3,403 passenger cars in 2009.
Octavia, with its renewed outlook and new engine and
transmission options, has generated 35% of Skoda’s total
car sales in 2009, and became the best selling model of
brand’s product range.
Skoda’s flagship Superb, standing out with its renewed
elegant design since the end of 2008, has increased its
share among other models to 25.2% with an increase of
395% and has gained a significant share of sales as of
2009.
Fabia, Skoda’s model in segment B, has generated 24% of
the total sales in the year 2009.
Roomster, Skoda’s representative in MPV class, has
achieved 16% of the Skoda sales in 2009, by standing out
with its spacious interior space and driving comfort.
New models in 2009 and 2010
Superb, Skoda’s flagship and successful representative
in segment D, which is completely retrofitted in 2008, has

The year 2010 will be a year of start over
for Skoda in Turkey. While maintaining
great success achieved particularly with
the Superb model, Skoda will reach the
position it deserves in the Turkish automobile
market through the launch of Yeti in the SUV
segment in 2010, Octavia’s 1.6 TDI CR engine
option and the facelift of Fabia and Roomster
models and their 1.2 TSI engine options.
Mahmut Kadirbeyoğlu
Skoda
Brand General Manager
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p SKODA’S SALES LEADER
The Octavia model, with its renewed outlook,
new engine and gear options contributed 35%
of Skoda’s sales in 2009.

been introduced in İstanbul Auto Show held in October and
taken its place in Skoda Showrooms to meet the Turkish
consumers in the early days of 2009.
One of the most remarkable talents of the new Superb is
a patented boot-opener system named as “TWINDOOR”
developed by Skoda engineers. This smart and practical
solution allows the driver to open the hatch as a conventional
trunk to place small articles, as well as like a rear hatch
together with the rear window.
Octavia is introduced to its Turkish consumers after
having a facelift in the first quarter of 2009. Octavia draws
attention as a modern and technicaly equipped vehicle on
which plain, stylish and technical solutions are applied,
and it stands out in its segment with a wide range of engine
options. Octavia has 5 petrol engine and 3 diesel engine
options. The model equiped with a 1.4 TSI 122 HP DSG
transmission engine is being displayed in the showrooms
as of August, while new 1.6 TDI CR model will be added to
the product range in 2010

Turkish market with its 2 petrol engine and 2 diesel engine
options in the first quarter of 2010. Particularly the 1.2 TSI
105 hp engine option is expected to receive appreciation
through its quality, design and price advantages.
Roomster and Fabia models will be presented to the
consumers in 2010 with their renewed outlook and 1.2 TSI
engine options. These models will help to carry the Skoda
brand to an upper position in Turkey.
Market share target in 2010
Together with the contribution of the new models to be
presented, Skoda is expected to increase its market share
by 25% to 1.15% in 2010.

Yeti, Skoda’s first car in SUV segment, which is designed
as an entertainment car besides its daily use in the city, has
been presented to Turkish consumers in Antalya Auto Show
Exhibition held in November 2009. Yeti will be offered to the

q CONVENIENT AND ENTERTAINING
Skoda’s first vehicle in SUV segment, Yeti was
offered to the appreciation of Turkish audience
in November 2009 in Antalya Auto Show.

p SUPERB, THE FLAGSHIP
With its renewed stylish outlook since the end of
2008, Superb attracted attention and quadrupled
its sales in 2009.
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The Best Heavy
Commercial
Vehicle of the Year
Scania has achieved to become the market
leader for the seventh consecutive year
by increasing its market share to 25% by
selling 800 vehicles in 16 tons and above
heavy commercial vehicle market where a
48% contraction took place as of the end
of December 2009. Scania was honored
with the “Truck of the Year” prize and has
supported its leadership success by virtue
of its wide range of products and with its
EGR system Euro 4 emission engines,
which doesn’t require any additives.

2009 sales performance
A total of 11,777 HCVs sold in the 16 tons and above heavy
commercial vehicle market in Turkey by the end of December
2009. This figure points a 42% contraction in the market
compared to the previous year. Scania has reached a 6.79%
market share in this segment with its sales totaling up to 800
units.
On the other hand, a total of 3,236 HCVs were sold in the 16
tons and above import heavy commercial vehicle market in
2009. Even though the market has shrinked by 48% compared
to the previous year, Scania has generated a 25% share in the
import market and has been able to maintain its coverage.

Scania has managed to become a preferred brand by creating
a difference with its EGR system Euro 4 emission engines
that do not require any additives.
After Sales Services performance
Thanks to the 24 hours emergency line, Scania customers in
Turkey and Europe were all responded in their own languages
and furnished by on-site support through 27 emergency
vehicles in 2009.
Scania maintains its after sales services through 20
Authorized Service stations in Turkey, which has a daily
servicing capacity of 283 vehicles with 193 technicians and
a total of 271 employees. Scania’s rolling parc (vehicle park
of trucks between 1-10 years old) has reached to 12,800
vehicles; 57,247 job orders have been executed in Authorized
Services; and spare parts sales have generated over €17.25
million in total as of December 2009.

Scania ranked the best selling
brand for the seventh time in the
16 tons and above import heavy
commercial vehicle market and
delivered its 15,000th vehicle in
its 15th operation year in Turkey.
Tolga Senyücel
Scania, Krone, Meiller
Brand General Manager
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p 15,000 VEHICLES IN 15 YEARS
Completing its 15th operational year in 2009,
Doğuş Otomotiv and Scania cooperation has
delivered its 15,000th vehicle, which gave the
cooperation a deeper meaning.

Nationwide, 15 Authorized Service stations get possession
of “Scania Dealer Operating Standarts” certificate. These
stations achieved to attain “DOS 3 Certificate” which requires
compatibility with certain measures determined to ensure
that customers are able to get the same service quality at a
universal level.
Technical, commercial and driving trainings have reached to
a total of 762 participants by the end of December 2009.
Celebrating 15,000th vehicle and 15th year in Turkey
The cooperation between Doğuş Otomotiv and Scania began
with the initiation of Scania trucks’ distributorship in 1994
and celebrated its 15th operational year in Turkey in 2009.
Together with the delivery of the 15,000th vehicle, the 15
years period which is full of accomplishments in the fields of
marketing, service and training apart from the sales activities
was also celebrated in 2009.

“Truck of the Year” with the highest coverage on press
Press launch of the new Scania trucks with Euro 4 engine
EGR system; test drive activities carried in Scania production
plant to cover national and sectoral press members; and,
the delivery ceremony held for the 15.000th Scania truck
have been the most remarkable communication activities in
2009. Scania has once again succeeded to be the brand that
received the highest coverage on media among other heavy
commercial vehicle brands. The quarterly magazine “Scania
World”, which is a precursor in the market is delivered to
over 30,000 readers in 2009.
Scania has been entitled as the “The Best Heavy Commercial
Vehicle of the Year” which is known to be the most
prestigious award in the European heavy commercial vehicle
market. Scania R-series Truck’s aerodynamic design and its
new driving support system that gives the chance to drive
more effectively were underlined in the competition which
praises the brand that provides the highest contribution to
the international road transport efficiency.

q CARRYING ON DESPITE THE CRISIS
Scania has maintained its market share by generating a 25%
market share in 16 tones and above imported heavy commercial
vehicle market, where a serious contraction took place.

p THE BEST HEAVY COMMERCIAL
VEHICLE OF THE YEAR
Scania received the “Best Heavy
Commercial Award” in 2009 with
its aerodynamic design and driving
support system that enables a more
efficient drive.
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World’s most
environmental
friendly
refrigerated
trailers at Krone
Europe’s leading trailer brand
Krone has been able to maintain its
market share in 2009 despite the
contraction in the sector and has
accomplished a market share of
12% in 4 segments as of the end of
December.

Krone trailer, established in 1906 in Germany and has been
in Turkey with Doğuş Otomotiv since 2003, has launched its
new refrigerated trailer in 2009 as a reflection of its innovation
and competition philosophy. Krone has continued its growth
in sales by way of monitoring the needs of transportation
companies and providing diverse transportation solutions for
individual needs.
Krone is the leader of imported trailer market
Krone has reached to a sales figure of 208 trailers in 2009
in the Turkish trailer market and became the leader of the
imported trailer brands.
The performance of 2009
Krone continuously provides a high quality and prompt
service to its customers with its 16 Authorized Dealers all
over Turkey.
Newly launched new generation Profi Liner model trailer, has
brought Krone to a prominent position in the curtain-sider
trailer market with its load security certificate, load volume
flexibility and heavy-duty axle-shaft. Krone brand has gained
a market share of 8% with its sales figure of 85 trailers in the
curtain-sider trailer market as of the end of December 2009.
Meanwhile Krone has gained a market share of 18% with a
sales figure of 75 vehicles in the refrigerated trailer market as
of the end of December 2009. Krone has been able to extend
its customer portfolio by clearly understanding the needs
and requests of its customers and providing them with tailor
made transportation solutions. Krone’s trailer parc in Turkey
has reached to 3,000 vehicles by the end of December.

In 2009, Krone has once more proved
its pioneering role in transportation
industry by introducing Krone Cool
Liner Duoplex model equipped with
nitrogen cooling system, which is
regarded as the world’s best eco
friendly refrigeration system.
Tolga Senyücel
Scania, Krone, Meiller
Brand General Manager
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p THE LEADER OF IMPORT TRAILER MARKET
Providing tailor made solutions for different needs of its
customers by analyzing the demands of transporters,
Krone became the leader in Turkish market by selling
208 vehicles in 2009.

In 2009, the total trailer market in Turkey narrowed by 53%
compared to the previous year. Contraction in the imported
trailer market even exceeded that figure and reached to a
level of 59%.

q KRONE, COLD AS ICE
Krone introduced its new cooling trailer in
2009, which is a symbol for its innovative
and competitive philosophy.

Our marketing activities support our leadership
Apart from the high quality products that it provides to the
market, Krone is also a conspicuous brand due to its frequent
media coverage and marketing activities specialised in one
to one interaction with its customers.
In line with this scope, intensive marketing campaigns were
organized in 2009. Sales campaigns of the Cool Liner series
and curtain-sider trailers were communicated effectively to
ensure access to all customers. Delivery ceremonies have
been performed following large fleet sales and the growth
of Krone family has been announced to the industry and the
press. Krone’s website has been constantly updated in order
to provide extensive information to the customers regarding
products and services.
Social responsibility
In compliance with Doğuş Otomotiv’s socially responsible
philosophy, Krone has sponsored a large number of events
such as “Türkiye’nin Tansiyonunu Ölçüyoruz” (Measuring
Turkey’s Blood Pressure) and UND Congress in 2009.

q FLEXIBLE TRANSPORTATION SOLUTIONS
With its load security certificate, load volume
flexibility and its heavy-duty axle-shaft, newly
introduced Profi Liner has brought Krone to a
matchless position in the market.
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Pioneering
products from
the leading
tipper brand
In spite of difficult market
conditions in 2009, Meiller has
accomplished another successful
year in 2009 by selling 134 units, as
well as expanding its product range
and Authorized Dealer and Service
stations network.

F. X. Meiller Fahrzeug GmbH & Co. KG is a large family
company established in 1850 in Munich. Today, Meiller
collaborates with heavy commercial vehicle manufacturers
in order to produce flawless dampers for its customers.
Meiller rivets its leading role in the market with the difference
it creates by virtue of employing cutting edge technology
and utilizing its engineering know-how to find swift solutions
for varying needs.
Meiller in the Turkish Market
Despite the contraction that took place in the construction
industry over the last two years, Meiller has been able to
sell 134 vehicles and has performed a remarkable sales
trend.
After having entered the Turkish market in 2007 with Doğus
Otomotiv’s distributorship, Meiller has strengthened its
existence in Turkey with the opening of “Meiller Damper
Factory” in Sakarya in 2008 and in order to become more
easily accessible by its customers it has enlarged its
network of Authorized Dealer and Service stations around
Turkey in 2009 by adding İzmir and Antalya to the existing
stations in Gebze, Ankara, Bursa and Denizli.
Starting from the second quarter of 2009, Meiller has
enlarged its product range by adding tipper truck models to
the existing ones and presented them to the appreciation
of its customers who have applaused semi-trailer products
of the company in the previous years.

By virtue of its remarkable
performance and positive
customer references, Meiller is
taking firm steps to become the
leading brand of the market.
Tolga Senyücel
Scania, Krone, Meiller
Brand General Manager
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p MEILLER IS MORE POWERFUL NOW
Entering the Turkish market with Doğuş Otomotiv’s
distributorship, Meiller has riveted its stance after
the opening of Meiller Doğuş Damper Factory.

Meiller’s difference
Meiller is continuously investing effort to respond to its
customers’ needs by employing cutting edge technologies
and new investments and therefore provides the market
with long lasting, robust, low maintenance and operationally
efficient products.
Meiller, not only provides the construction industry, but also
the waste management sector with secure transportation
solutions through its roll-off tippers and skip handlers.
Meiller products, all of which are built from lighter, high
quality, strong and flexible steel; designed to fit any chassis
type; and have high bending and torsion resistance, loading
platform and easy to use and easy-care control units,
help customers to increase their revenues by providing
substantial saving cost.
Brand collaboration in marketing
Meiller, a brand that became widely accepted shortly after
entering into the Turkish market, aims at presenting its
products to the customers in the best way by employing
intensive brand awareness activities and a vis-à-vis
communication strategy. For this purpose the company
organizes test-drive activities for its customers.

Meiller has introduced its various body products to its
target group via exclusive marketing activities performed
in cooperation with various heavy commercial vehicle
brands. An extensive test-drive activity performed in
collaboration with MAN and attending the Commercial
Vehicle Exhibition with Ford have provided the opportunity
to meet with target customers. Following the positive
results, advertisements and articles were published in
MAN and Scania magazines.
“The Best Tipper”
Meiller has also won the “Best Tipper of the Year 2009”
award for the 5th time at the traditional “Best Commercial
Vehicles and Brands” competition in Germany, organized
for the 13th time by periodicals specialized in commercial
vehicles industry.

q THE BEST DAMPER FOR THE 5TH TIME
Meiller has proved its strength once again by winning
the “Best Damper of the Year” prize for the 5th consecutive time in Germany’s “Best Commercial Vehicles
and Brands Competition”
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More service
points, more
customer
satisfaction
The year 2009 has literally been
a publicity and a dealer network
expansion year in crucial markets
for VW-Scania Industrial and Marine
Engines. In 2009, Doğuş Otomotiv’s
Industrial and Marine Engines
segment attained a total sales figure
of 102 units.

The year of expanding dealership network
The year 2009 has literally been a publicity and a dealer
network expansion year for VW-Scania Industrial and
Marine Engines. In compliance with this aim, new
Authorized Dealers have been appointed in important
locations like D-Marin Didim and D-Marin Bodrum, as well
as in Marmaris, Göcek and Fethiye. By adding 5 new sales
points, the number of Authorized Sales points has reached
to 14 and the brand has developed its network of dealers
and services to be able to cover the whole Turkish coast.
Around the year, important steps have also been taken in
terms of training the Authorized Dealer and Service station
personnel in the fields of sales, after sales and marketing.
Sponsorship and exhibitions organized along the coast from
Çeşme to Bodrum, has played a key role in our marketing
activities in 2009. These activities were planned as onsite yacht manufacturer and end-user visits to introduce
the engines to the existing and potential customers in a
detailed manner.
A wide range of products
Doğuş Otomotiv offers its customers the following products
in the industrial and marine engines sector:

•
•
•
•
•

Volkswagen marine engines
Scania marine engines
Scania marine gensets
Scania power gensets
Scania industrial engines

In 2009, by developing its sales
and after sales dealer network,
VW-Scania Industrial and Marine
Engines ranked among the three
best selling distributors of industrial
and marine engines in Turkey.
İlhami Eksin
DOD, Thermo King,
VW-Scania Industrial and
Marine Engines
Brand General Manager
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p WIDE VARIETY ENGINES
Doğuş Otomotiv provides its customers with
many superior engine options in industrial and
marine engines sector in collaboration with VW
and Scania brands.

After the success attained in Eurasia Boatshow in 2009,
Volkswagen’s new 350 hp V8 diesel engine which was
introduced to the market following pre-launch preparations
completed in 2009 is expected to be as sensational in
Eurasia Boatshow 2010 and this warm interest is aimed to
be reflecting on the sales figures.
Financial solutions package
In collaboration with vdf (Volkswagen Doğuş Finance), an
affiliate and a solution partner, Doğuş Otomotiv creates a
difference in the sector by providing proper financial solution
models to customers to meet their varying demands. Credit
facilities offering terms up to 60 months with reasonable
interest rates contributed a great deal to boost the sales in
2009.

Doğuş Otomotiv is focused on transposing its boundless
knowledge and experience into the marine sector as well.
The company is confidently proceeding to become the
sector’s leader with its ability of responding to the needs of
the industry, comprehensive sales and after sales services
that attach great value to customer satisfaction in a country
with a coastline of 9,000 km. VW-Scania Industrial and
Marine Engines will proceed with its operations to enlarge
its range of products in order to be a sought after brand in
Turkish marine sector.

Strong results
VW-Scania Industrial and Marine Engines has sold a total
number of 102 engines in 2009. Despite the direct effects
of financially constricting markets on the Turkish marine
sector, intense sales and marketing efforts realized with the
participation of new Authorized Dealers have supported
positively the sales of VW-Scania Industrial and Marine
Engines brand in 2009. On the other hand, the Scania power
gensets have been re-introduced to genset manufacturers
in Turkey through extensive sales and marketing campaigns
for the first time after long years. Sales are expected to rise
better by employing new strategies in 2010.

p A NEW ENGINE OPTION FROM VW
Volkswagen’s new 8 valves 350 hp
V8 diesel engine is welcomed with
interest.

t RELIABLE PRODUCTS FOR THE
SAILORS
VW-Scania Industrial and Marine
Engines progressing rapidly to be a
prominent brand in Turkish marine
sector.
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Number one in
its first year
The year 2009 has literally been a
publicity and a dealer-structuring
year for Thermo King, a worldrenowned cooling systems brand
which is being distributed by
Doğuş Otomotiv since 2008.
Doğuş Otomotiv’s cooling systems
segment attained a total sales figure
of 103 units in 2009.

A year of publicity and dealer structuring
The year 2009 has literally been a publicity and a dealerstructuring year for Thermo King. In compliance with
structuring efforts, the brand has established a network
of dealers and services in 2009. Significant improvements
have also been achieved on the activities needed to train
the sales, after sales and marketing team who will serve in
that network.
Apart from İstanbul, Thermo King serves through 10
Authorized Dealers and Services located in cities like Bursa,
İzmir, Ankara, Samsun, Trabzon, Denizli, Antalya, Antakya
and Mersin, all of which offer good potential for the brand.
Product range and marketing activities
Doğuş Otomotiv offers its customers the following products
in the cooling systems sector:

• Trailer unit group,
• Truck unit group,
• Vehicle powered unit group.
The roadshow which was organized from İstanbul to Hatay
during the summer months has played a key role in 2009
marketing activities. Along with the roadshow on-site
customer visits to trailer manufacturers and end users were
carried on with a specially designed vehicle to introduce
the units. During these visits, products were presented to
the existing and potential customers in a detailed manner.
In April 2009, a successful press meeting has been
organized with the participation of Thermo King’s President

Thermo King cooling systems
has completed its institutional
and organizational structuring
in 2009 by forming its sales and
after sales dealer network.
İlhami Eksin
DOD, Thermo King,
VW-Scania Industrial and
Marine Engines
Brand General Manager
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p THERMO KING PRESIDENT IN TURKEY
The collaboration between Doğuş Otomotiv and Thermo King,
world’s leading cooling systems brand, is getting stronger
every day. A press meeting was held with the participation of
Ray Pittard, Thermo King’s President and Doğuş Otomotiv’s
top management.

Mr. Ray Pittard and Doğuş Otomotiv’s top management
in İstanbul. After the meeting, a letter of congratulation is
presented to Doğuş Otomotiv’s top management by Mr.
Ray Pittard. Thermo King Turkey has also been honoured
by OEM with the “ Outstanding Achievement Award” for its
accomplishments realized in 2009.
Thermo King web site, www.thermoking.com.tr has been
launched in 2009. Apart from the thoroughly organized
activities, activation of the web site has helped the sales
attained in 2009.
Targets in 2010
Following the success achieved in the roadshow 2009,
the new air conditioner and eutectic unit groups, whose
pre-launch preparations completed, are expected to draw
intense attention in 2010 and this interest is aimed to pass
through to the sales figures.
Thermo King branded products are in line with CE and ATP
standards. By way of the synchronization with European
Union standards, a 20% increase is expected in the
utilization of cooling units.

Credit facilities offering loan terms up to 60 months
accompanied with reasonable interest rates contributed a
great deal to boost the sales in 2009.
Strong results
Total sales of Doğuş Otomotiv in the cooling systems
sector sum up to 103 in 2009. An increase in sales was
accomplished in 2009 with the participation of Authorized
Dealers network and intensive marketing and sales
activities. Sales are expected to rise better by employing
new strategies in 2010.
Thermo King will proceed with its operations to enlarge its
range of products in order to be the most-preferred brand
in Turkish cooling systems sector.
Thermo King cooling systems is confidently taking firm
steps to become the leader of its sector with its corporate
structure, ability of responding to the needs of the sector,
and its approach that attach great importance to customer
satisfaction in sales and after sales services.

Cooperation in financial solutions
Providing the most appropriate financial package is a key
issue for all participants of the sector, from manufacturers
to buyers. Doğuş Otomotiv offers appropriate financial
solution models with vdf, an affiliate and a solution partner.

t THERMO KING ROADSHOW
Thermo King products were introduced
widely at the roadshow activity held in
a specially designed vehicle traveling
between Istanbul and Hatay in summer.
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Prompt service
to all brands
with Doğuş Oto
assurance
Doğuş Oto Pazarlama ve Ticaret
A.Ş., a subsidiary of Doğuş
Otomotiv, provides services for
its 6 brands in 7 regions with its
35 Authorized Dealers and 32
Authorized Service Stations in a
total enclosed area of 175,000 m²
with its 1,095 personnel.

Doğuş Oto
Doğuş Oto, a retailer of new and used cars, spare parts
and accessories in all the regions where it operates is also
a provider of insurance, finance and after sales services to
its customers.
Doğuş Oto’s mission is to maintain the highest quality of
services in sales and after sales for passenger cars and
commercial vehicles that it represents.
30,4% market share in all Doğuş Otomotiv’s sales
Doğuş Oto Pazarlama ve Ticaret A.Ş., a subsidiary of
Doğuş Otomotiv, renders services for its 6 brands (VW
Passenger Cars, VW Commercial Vehicles, Audi, Porsche,
SEAT and DOD) in İstanbul, Ankara, İzmir and Bursa, in 7
regions with its 35 Authorized Dealers and 32 Authorized
Service Stations in a total enclosed area of 175,000 m² with
its 1,095 personnel.
Doğuş Oto gained a share of 2.54% of Turkey’s total
passenger and light commercial vehicles market by selling
14,126 new vehicles in 2009. Doğuş Oto’s share in Doğuş
Otomotiv Group’s overall retail sales reached to a level of
30.4% in 2009.
In addition to this, Doğuş Oto, a DOD Authorized Dealer,
has accomplished to sell a total number of 1,909 used cars
in 2009.

Doğuş Oto Esenyurt Porsche
Showroom constitutes a
major example of Doğuş Oto’s
excellent service quality.
Zafer Başar
General Manager of Doğuş Oto Pazarlama
ve Ticaret A.Ş
p DOĞUŞ OTO DIFFERENCE IN AFTER SALES SERVICES
AS WELL
Doğuş Oto has accomplished an increase of 19% in its
turnover by the way of receiving 183,212 vehicles in 2009.
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19% increase in after sales revenues
Despite the shrinking market, Doğuş Oto has achieved a
remarkable progress in the after sales services in 2009.
The number of vehicles received by its service stations
rose by 8.1% from 169,495 in 2008 to 183,212 in 2009.
As a result of this rise, Doğuş Oto’s total revenues in after
sales services has increased by 19% in comparison to the
figures in 2008.
Supported by customer satisfaction and high service
quality, an accelerated upward trend is aimed in 2010.
In compliance with this aim, Doğuş Oto has additionally
implemented a “Hood and Paint Service Value Stream” and
a “5S-Workplace Organization Methodology” alongside the
ongoing “Lean Management” practices.
Turkey’s largest Porsche showroom
Doğuş Oto, operating its Porsche distributorship activities
since 1996, has opened Turkey’s largest Porsche showroom
in Esenyurt during the early days of 2009. With its total
enclosed area of 1,212 m², Doğuş Oto Esenyurt Porsche
Showroom is the 5th largest showroom in the Middle and
Eastern Europe region.

New investments enabling Doğuş Oto’s high quality service
to reach bigger markets will continue in 2010. Doğuş Oto
Bursa will continue to serve its customers in a new and
modern facilitiy in 2010.
Quality service to all brands with Oto-Fix
Oto-Fix, aimed to render low-cost, swift, widespread and
quality service with Doğuş Oto’s assurance has joined
Doğuş Oto family in 2008 and has received 6,584 cars in
2009.
By maintaining its operations in 5 regions Esenyurt,
Küçükbakkalköy, Bursa, İzmir and Ankara Etimesgut,
Oto-Fix is targeting in 2010 to expand its hood and paint
maintenance, mechanical maintenance and expertise
services to all brands other than VW Group brands, at
Doğuş Oto’s expertise and quality standards.
q AN ARMY OF CUSTOMER ORIENTED
WORKFORCE
Doğuş Oto renders its services for 6 brands
in 7 regions with its 35 Authorized Dealers
and 32 Authorized Service stations in a
175,000 m² of covered services area with
its 1,095 personnel.

t SUPERIOR SALES POWER
Doğuş Oto has gained a total of 2,54% market
share in passenger cars and light commercial
vehicles market by selling 14,126 new vehicles
in 2009. Doğuş Oto has generated nearly one
third of Doğuş Otomotiv’s retail sales. Doğuş
Oto increased its turnover by 19% through
receiving 183,212 vehicles in 2009.
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Elating success
in Switzerland
D-Auto Suisse SA has started its
operations in September 2009
as the new Porsche dealer in
Lausanne, after a project phase of
over 2 years.

Despite the overall adverse economical conditions, D-Auto
Suisse SA displayed a strong and determined sales
performance, signing 49 contracts and delivering 30 new
vehicles since its opening in mid September until the end of
2009. Even as being in operation for only 3 months, D-Auto
Suisse SA has been able to increase its regional segment
share from 13.33% to 17.37%.
Performance by models
First month’s sales performance was predominantly
influenced by the launch of the new Porsche Panamera,
which constituted a large share in the sales. The split of
delivered cars is as follows:
Model		
Boxster
Cayman
Cayenne
911		
Panamera

Units Share (%)
2
7
2
7
10
33
9
30
7
24

Activities
Activities are the main driving force behind generating
showroom traffic at D-Auto Suisse SA in Lausanne.
The launch and opening event in September hosted
approximately 1,500 guests, generating new leads as much
as getting in contact with potential customers.
D-Auto Suisse SA plans to perform monthly sales and aftersales activities with the aim of strengthening customer
relations and increasing showroom traffic. With crossmarketing activities, D-Auto Suisse SA expands its upper

This is an important achievement!
After over two years of preliminary
work, Doğuş Otomotiv set up the
new Porsche dealer in Lausanne,
being the most spacious and modern
in Switzerland with its showroom
covering an area of 900 sqm.
Marco Feser
Managing Director
D-Auto Suisse SA
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p DOĞUŞ OTOMOTIV IN SWITZERLAND
Doğuş Otomotiv’s Porsche dealership in Lausanne
is the biggest Porsche dealer in Switzerland.

class customer database in a constant manner. Organizing
joint activities with other brands like Harley Davidson,
Porsche Design and Hublot will also contribute to widen
the number of contacts in time.
Sales target of 195 new vehicles for 2010
2010 will be the first year at full swing. As such D-Auto
Suisse SA is fully operational and planning to sell 195 new
cars. The sales portfolio will mainly be comprised of the
highly equipped premium Porsche products like the 911,
Panamera and the new Cayenne.
In spite of the slowly developing market, D-Auto Suisse SA
will strive for an aggressive growth strategy by targeting
above the existing Swiss segment share averages and
attain the financial break-even point in 2010.
Staff
D-Auto Suisse SA, started with 20 people during its transition
period will be rendering services with 25 professional staff
and 3 apprentices when it gets fully operational in 2010.
p A MAGNIFICENT INAUGURATION CEREMONY
The inauguration of D-Auto Suisse SA was carried
out in September by hosting an elite community
during a magnificent invitation.

p SALES OF PORSCHE IN SWITZERLAND IS COMMENDED TO TURKS
Being entrusted by to open a Porsche Showroom in Switzerland by Volkswagen AG has been one of the biggest prides in 2009
for Doğuş Otomotiv. Mr. Aclan Acar, Chairman of the Board of Directors, cut the ribbon in the ribbon-cutting ceremony.
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Growing with
confidence for
10 years
As a Doğuş Otomotiv A.Ş. brand,
DOD renders used car purchase,
sale and exchange services via
its Authorized Dealer network
throughout Turkey. As being
Turkey’s first, unique and the
largest corporate used car market
brand, DOD became the symbol
of trust in the sector, riveting its
leadership with brand new projects
and initiatives.

Auction Organizations
DOD has managed to sell 1,031 vehicles through 31
auctions held in 2009, accomplishing 56% of the total
auction sales since its inception. DOD auctions, where a
vehicle is sold in every 84 seconds, reached out for the first
time to Adapazarı, Ankara, Mersin and Samsun in 2009 and
were held in these cities in the premises of DOD Authorized
Dealers.
First of its kind in the sector, “Certificated Education
Program in Used Car Sector”
DOD, in 2009 brought together its Authorized Dealers
throughout Turkey for a training program, which was
organized for the first time in Turkey. The program started
with the “basic” level in “Sales”, “Marketing” and “101
Point Check” categories. The successful participants have
been granted a certificate and they will proceed with their
training with the “advanced” and “professional” levels.
ParkDOD and PrimeDOD has reached a sales volume of
1.100 in their first operation year
Shaped by the clientele’s needs, the two new products
ParkDOD and PrimeDOD have reached their targets in
their first year by meeting up with the expectations of their
customers.
By the help of ParkDOD, a system that is developed for those
who would like to sell their vehicles but can not leave them
to the stock areas until they are being sold, sellers can now
leave their cars to DOD dealers in weekdays or weekends

Driven by its mission of being the
greatest brand in the used car sector,
both in virtual and physical markets, DOD
maintained its leadership in 2009 with a
sales volume of 10,746 vehicles in the
used car sector, and has marked its seal
on the sector with the new projects and
infrastructure practices that it develops.
İlhami Eksin
DOD, Thermo King,
VW-Scania Industrial and Marine Engines
Brand General Manager
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p INSTITUTIONALISATION IN USED CAR
Providing used car purchase, sale and exchange
services via its authorized dealer network throughout
Turkey, DOD is Turkey’s first and the greatest
institutionalized used car brand.

up to their preferences. ParkDOD meets the demands of
the customers who ask for service in an institutionalized
method. In ParkDOD system 1,005 vehicles were sold in
2009.
PrimeDOD, which was developed by a special product/
service placement in DOD system, renders the sales
of luxurious segment vehicles through a distinctively
structured organization and an exclusively designed web
site. Every vehicle sold via PrimeDOD is supported with a 1
year standard PrimeDOD Guarantee. In 2009, 99 vehicles
were sold through the system.
DOD Mobil Site is online
DOD Mobil site that enables mobile phone users to visit
www.dod.com.tr, which is Turkey’s first institutional used
car web site, has started to operate in November 2009.
The web site,which is reached through http://m.dod.com.
tr/ allows its users to learn market value of their vehicles,
to search the stocks of the Authorized Dealers throughout
Turkey, to reach Dealers for selling their cars and to retreive
Dealers’ contact information.

car sector. Developing an infrastructure during the last year,
with the aim of creating a difference in the sector, DOD
has put the beta version of the web site www.sensatdod.
com.tr into service in December 2009. SensatDOD will
start its operations in the first quarter of 2010 with the aim
becoming the market leader.
DOD, grows confidently for 10 years
DOD prepares to celebrate its 10th operational year with
its customers. With its pioneering role in the sector and
growing confidently for 10 years, DOD plans to build its
communication strategy in its 10th operational year by
reaching out to its customers through various events and
activities.

SensatDOD is online in 2010
The web sites that bring together the private sellers and
potential buyers make up an important market in the used

q SELLING A CAR IN EVERY 84 SECONDS
DOD has managed to sell 1,031 cars in 31
auctions organized in 2009.

p A BRAND CREATED IN 10 YEARS
Preparing to celebrate its 10th operational year in 2010, DOD
is always at the top of the agenda with the innovations it
provides.
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Progression in
investment and
growth
vdf Group was established to provide
its customers with the best products
and services in the automotive finance
sector. Depending upon Volkswagen
Financial Services AG’s international
know-how and Doğuş Group’s
experience in automotive and finance
sectors, vdf continues to provide new
and innovative financial products and
services to its customers.

vdf Automotive Finance (Volkswagen Doğuş Tüketici
Finansmanı A.Ş.)
vdf Automotive Finance has maintained its leading posi
tion among the consumer financing companies with its 30%
market share in 2009. vdf, having a market share of 12% in
personal loans among all finance corporations, has also a
high penetration level of 38% among Doğuş Group brands.
In spite of the economic ambiguity in 2009, vdf has achieved
all of its targets as at the close of the year.
vdf’s primary target in 2010, a year which is expected to
display similarities with the previous year, is to maintain the
performance reached in 2009 and lead its rivals in all areas
that it operates.
Brand portfolio and campaigns
vdf, has maintained its existing brand portfolio and continued
to support their campaigns and advertising activities via
sponsorships in 2009. The best examples are “Audi A3
Planguard Gift Package” campaign which offers the loan
and loan protection insurance in a single package for Audi
A3 vehicles and “Hep Yeni” (“Always New”) campaign which
offers the loan together with motor insurance and extended
guarantee for those who buy a VW passenger car.
vdf Insurance Services (vdf Sigorta Aracılık Hizmetleri A.Ş.)
vdf Insurance Services, operating in the insurance sector
with its innovative products, has continued to provide a wide
range of insurance instruments to its customers in 2009.
Planguard (Credit Protection Insurance) which is launched in
2008, as well as Fulllife (Extended Guarantee Insurance) and
Komboplan (Long-term Motor Insurance) products were all

vdf, adopting the principle of operating
in all areas of automotive finance
sector, has continued its investments
in accordance with this aim in 2009 in
spite of serious economic turmoil and
has implemented a new ring to the value
chain by establishing vdf Factoring
Services A.Ş., which will help financing
the automotive network assets.
Kemal Ören
vdf Group General Manager
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p THE LEADER IN CONSUMER FINANCE
vdf Automotive Finance has maintained its leadership
among the consumer financing companies with its
30% market share also in 2009.

provided in 2009 to the customers within a single payment
plan in cooperation with vdf Automotive Finance.
Within this scope, the “Hep Yeni” (“Always New”) campaign
targeting Volkswagen passenger vehicle owners in 2009
has played a very important role for the above mentioned
insurance products to be preferred by the customers, their
recognition; and in helping the Authorized Dealers to preserve
their number of service entries. The warranty of 6,400 vehicles
has been extended and a penetration level of 8% has been
accomplished since December 2007. On the other hand, in
cooperation with Doğuş Automotive, the Planguard product
was granted to every Audi customer who bought an Audi A3
between September and October 2009 and with the help of
this campaign a penetration level of 16% has been achieved
only a year after the product’s launch. vdf Insurance Services
has concluded the year 2009 by accomplishing the 40,000
policy goal of total sales in all insurance products.
vdf Insurance Services will continue to provide innovative
insurance products by the launch of its branded motor
insurance product, “Markalı Kasko”, which is exclusively
designed for Doğuş Group brands, at the beginning of 2010.

vdf Factoring Services
The factoring license, which will support vdf’s Authorized
Dealers and Distributors in financing and factoring, was
given by BDDK (Banking Regulation and Supervision
Agency) in January 2009 and vdf Factoring Services A.Ş.
has been registered after the completion of its establishment
procedures in February 2009. After a BDDK auditing carried in
June and July 2009, the official authorisation for vdf Factoring
Services is issued by BDDK in November 2009. It is expected
that vdf Factoring Services will start to provide services to its
distributors and Authorized Dealers by the completion of its
organization during January-March 2010 period.

q CONSUMER FRIENDLY CAMPAIGNS
vdf continued with its support in 2009 for
the campaigns and activities of the brands it
works with. “Hep Yeni” campaign, designed
for VW Passenger buyers was one of them.
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Quality is
the essence
of our work;
independence,
impartiality and
integrity form our
basic principles
TÜVTURK, being a successful
model for active cooperation of the
Turkish capital with international
companies, is also the biggest
privatization that has been realized
by Turkey in the services area.

TÜVTURK was founded in 2005 to render vehicle inspection
services in conformity with the international standards around
Turkey and began its activities upon signing the concession
agreement with the Ministry of Transportation and Prime Ministry
Privatization Administration on August 15, 2007.
TÜVTURK, being a successful model for active cooperation of the
Turkish capital with international companies, is also the biggest
privatization that has been realized by Turkey in the services area.
As permitted under the Concession Agreements and subject to
Ministry of Transportation consent to the individual business
associates, TÜVTURK sub-contracts the operation of the Vehicle
Inspection Stations (VIS) to the so called “sub-operators”.
In relation to this, the group has entered into sub-operation
agreements with 47 sub-operators to whom the operation of the
VIS are sub-contracted. TÜVTURK İstanbul is one of these 47
sub-operators.
TÜVTURK’s 2009 consolidated turnover has been realized as
TL 550 million and its consolidated EBITDA (Earnings Before
Interest, Taxes, Depreciation and Amortization) has been realized
as TL 51 million. TÜVTURK İstanbul contributed TL 106 million
of its consolidated turnover and TL 35 million of its consolidated
EBITDA.
Nationwide services at international standards
As of the end of 2009, a total of 190 vehicle inspection stations
in 81 provinces are operative. More than 800 districts which do
not have inspection stations are being served through mobile
stations. A total of USD 1 billion has been invested and more
than 3,000 jobs have been created through its 47 sub-operators
spread around Turkey and the company headquarters.

We are striving to structure a
mandatory public requirement
of vehicle inspection in a
manner to ensure customer
satisfaction and carry on
investments to promote our
service quality.
Naci Başerdem
TÜVTURK
General Manager
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p NATIONWIDE SERVICES
TÜVTURK increased the number of its stations
to 190 in 81 cities with the aim of providing
services all around Turkey.

The inspection carried out by the Turkish Accreditation Agency
(TÜRKAK) within the framework of TS EN ISO/IEC 17020
“General Criteria for the Operation of Various Types of Bodies
Performing Inspection” has been successfully completed and
accreditation certificates were issued for all of stations. The
compliance of TÜVTURK Vehicle Inspection Stations project
to the International Health and Safety Regulations in terms of
its planning, construction and management is assessed and
certified through the Environmental Assessment process carried
within the framework of Equator Principles.
TÜVTURK is one of the leading institutions of the vehicle inspection
sector in international arena with its modern and standardized
stations, inspection devices, state-of-the-art inspection software
designed for operational process management, and contemporary
applications devoted to the customer satisfaction.
5.1 million vehicles were inspected
By the end of 2009, 5.1 million vehicles were inspected at
TÜVTURK stations. Together with free-of-charge reinspections
and free-of-charge detection inspections a total of 10 million
inspections were realized. The number of vehicles inspected in
2010 is expected to reach 5.6 million and the total number of
inspections with free-of-charge reinspections and free-of-charge
detection inspections is estimated to augment to 11 million.
Keeping on new investments
Additional stations in İstanbul-Samandıra and Kocaeli-Gebze
and additional lanes in Edirne-Keşan, Kırklareli-Lüleburgaz and
Antalya-Manavgat have been completed in 2009. The newly being
constructed station in Bolu-Gerede is expected to be operative
in 2010. Additional stations in Ankara, Bursa and Kırıkkale are
also planned for 2010.
The new inspection system
As of October 2009, TÜVTURK started to utilize its own
inspection software, VIAonline, enhanced with a state-of-the-art
technology developed with the collaboration of Garanti Teknoloji

p APPOINTMENT SYSTEM FOR A SWIFT SERVICE
It is aimed to help the customers to complete an
inspection in half an hour through the appointment
inspection system, which is implemented in 2009.

for operational process management purposes. Thanks to this
software that presents access through internet for all authorized
institutions and organizations, all the inspection processes can
be executed and traced online and in real-time.
Road Worthiness Certificate
The inspection needed for the compulsory “Road Worthiness
Certificate” issued for the freight vehicles that make shipment to the
European Union countries, is now being rendered by TÜVTURK.
This service is given in 17 provinces by 21 stations, which are
authorized by the Ministry of Transportation General Directorate
of Road Transportation, and the certificate can be obtained either
on its own or together with the periodical inspection.
Exhaust gas emission inspection
The exhaust gas emission inspection service is now being
furnished in 35 provinces by 46 stations that are authorized by
the Ministry of Environment and Forestry. The number of these
stations is planned to reach 150 by 2010.
Call Centre
The “TÜVTURK Call Centre” that became operative by August
2008 is in service between 08:00-20:00 for 7 days a week. An
average of 110 thousand calls are being received per month for
appointment, complaint and information purposes.
Appointment system
The inspection service through appointment system started
on March 13, 2009 and is now being offered in 91 stations in
43 provinces. With this system, through which more than a
million vehicle owners benefited in 2009, it is aimed to enable
customers to complete the inspection process in half an hour.
In big cities, almost 80% of inspections are carried out through
the appointment system.
Cafeterias
The cafeterias, which are aimed at meeting the needs of
customers, have started to operate in 6 stations in 2009 and are
planned to be operating in 30 stations in 2010.

p PROVIDING SERVICES IN INTERNATIONAL STANDARDS
All of the TÜVTURK stations have been inspected and certified
in accordance with the TS EN ISO/IEC 17020 standards in
2009.
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A thriving brand
in a constricting
market
We aim to combine LeasePlan’s
global experience with Doğuş
Otomotiv’s dynamism in order to
enrich and expand operational
leasing services with new products
and offer these services to our
customers.

LeasePlan Turkey, which was established in 2007 with a
51% LeasePlan and 49% Doğuş Otomotiv shareholding
structure, aims to expand operational leasing services to
international as well as local customers on every scale
by establishing synergies with the global experience of
LeasePlan and Doğuş Otomotiv’s dynamism.
LeasePlan, the European leader in operational leasing,
manages 1.3 million vehicles worldwide with 6,200
employees in 4 continents and 30 countries.
LeasePlan, globally known for its leading implementations
and being the market leader in most of the countries
it operates, is also rendering services on operational
fleet management in Turkey by analyzing its customers’
expectations and needs accurately and providing them
with optimum solutions.
LeasePlan Turkey, that serves operational leasing solutions
based on its international experience and local knowledge,
approaches its customers’ needs in integrity, with proactive
engagement and expertise in a trustworthy manner.
Turkish operational leasing market in 2009
Concerning the constriction in many sectors in 2009 due
to worsening global economic crisis, many companies
preferred to prolong their existing contracts instead of
new purchases or terminated them before their date of
expiration on the grounds of job cuts. This has caused
a 10% constriction in the operational leasing market in
Turkey.

We increased the standards in
operational leasing sector in 2009
with new products and services
and maintained our success in
sustainable customer satisfaction.
We aim to improve our success in
2010.
F. Türkay Oktay
LeasePlan
General Manager
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p TAILOR MADE SOLUTIONS
Known for its pioneering applications, LeasePlan,
also in Turkey creates its operational fleet
management services as per analyzed expectations
and needs of its customers.

Increased market share in a declining market
Despite the constriction in the market, LeasePlan, with its
new products and services, proactive solutions and high
quality service perception, succeed to increase its market
share to 7% in 2009.
By the end of 2009, LeasePlan has increased the number of
vehicles in its portfolio to 6,227 with 2,483 new contracts,
and is rendering services to 783 respective customers.
Operating with a strategy based upon a multi brand vehicle
portfolio in operational leasing, LeasePlan’s portfolio is
primarily composed of brands like Volkswagen, SEAT,
Audi, Skoda, Renault, Ford, Fiat and Toyota, all of which
has a prominent share in the market..
LeasePlan Turkey has accomplished to sell a total number
of 2,302 used cars via DOD Authorized Dealers in 2009.
In line with the contract signed with Doğuş Oto, since from
the beginning of the year, fleet brands VW, Audi, SEAT
and Skoda are maintained and repaired only at Doğuş Oto
service stations. All LeasePlan fleet vehicles are receiving
maintenance and repair services from the authorized
dealers.

New products and services
With the aim of increasing both operational leasing
standards and sustained customer satisfaction, LeasePlan
Turkey has started to introduce its pioneering professional
solutions in fleet management sector as of January 2009. In
January, the company introduced Fleet Reporting System
– an online reporting tool that significantly simplifies the
customers’ fleet and cost management. In April, Toll
Management Service was introduced for customers’ use.
HazırPlan, which is aimed at answering small fleets’ basic
needs, was introduced in the market in November.
Targets
LeasePlan Turkey aims at achieving sustainable growth
by introducing new products, services and pioneering
applications to the market and increasing its market share
and brand awareness in 2010. In parallel with this target, the
company is expected to advance the remarkable success
it has achieved in sustainable customer satisfaction.

q EUROPE’S LEADER IN ITS SECTOR
LeasePlan, Europe’s leader in operational renting, manages a
fleet of 1.4 million vehicles in 4 continents and 30 countries
with its 6,200 employees.
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The service that
creates value for
the world’s most
prestigious brands
In 2009, Spare Parts & Logistics
Services imported and dispatched
45,754 vehicles to the Authorized
Dealers and has concluded the year
with a gross profit margin of 34.2%
and revenues of TL 264.8 million
generated from the sales of spare
parts and accessories.

Spare Parts & Logistics Services manages the import,
warehousing and distribution of the vehicles and spare
parts to Authorized Dealers of the world’s most prestigious
brands: VW, Audi, SEAT, Porsche, Bentley, Lamborghini,
Scania, Krone, Meiller, and also Volkswagen-Scania
Industrial and Marine Engines, Thermo King Transport
Temperature Control Systems and their spare parts.
Spare Parts & Logistics Services has accomplished a
successful year in 2009 despite the fluctuations in the
automotive market.
An advanced practice of synergy
Spare Parts & Logistics Services employs state-of-the-art
technology combined with modern and the best practices of
synergism under one roof, and thus composes an exemplary
service provided to the global brands represented by Doğuş
Otomotiv.
All is to provide customers with accurate and prompt
service
Spare Parts & Logistics employs advanced computer
technologies and stock management systems in compli
ance with the aim of executing its operations smoothly.
Effective pricing and price placement policies along with
the usage of common parts up to a level of 60% creates a
prominent synergy in Spare Parts & Logistics organization.

Spare Parts & Logistics Services
combines the latest and best
practices of synergism with
state-of-the-art technology and
continuously create value for
Doğuş Otomotiv’s multi-brand
structure.
Mustafa Karabayır
Spare Parts & Logistics Services
General Manager
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p UNINTERRUPTED SUPPORT FOR DOĞUŞ OTOMOTIV
Spare Parts & Logistics Services manages the import,
warehousing and distribution of the vehicles and spare
parts of the brands represented by Doğuş Otomotiv to the
Authorized Dealers.

Services and products offered
In order to supply products and services that Authorized
Dealers and Services need in an efficient way and to
improve the overall level of customer satisfaction, Spare
Parts & Logistics Services furnishes the below services:

• Ordering, import, stock management and delivery
to the authorized dealers of the spare parts and
accessories of VW, Audi, SEAT, Porsche, Bentley,
Scania, Lamborghini and Thermo King brands.
• Warehousing in the bonded and stock areas of imported
vehicles supplied by VW, Audi, SEAT, Porsche, Bentley,
Lamborghini, Scania, Krone and Meiller brands, as well
as their delivery to the Authorized Dealers.
• The import and homologation operation manage
ment of all the group vehicles in the name of brand
representatives.
• Importing, warehousing and distribution of the spare
parts and accessories of Krone and Meiller brands to
the Authorized Dealers upon order.

A business approach focused on quality
In order to improve its service quality, Spare Parts and
Logistics Services primarily focuses on:

• Adopting the role of a strategy setter in spare parts
activities, creating a vision and sharing it with brand
representatives and in this way contributing to raise
the market share of group brands;
• Implementing projects with the aim of continuous
improvement of spare parts management systems;
• Shortening delivery period and reducing costs to sup
port new vehicle sales and to give opportunity to de
crease stock costs;
• Seeking new opportunities in accessories marketing
in a bid to increase business volumes.

q 45,754 VEHICLES IN 2009
Stock management and warehousing of VW, Audi,
SEAT, Porsche, Bentley, Lamborghini, Scania, Krone
and Meiller is carried by Spare Parts and Logistics.
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The best
insurance service
accompanied with
Doğuş Holding’s
assurance
Doğuş Insurance Agency Services
is providing insurance services to
its customers as an experienced
and trusted institution since its
inception in 1984.

An experienced agency
Doğuş Insurance Agency Services, a subsidiary of Doğuş
Holding, is an experienced intermediary that is established
on 26 March 1984.
Doğuş Insurance has continued its activities in 2009 in line
with the aim of providing the best service to both Doğuş
Group companies and other clientele. The company has
diversified its range of services in compliance with Doğuş
Otomotiv’s expansion; focused its operations on risk
evaluation and marketing activities throughout the year;
has performed risk analyses with optimum accuracy by
employing advanced technologies; and has provided
immediate payments for damage claims.
After transferring 80% shares of Garanti Insurance to Eureko
B.V. on October 5, 2007, Doğuş Insurance has operated as
an agency of Eureko Sigorta A.Ş. and generated a total of
TL 12.7 million premium from all of its products in 2009.
An extensive field of operations
Intermediary dealership agreements that have been signed
in 2003 between Doğuş Insurance Agency Services and
Anadolu Sigorta, Ergoisviçre Sigorta and Axa Sigorta are
still in effect.
The company became an authorized representative of
Allianz Sigorta in 2008.
Proceeding to progress in 2010
Doğuş Insurance Agency is focused on progress and
growth in 2010. It will continue providing the most innovative
products with the utmost productivity in cooperation with
Eureko Sigorta and it aims at mounting Doğuş Holding’s
trustworthiness to the insurance sector too.

In line with a mission to provide
the best quality insurance
services to the Doğuş Group
companies, employees and
the other customers, Doğuş
Insurance Agency Services has
continued its activities in 2009.
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