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We are in every stage of automotive value chain...
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Vedat Uygun

Volkswagen Passenger Cars
Brand General Manager

“For Volkswagen Passenger Cars 2008 has been a year
during which we have entered into new segments, released
new models successively, and invested on the future.”

Volkswagen Passenger Cars

has been a highly preferred and
a dominating brand in 2008 by
virtue of the features of its models
released to the market, and by
meeting customers’ expectations.
Volkswagen Passenger Cars offers
models to every consumer group
due to its wider range of products.

Volkswagen Passenger Cars
Volkswagen Passenger Cars has managed to be the 7th
biggest supplier of passenger cars by its market share
of 6.9% while the import market has declined by 18% in
2008. Volkswagen Passenger Cars has achieved selling a
total number of 21,136 cars through successful launches
in 2008.
Performances of our models
Polo has sustained its 6.3% market share owing to positive
influence of renewed Tour equipment with a sales figure of
4,040 units.
Golf, the originator of compact class, was released to the
market in November with its new outlook and once again
became the market leader in December. Golf has finalized
2008 in the second place with a 12% segment share.
Despite the strong competition, the positive effects of fleet
sales and Tour package has helped Jetta to maintain its
place with a 7.9% segment share by a sales figure of 6,612
cars.
Passat’s unchallenged leadership in mid-upper class has
continued in 2008. Despite the strong rival launches in its
segment, Passat had a successful year by virtue of Exclusive
equipment and innovative 1.4 l TSl 122 hp engine option
released in 2008 and it has ended the year as the market
leader with a 20.7% segment share by selling 5,218 cars.
Passat Variant, the creator of its segment, has continued
its leadership with a segment share of 56% by keeping its
successful sales trend in 2008.
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Eos has ended 2008 again as a leader in A coupe-cabrio
segment with a market share of 24.8%. It has received
the most successful coupe-cabrio award in 2008 Otobil
competition. While Touareg enjoyed a successful year in
2008 with its equipment renewed in the second half of the
year, the A/MPV segment member Touran, has received
strong approval with the Parking Assistant feature offered
as a standart for the first time in Turkey, and finalized the
year with a segment share of 8.2%.

After sales services
Volkswagen after sales services, an authorized after sales
service provider in 60 service stations around Turkey,
received the first prize in KALDER’s (Turkish Quality
Association) Customer Satisfaction Survey during the
last three years and it has enlarged its network of service
stations in 2008 by opening authorized service stations
in Erzincan and Batman and adding more to the ones in
Ankara, Gaziantep, Adana and Mersin.

Launches and innovations of 2008
Volkswagen Passenger Cars has left behind a quite
intensive year full of flashy launches in newly entered
segments and model-based marketing activities. The most
important launch of 2008 has been the presentation of the
6th generation of Golf in November that is a legend in the
compact segment. Impatiently awaited Golf VI has received
the attention it desired.

While an average of 25,000 customers per month were
served according to a total number of approximately
300,000 vehicles received, turnover in spare parts rose by
9.7% and in workmanship rose by 9.3% in 2008.

Entering into new segments with assertive models
The launch of Volkswagen’s inciting sports-coupe Scirocco,
introduced first in 1974 and the pioneer of economic sports
car concept, has been realized in October.
Volkswagen’s first four-door comfort coupe model, Passat CC,
which combines the comfort and functionality of a classical
sedan and the silhouette of a sports coupe drew attention
as the last launch of the year 2008.

Volkswagen Passenger Cars has brought all of its models
and consumers together in the 12th Autoshow held between
9-19 October 2008.
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“Volkswagen Commercial Vehicles broadened its range of products
Kerem Galip Güven
Volkswagen
Commercial Vehicles
Brand General Manager

with Caddy Life and Transporter Sportline and has maintained
its third place in the total market and its leadership in import
commercial vehicles.”

Under the umbrella of Volkswagen

Commercial Vehicles, there
are more than 100 versions of
Caddy, Transporter, Caravelle and
Crafter Volt models. Volkswagen
Commercial Vehicles is ranked
in the third place of the whole
commercial vehicles market for the
last five years, and has maintained
its leadership in import commercial
vehicles.

In 2008
Market share of Volkswagen Commercial Vehicles has
been actualized as 10.2% in 2008, which was 11.9% in
2007. VW Commercial Vehicles was able to maintain its
third place in the market.
With the launch of new products by the competitors, 2008
has been a year where new segments were created. Total
market including these segments has shrunk by 20.8%.
Total sales were dwindled from 237,297 units in 2007 to
188,025 units in 2008.
Performances of our models
Market shares of the competed segments were maintained
despite to a 32% total shrinkage in the segments where
Volkswagen Commercial Vehicles is offering products.
•
•
•

Caddy’s market share rose from 12% of 2007 to 12.4%
in 2008.
Volkswagen Commercial Vehicles has increased its
market share in segment B with Transporter from
27.3% to 27.6%.
Crafter Volt’s market share has been actualized as
5.6% also in 2008.

In 2008 where there were no new product launches, new
equipment versions of Caddy and Transporter, which are
completing their product life cycle, were created in order
to strengthen VW Commercial Vehicles image, to maintain
the market share and to create a communication platform.
Caddy Life that draws attention with its visual features and
Caddy Maxi the long wheelbase version of Caddy with an
extra 1m3 load capacity, were introduced to meet these
targets.
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In the second half of 2008, the Sportline version of
Transporter, one of the strongest players of segment B
with its big market share, was launched as a result of a
1 year co-operation with VW AG, designed solely for the
Turkish market.
Brand communication
Continuous public communications has taken an important role in the marketing strategy in 2008 to communicate the brand in this competitive market.
Volkswagen Commercial Vehicles has used sector
communications synchronized with tactical product
communications and has reached its target audience
in the most efficient manner and by using local media
channels in addition to national channels, it had
comprehensively implemented both product and brand
identity communications.
Although there was no main product launch in 2008,
high visibility was obtained in the media with intensive
communications method. Press conferences were
held for the New Caddy Life in August and for the
New Transporter Sportline in October. Volkswagen
Commercial Vehicles has maintained its place as one of
the top three brands in 2008 among Light Commercial
Vehicle brands in terms of news efficiency evaluation.

activity management, VW Commercial Vehicles’ face-to-face
communication strategy mainly included roadshows,
sector conferences, sponsorships, and national and
sector fairs. There were activities at 200 different locations,
which attracted 131,100 visitors, and customer data
of 6,200 visitors were gathered during those roadshow
activities.
Marketing Force Project
In 2008 Crafter was included in Marketing Force Project,
a sales and marketing strategy created and developed by
Volkswagen Commercial Vehicles. Marketing Force team
has reached 21,522 people in 2008 and has sold 1,047
vehicles.
2009
Volkswagen Commercial Vehicles will consistently continue to its activities to increase customer satisfaction
and meet the sales targets in 2009.

Activity management
Direct marketing activities and local activities were
organized in 2008 and face-to-face communication with
customers was established. Within the framework of
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“In 2008, as Doğuş Otomotiv Audi, we took the pride in being
Giovanni Gino Bottaro
Audi, Bentley, Lamborghini,
Bugatti Brand General
Manager

the market leader in premium segment. We are aiming to
maintain our market leadership in the upcoming years as
well.”

Audi brand, having been

imported to Turkey by Doğuş
Otomotiv since 1994, achieved
a great success by excelling the
sales of all of its competitors
in 2008 for the first time and
became the market leader of the
premium segment with a sales
performance of 5,484 units.

The brand of 4 rings
Audi’s inter-linked four rings represent the four founders
of the brand: Horch, Audi, DKW and Wanderer. Today’s
Audi is named after the company which was reconstructed
by August Horch in 1909.
The market leader of the premium segment in 2008
Audi brand, having been imported to Turkey by Doğuş
Otomotiv since 1994, achieved a great success by
excelling the sales of all of its competitors in 2008 and
became the market leader of the premium segment with
a sales performance of 5,484 units.
While the premium segment shrank by 16% with realized
17,838 units of sales, the sales figures of Audi brand has
decreased only by 10.4% compared to that of 2007’s.
Despite the decline in units of sales, Audi has obtained
a 31% market share of the premium segment by an
increase of 2%.
Audi’s model based performance
Number of sales of A3 and A3 Sportback, leaders of their
own class, were recorded as 1,936. A4 completed the
year 2008 with a sales figure of 1,630 units. Cumulated
A6 sales reached 1,024 units. A8 sales have displayed an
increase compared to previous year with 68 units. The
Q7 model was sold 360 units and the TT model, leader
of its class, accomplished selling 112 units. A3 Cabriolet
sold 14 units after joining Audi’s model range in June and
Q5 sold 28 units after becoming a member model of the
spectrum in November.
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Paragons of success referred to by Europe
One of the most important achievements actualized in
2008 took place in the field of after sales services. In
the Twin Cup competition organized by AUDI AG for the
purpose of having all Audi authorized dealers reaching
top service quality worldwide, Doğuş Otomotiv Audi
managed to be the world’s number one in technical category and ranked the third best in the overall classification.
As the repeated repair target-being one of the most
significant indicators of service work quality-was set
to be 9 for 2008, it was realized as 5.3 and shown as a
benchmark in Europe.
79% of the Audi cars sold by Doğuş Otomotiv currently
use Audi Authorized Dealers and this is a much higher
figure than those of its competitors.

The same survey has also revealed that Audi’s brand
image has risen to 8.7 from 8, reaching closer to that of
its competitors.
Our marketing and launch activities
• With the image and sales ads released all year long,
increasing Audi’s brand awareness and supporting
the sales were aimed.
• Test drive activities were organized in İstanbul,
Ankara, İzmir, Antalya, and Bursa for the launch of
new A4. In conjunction with this activity a customer
data follow-up program was initiated.
• Participating Autoshow, organized between the
dates 9-19 October in İstanbul, with its attractive
booth, Audi became the limelight of media and the
customers.

Carrying on with the successes of 2008
Audi has proved bringing customer satisfaction to
optimum levels by exceeding its target of 97 points with
a result of 100.35 points in the CSS survey where the
customer satisfaction in sales field is rated.
In the Otobil contest organized every year by Hürriyet
daily, Audi won the victory in 2008 with 4 of its models:
A3, A5, Q7 and R8.
As a result of the awareness and image survey conducted biannually by VW AG, Audi’s brand awareness is
found to have increased by 47%.
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“New Generation 911 Carrera family and Cayenne GTS are on
Anıl Gürsoy

Porsche, SEAT
Brand General Manager

the roads! Porsche brand has expanded its range of products
by presenting New Generation of 911 Carrera family and
Cayenne GTS model to the appreciation of its customers in
2008.”

Porsche brand has clinched its

leadership in gasoline SUV sales
by being a brand that offers the
widest engine range in its segment
together with Cayenne GTS,
which was launched in 2008. New
generation 911 of Carrera’s, with
their renewed engine technology,
which are on the market for sale
has become a symbol of Porsche’s
stability in its 60th anniversary.

Performance of our models
Cayenne has sold 90 units in 2008. As it has been
in 2007, new Cayenne has kept its title of being the
top-selling gasoline premium SUV model also in 2008.
Cayenne comprises 90 units of 131 gasoline Premium
SUVs sold as of the last quarter.
Boxster model has closed the year 2008 with 7 units of
sales. Cayman model, which is placed to bridge the gap
between Boxster and 911 models in terms of targeted
consumers and its price, has sold 8 units. Due to the
renewals of Cayman and Boxster, their 2009 models
could not be put on market since August and this has
affected the volume of sales.
Carrera comprises 49 units of 154 Porsche that have
been sold in 2008. Carrera 4S Coupe and 911 Turbo
have shared the leadership with 9 units of sales of the
total Carrera sales. In 2008, product range has expanded
with the introduction of 911 GT2 and Cayenne GTS
models.
In 2009, product range will expand with Cayenne Diesel
and Panamera models.
Cayenne GTS has been launched in 2008
Cayenne GTS, which is a more sportive and a reinforced version of Cayenne model ushering a new era in
Porsche’s luxury SUV perception, has been firstly presented in 2008 Bursa Autoshow in 01-06 April 2008.
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In the following week, a brunch and a test drive activity
is organized for the potential customers contacted during the Autoshow.
Porsche became the power symbol in Autoshow
In 12th İstanbul Autoshow organized in 9-19 October,
Porsche became the focus of attention for the automobile fans with its models symbolizing power and performance.
Autoshow visitors found the opportunity of getting acquainted with brands connected to Doğuş Otomotiv together with completely renewed RS Spyder, 911 GT2,
911 Turbo Cabriolet, Cayenne, Cayenne GTS and Targa
4 models in Porsche’s booth.

Porsche Showed Off in Kartalkaya
Visitors in Kartalkaya skiing resort had the opportunity
of witnessing Porsche’s performance on snow and ice
in 13-15 March.
Our regular marketing activities
• Porsche Mobil 1 Supercup communication that is
raced before Formula 1 races.
• 16th Traditional Büyük Kulüp Tennis Tournament
sponsorship.
• Christophorus Magazine published bimonthly to
inform Porsche customers about innovations and
activities and Carrera Mail messaging.

The first “single-brand” cup in Turkey: GT Cup
Challenge
Castrol GT Cup Challenge, sponsored by Castrol/BP,
has been organized in 6 different times during the
year in compliance with the aim of sharing the passion
for motor sports that is already present in the genes
of Porsche, with Turkish Porsche aficionados; and to
bring together all Porsche customers in a common
platform and thus creating a Porsche society. Turkey’s
first and only Porsche brand cup Castrol GT Cup
Challenge is organized as a part of the Turkish Track
Championship.
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Giovanni Gino Bottaro
Audi, Bentley, Lamborghini,
Bugatti Brand General
Manager

“Having recently been introduced to Turkish market,
Bentley and Lamborghini brands continue to display a
successful presence in the shrinking economy of 2008.”

Placed in the top premium

segment, which shrank by 31%
in 2008, Bentley brand managed
to maintain its market share while
the Lamborghini brand became
the only brand to increase both
its number of sales and the
market share by achieving selling
9 units in 2008.

The most prestigious and luxurious models of the
entire automobile 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 known, since incepted in
1920’s, for producing the most prestigious and luxurious
models of the entire automobile history.
Automobili Lamborghini was established by Ferruccio
Lamborghini in 1963. Starting from its foundation date,
the production operations of the brand have been implemented in Italy, Bologna. With Audi AG purchasing all
Lamborghini shares in 1998, the brand started to display
a rapid uptrend with its new, powerful and innovative
models produced with cutting edge technology.
Successful sales units despite the narrowing market
Starting to operate under Doğuş Otomotiv’s umbrella
in 2006, the sales of Bentley brand decreased by 31%
parallel to the top premium segment that also shrank by
31% in 2008.
However, the Lamborghini brand, entering in the market
after Bentley and making a brilliant ascent, completed
2008 with a crucial accomplishment by selling 9 vehicles
throughout the year following its sales of 3 units realized
in 2007.
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In January-December period of 2008, 4 units of GT, 1
unit of GTC, 7 units of Flying Spur and 1 unit of Arnage
model were sold making a total of 13 units of Bentley while
5 units of Gallardo, 2 units of Gallardo Spyder, 1 unit
of Gallardo Superleggera and 1 unit of Murcielago LP 640
were sold resulting in a total of 9 units of Lamborghini
sales.
Lamborghini has been the only brand increasing its sales
units and market share (5.7%) in 2008 by performing a
sale of 9 units in the top premium segment. And Bentley
succeeded in maintaining its market share of 8.2%.
Key importance of 2008
The year 2008 is of great importance in terms of marketing
for reinforcing the foundations of Bentley and Lamborghini
brands. Highlights regarding the operations executed in
the year are given below.
•

•

•

•

•

Both Lamborghini and Bentley participated to
İstanbul Autoshow-that was held between the dates
9-19 October-with individual booths and became the
limelight of both media and customers.
The official opening of the Lamborghini showroom
was realized with a special party organized at
the showroom in October. The evening to which
Lamborghini’s president Mr.Winkelmann and potential
Lamborghini customers were invited was highly
appreciated.
In the last quarter of 2008, Bugatti brand’s test car
was brought from abroad; a press meeting was
organized and premier customers were allowed to
test this vehicle.

The year 2009
Based on the shrinking market, 10 and 5 units of sales
are foreseen in 2009 for Bentley and Lamborghini brands
respectively.

Throughout 2008, the focus was placed upon media
communication of both brands. In this course,
journalists from automotive press were taken to test
drive trips abroad, interviews with senior management
were made and all marketing activities were supported
with systematically released press bulletins.
Lamborghini’s first exclusive customer event, namely
the Lamborghini Track Day was organized in İstanbul
Park in September where the new Gallardo LP 560
model was launched.

31

“By the introduction of new models and the new
Anıl Gürsoy

Porsche, SEAT
Brand General Manager

sedan Exeo, the targeted market in Turkey will
enlarge and SEAT fans will enjoy a better driving
pleasure.”

In compliance with its sportive,

dynamic, design and technology
oriented brand identity, SEAT
has released its new models
Leon TSI, Altea XL and the New
Ibiza to the Turkish market in
2008.

A sales figure of 2,938 vehicles
Increasing its total sales figure by 103% in 2008 compared
to the one in 2007, SEAT has already started the new
year by generating sales figures beyond its targets. SEAT
has obtained a 0.96% market share, by generating 2,938
units of retail sales in 2008.
Performance of our models
Top-seller of SEAT in 2008 was Leon.
•

•
•

•

According to the positive effect of the TSI engine
option that has been launched in February, Leon has
increased its share up to 60% in 2008.
Cordoba continues to enjoy being the second topseller SEAT model in 2008 with a 20% share.
With the launch of the new version in August 2008,
Ibiza has topped its sales ratio among SEAT sales up
to 13%.
Altea XL, which has been on the market since
March 2008, has gained a successful sales figure by
increasing its sales from 2% to 7% in 2008.

Our marketing activities
2008 has been an intensive year for SEAT in terms of
events and activities. A meeting has been held in January
in order to inform the dealers and service providers about
company’s targets in 2008.
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In February, a Press Conference has been delivered about
the overview of 2007 in terms of automotive industry and
the SEAT brand and information regarding new models
and 2008 projects has been disseminated. In addition
to this, communicative activities have been performed
about the new Leon TSI model that has been put on the
market in February.
Global presentations of the New Ibiza, regarded as the
most significant product launch of the year, have been
held for the press and dealers. In compliance with the
New Ibiza’s release in late August in Turkey and with the

Model range widens in 2009
2009 will be a year of launches for new models such as
the 3-door sporty version of New Ibiza, Ibiza SportCoupe,
and for the versions of the New Ibiza with automatic
transmission and high performance engines with
alternative engine options.
The most important advancement within the SEAT
product range will be the Exeo model, which is due of
launch in the second half of 2009.
SEAT will continuously carry on its efforts on brand
awareness, brand image, customer satisfaction, and
realization of targeted sales figures in 2009.

aim of accomplishing the sales target in 2008, a series of
communication activities were held along the year.
The Auto Show 2008 held in October has been the most
significant organization of the year. SEAT brand has
participated this exhibition with a booth of 1,000m2 area
where it has displayed its entire model range.
2008 WTCC Championship
SEAT has made a magnificent international success by
being champions both in pilots and brands categories of
2008 WTCC season with its Leon TDI.
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“Yüce Auto, a companion of Skoda for the last 20 years of Skoda’s
Mahmut Kadirbeyoğlu
Skoda
Brand General Manager

110 year-old journey, will continue with its efforts in providing quality
service and concept in after sales services and spare parts field, while
continuing to offer quality and trustworthy cars to its customers at best
prices.”

Yüce Auto, a partner organization

to Doğuş Otomotiv, was
established in 1989 as Skoda’s
distributor in Turkey and is
continuing to provide sales,
services and spare parts for the
Fabia, Roomster, Octavia and
Superb models with 32 authorized
dealers and 36 authorized service
points throughout Turkey.

Skoda Auto has maintained a consistent growth since
1992 among the VW brands and has delivered 452,000
vehicles in 2004, 492,000 vehicles in 2005, 549,000 in
2006 and 633,000 vehicles in 2007.
In 2008, Skoda Auto has reached its peak number of
sales throughout its history by delivering 674,530
vehicles with a 7.1% increase compared to that of the
previous year.
Performance of our models
Skoda has obtained a share of 1.18% from Turkey’s
passenger car market by selling 3,625 cars.
Generating 39.05% of Skoda’s total car sales in 2008,
Skoda Octavia became the best selling model of Skoda’s
product range in Turkey.
The New Fabia having a more sportive and elegant
look, launched in August 2007, has generated 34.25%
of Skoda’s overall sales in 2008.
Roomster, Skoda’s entry in the MPV segment, has
attracted attention with its spacious interior and driver
comfort and has generated 21% of Skoda’s total sales
in 2008.
Flagship of Skoda, Superb, has generated 5% of the
total sales during the same period.
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New models in 2008 and 2009
Superb, Skoda’s flagship and the successful representative of class D, after having been completely remodeled
in 2008 was introduced at İstanbul Auto Show held in
October and met with Turkish consumers in the early
days of 2009 in Skoda showrooms.
One of the most remarkable talents of the new Superb
is the “TWINDOOR” technology, a patented bootopener system developed by the Skoda engineers.
This intelligent and practical solution provides the user
either to open only the rear boot cover or to open the
boot cover along with the rear window of the boot
completely at his/her will.

Moreover, the New Fabia Combi, targeting adventureseeking drivers with sporty life style, will be added to the
Scout series in the third quarter of 2009.
Market share target in 2009
Yüce Auto aims to raise its market share up to 1.5%
by virtue of its new models coming into the market in
2009.

The new Fabia Combi, complementing the Fabia family,
released in April 2008 and has drawn attention with its
luggage capacity of 1,460 l.
The renewed Octavia Facelift will be introduced to
Turkish consumers in the first quarter of 2009.
The new Octavia comes into prominence with alternative
engine types and as a comfortable and contemporary
vehicle on which many simple, stylish, and practical
solutions have been applied. Octavia, which features 5
petrol engine and 3 diesel engine models, will be offered
to the consumers’ choice as a new option with its 1.4 TSI
engine in 122 hp.
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Doğuş Otomotiv has managed to increase its market share and
became the leader of import heavy commercial vehicle market in
Tolga Senyücel

Scania, Krone, Meiller
Brand General Manager

Turkey in 2008 for the sixth time by means of its economical when in
use and value maintaining when resold Scania vehicles, and with its
customer oriented service approach.

Scania ranked the best selling

brand for the sixth time in the
16 tons and above import heavy
commercial vehicle market, which
shrank by 23%, with its sales of
1,894 trucks and has increased its
market share to 31%.

Scania is the market leader in the import heavy commercial vehicle market for vehicles of 16 tons and above with
its wide range of products, which make difference and
its customer satisfaction oriented after sales services.
Review of 2008
The total numbers of sales in the 16 tons and above
heavy commercial vehicle market category in Turkey in
2008 was realized as 20,227 HCVs. Hereby the market
has decreased by 23% compared to 26,383 units sold
in 2007. Scania has reached a 9.4% market share in this
segment with its sales totaling up to 1,894 units.
A total of 6,170 HCVs were sold in the 16 tons and above
import heavy commercial vehicle market in 2008. Total
sales in 2007 was 8,321 which meant a 26% decrease in
2008. Scania has reached a 26% market share in 2007
and 31% in 2008. These figures have helped Scania to
increase its market share by 5% making it the leader of
the segment for the sixth time.
In 2008, 1,355 customers in Turkey and another 206
around Europe were assisted in their own languages
by our call center operators working on an around-theclock basis. These services were rendered on site with
our 27 emergency vehicles.
Daily servicing capacity has reached to 260 vehicles with
our 21 authorized dealers and 221 personnel.

36

Doğuş Otomotiv Annual Report 2008

In 2008, Scania rolling stock of vehicles (vehicle park of
trucks between 1-10 years old) has reached to 11,285
vehicles; Scania authorized service stations have
opened 66,787 job orders, and sales of the spare parts
have reached to more than €20,5million. Technical,
Commercial and Drivers Trainings have reached to a
total of 1,062 participants.
Scania – Doğuş Cooperation
Scania, a Swedish company established in 1891, is
one of the leading companies of the world in the heavy
commercial vehicle industry with its over a 110 years of
experience. The cooperation between Doğuş Otomotiv
and Scania has started with the distributorship agreement
for Scania rigid and tractors signed in 1994.

web page has been designed to allow customers to obtain
the most comprehensive information on products and
services and has become an important reference guide
for our customers. Widely acclaimed Scania magazine,
“Scania Dünyası” has published five issues in 2008 and
it has reached to over 30,000 readers.
Our “10 Dilde Seyr’ü Sefer” booklet project, an indicator
of our customer-oriented approach, has won the honor
award of “Communication Award”, described as the
best marketing award, of a competition organized in 110
countries.

One to one Marketing
Scania focuses on reaching its customers on a one to
one basis and strives to introduce its vehicles and after
sales services by employing marketing activities. The
most important of these activities has been the launch
of the P-, G- and R- series in 2008; vehicle introductions
at roadshows, regional and national fairs, press and
customer trips to abroad, delivery ceremonies and
sponsorships.
Scania has also placed ads in the logistics-commercial
vehicle trade magazines and daily newspapers and has
appeared in the media through press bulletins. The Scania
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“Krone has closed the Semi-trailer import market ahead of its
prominent competitors by selling 518 Semi-trailers in 2008.
Tolga Senyücel

Scania, Krone, Meiller
Brand General Manager

Krone has acquired the 15% market share of the Semi-trailer
market, which has been realized as 3,538 units and which was
decreased by a ratio of 29%.”

Krone, Europe’s leading trailer brand,

has succeeded to maintain its market
share despite the contracting market.
Additionally as a result of this success
it has started the construction of
Krone Doğuş Trailer Factory, which
will spring in to life in 2010.

Bernard Krone Holding GmbH & Co. KG, established in
1906 by Bernard Krone in Spelle, Germany, began to
produce commercial trailers in 1971.
Rapid development
Since it has entered the Turkish market in 2003 with
Doğuş Group, Krone has achieved a rapid growth in the
sales by way of considering the demands of transporters
and thus offering trailer models suitable for different
needs and different transportation solutions.
We achieve the firsts
“Krone Doğus Trailer Factory”, Doğuş Otomotiv’s second
investment that has given it a manufacturers and an
industrialists identity besides being an importer and a
distributor was incepted in 2008 and will add up to a total
investment of €35 million. “Krone Doğuş Trailer Factory”,
which will be the “first” joint investment with a foreign
company will have the highest production capacity in
Turkey.
Krone, the leader in the import trailer market
Krone has sold a total number of 518 trailers in Turkey and
became the leading figure in the imports trailer market in
2008.
Krone’s competition advantages
The production plants in Werlte gave a new dimension
to trailer production with KTL cataphoresis coating and
powder painting system. By the help of which, Krone has
started to offer a 10-year guarantee against rusting for all
of its products.
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The certified load securing systems The Multi Block and
Multi Lock meet any requirements of transport safety.
Krone is the first trailer producer that offer HACCP
certificate as customary in Turkey for lightweight steel
front wall compared to other similar products; and
optionally offers the Load Security Certificate certified by
TÜV for every trailer model that it produces. Krone is able
to offer “Edscha” sliding roof systems that are used for
their high security standards, as an option together with
Load Security Certificate.
Our marketing activities support our leadership
Krone always offers service at its highest quality in the
shortest time to its customers with its 13 dealers and
services around Turkey. In 2008;
•

•

•
•
•

•

The Krone web page has been continuously updated
to thoroughly inform customers about the products
and services provided.

Social responsibility
In compliance with Doğuş Otomotiv’s philanthropic
philosophy, Krone has sponsored events such as
“Türkiye’nin Tansiyonunu Ölçüyoruz” (Measuring Turkey’s
Blood Pressure) and UND Congress in 2008.
In 2009
With its new frigorific trailer that is going to be launched in
2009, Krone will be the only brand that offers more than
one alternative product in the imports Trailer market.

With the marketing activities performed, an
emotional bond between customers and the brand
has been created and also the products have been
presented to customers in detail through one-to-one
communication.
Following trailer sales to large fleets, public ceremonies
were held with the attendance of press, announcing
the expansion of the Krone family to prospective
customers.
A trip to the production plants of Krone in Germany
has been organized for the authorized dealers.
Krone was selected as the best and most reliable
brand in the “Trailer” category in the “Best Commercial
Vehicles and Their Brands” competition in Germany.
Press members were taken to Krone’s production
plant in Germany before the IAA Hannover Fair.
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Tolga Senyücel

Scania, Krone, Meiller
Brand General Manager

“Meiller’s customer-oriented service approach and its
high quality products underlie its exponentially building up
success.”

Meiller has sold 184 vehicles

thus has increased its sales
performance by 162% in 2008
compared to previous year and
is consistently advancing to
become a prominent brand in
its market.

Family business of 150 years
Meiller was founded in Germany in 1850. In 1904 making
a step towards the future’s Meiller, it had produced a
crane tipper over truck and the process of Meiller to be
an expert of tippers has began.
Meiller in Turkish market
Meiller has made the brand accessible to its customers
by assigning authorized dealer and service stations in
Gebze, Ankara, Bursa and Denizli in 2008, after having
entered Turkish market by signing a distributorship
agreement with Doğuş Otomotiv in 2007.
Meiller had presented its semi-trailer tippers to the
appreciation of the construction world in Turkey in 2007
and has introduced its tipper over truck applications in
2008, thus addressing to a bigger market with a wider
range of products.
The Meiller difference
Meiller is an investment tool. Customers prefer Meiller
brand for its quality.
As a result of the combination of its products equipped
with features beyond customer expectations and
Doğuş Otomotiv’s experience, Meiller exhibits an upward
trend in the market.
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Meiller develops manufacturer-approved tippers for
every new model of truck developed by the producers
as a consequence of its global collaboration with truck
producers.
In 1925, Meiller has applied the hydraulic elevation system
to tippers for the first time. Complete solutions offered by
the new generation and high performance Meiller hydraulic
systems is another striking difference exhibited by Meiller,
which separates it from its rivals.
Doğuş Otomotiv opened its “first” production plant
with Meiller
Doğuş Otomotiv’s ‘first’ production plant, “Meiller Doğuş
Damper” factory has been founded with the partnership
of Meiller, the world’s leading tipper manufacturer, in June
20, 2008 in Sakarya, which has helped Doğus Otomotiv
to attain a manufacturer’s and an industrialist’s identity in
Turkey besides its import and distributorship activities.

customers’ own experience; in this context Meiller has
organized promotional activities and test-drives all over
Turkey in 2008. Additionally Meiller has participated
to fairs organized in 2008, met with customers, and
introduced many different tipper models.
In 2008 a tour of Meiller’s Münich and Prag production
facilities was organized for the press. Besides the
marketing activities, achievements in sales have been
disseminated through media with press bulletins during
the year.
Meiller in 2009
Meiller plans to increase the number of its authorized
dealers and its web of service stations in Turkey thus
enabling its high quality services to reach more customers
within the year 2009.
The test-drive organizations and interactive publicity
organizations will continue in 2009.

“Meiller Doğuş Damper” factory, being the first corporate
factory of tippers in Turkey, improves the quality of its
products to the European standards while developing its
sector. This is going to be Meiller’s second biggest facility
with a capacity of producing 3,000 tippers per year, and is
expected to reach full production capacity in 5 years.
Target oriented marketing
Meiller is focused on increasing brand-awareness and
knows that the best publicity is acquired through
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“In 2008, by structuring its sales and after sales dealer network,
VW and Scania Industrial and Marine Engines ranked as the second
İlhami Eksin

DOD, Thermo King,
Volkswagen and Scania
Industrial and Marine Engines
Brand General Manager

best selling distributor of Volkswagen marine engines throughout
the world and Scania Engines ranked as the third best distributor in
Scania’s Top Ten list regarding their sales.”

The year 2008 has literally been

an advertisement and a dealerstructuring year for VW and Scania
Industrial and Marine Engines. In
2008, Doğuş Otomotiv’s Industrial
and Marine Engines segment
attained a total sales figure of 128
units with a 161% rise.

A year of advertisement and dealer structuring
The year 2008 has literally been an advertisement and
a dealer-structuring year for VW and Scania Industrial
and Marine Engines. In compliance with this aim, we
have established our network of dealers and services all
across Turkish coast line in 2008.
Roadshow, which was organized from Antalya to İzmir,
has played a key role in our marketing activities in 2008.
Roadshows were carried as on-site customer visits with
a specially designed vehicle to introduce the engines.
During these visits, products were presented to the
existing and potential customers in a detailed manner
enabling them to reach informed decisions. As a result of
these marketing activities sales have grown up in 2008.
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
Developing dealer network
Our first dealer, “Margen Kara ve Deniz Makinaları San.
ve Tic. Ltd.” started to operate in Tuzla in 2007. By adding
six new sales points to our sales network in 2008, the
number of authorized dealers reached to 7.

42

Doğuş Otomotiv Annual Report 2008

After Doğuş Otomotiv have had signed the distributorship agreement with Volkswagen Marine Engines in
2007, an intensive structuring period has been accomplished. Participating in CNR Avrasya Boat Show 2008
and Bodrum Yacht Show 2008, left behind successful
fairs.
Financial solutions package
Providing the most appropriate financial package is a key
issue for all participants of the sector, from builders to
buyers. Doğuş Otomotiv and vdf, an affiliate and a solution
partner, have developed financial solution models that
are aimed to meet customers’ demands.

After the success in Avrasya Boat Show 2008; the launch
of Volkswagen’s new 8 cylinders 350 hp V8 diesel engine,
with all its preparations done, is expected to attract
intensive attention in Avrasya Boat Show 2009 and this
interest is aimed to be reflecting on the sales figures.
Doğuş Otomotiv is concentrated 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.

Credit facilities offering payments with up to 60
monthly installments, and with reasonable interest rates
contributed a great deal to boost the sales in 2008.
Powerful results
VW and Scania Industrial and Marine Engines has sold a
total number of 128 engines in 2008, which resulted in a
161% rise in its sales compared to that of the previous
year. With the participation of authorized dealers and
intensive marketing and sales activities a surge in sales
was accomplished in 2008. Sales are expected to rise
better by employing new strategies in 2009.
VW and 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 life.
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Zafer Başar

Doğuş Oto Pazarlama ve
Ticaret A.Ş.
General Manager

“Doğuş Oto Etimesgut is a modern service point that is
established in an area of 22,000 m2 provided with state of
the art technology.”

Doğuş Oto Pazarlama ve Ticaret

A.Ş., a subsidiary of Doğuş
Otomotiv, provides services for its
7 brands in a combine of 7 regions
with 31 authorized dealers and 32
authorized service stations in a total
enclosed area of 175,000 m2 with its
1,106 personnel.

Doğuş Oto is responsible for the retail sales of new
and used cars, spare parts and accessories in all of the
regions where it operates and also provides insurance,
finance and after sales services to its customers.
Doğuş Oto’s mission is to provide highest quality sales
and after sales services for the brands it represents in
their defined regions.
0.6% increase in market share
Doğuş Oto Pazarlama ve Ticaret A.Ş., a subsidiary of
Doğuş Otomotiv, provides services for its 7 brands
(VW Passenger Cars, VW Commercial Vehicles, Audi,
Porsche, SEAT, Skoda, DOD) in İstanbul, Ankara, İzmir
and Bursa by operating in 7 regions with 31 authorized
dealers and 32 authorized service stations in a total
enclosed area of 175,000 m2 with its 1,106 personnel.
Doğuş Oto attained a share of 3.08% of Turkey’s
passenger and light commercial vehicles market, by
selling a total number of 15,273 new vehicles in 2008.
Doğuş Oto’s share in Doğuş Otomotiv Group’s total
retail sales rose by 0.6% from 30.6% in 2007 to 31.2%
in 2008.
In addition to this, Doğuş Oto, a DOD authorized dealer,
sold a total number of 1,683 used cars in 2008.
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14.7% increase in after sales revenues
Despite the shrinking market, Doğuş Oto has achieved
a remarkable progress in the after sales services field
in 2008. The number of vehicles received by its service
stations in 2008 rose by 6.8% from 157,717 in 2007
to 168,395. As a result of this rise, Doğuş Oto’s total
revenues in after sales services increased by 14.7% in
comparison to 2007 figures.
Supported by customer satisfaction and high service
quality, an accelerated upward trend is aimed in 2009.
In compliance with this aim, Doğuş Oto has additionally
implemented “Vehicle Supply and Sales Value Stream”
studies alongside the ongoing “Lean Management”
comprehension.

Quality service to all brands with Oto-fix
The enlargement in provided services by Doğuş Oto
have continued in 2008 with the participation of Oto-fix,
a services provider to all brands.
In 2009, Oto-fix will provide hood and paint maintenance
services at a level of Doğuş Oto’s expertise and quality
standards in 4 more regions: Esenyurt, Küçükbakkalköy,
Bursa and Etimesgut.

Major investment in Ankara
Doğuş Oto has opened its second region in Etimesgut,
Ankara during the last days of 2008.
Doğuş Oto Etimesgut is a modern service point that
is established in an area of 22,000 m2 equipped with
state of the art technology. The facility has a capacity
of serving 170 cars per day in it’s 4,500 m2 service area,
and has the largest hood and paint service in Ankara
with its 2,000 m2 workshop.
New investments enabling Doğuş Oto’s high quality
service to reach bigger markets will continue in 2009.
Doğuş Oto will open two new Porsche showrooms in
Gaziosmanpaşa and Esenyurt.
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“The fundamental issue that underlies DOD’s success in enlarging its
İlhami Eksin

DOD, Thermo King,
VW-Scania Industrial and
Marine Engines
Brand General Manager

market share by keeping its sales equal to that of the previous year,
despite the shrinking sector in 2008, is its key role in determining the
rules of the sector as a result of its dedication to innovative service
beyond expectations to its customers.”

Driven by its mission of being the
greatest institution in the used car
sector, both virtual and physical
markets, DOD sustained its rapid
growth in 2008 by dominating the
institutionalized used car sector
with the introduction of 3 new
products.

Review of 2008
DOD managed to keep its sales figure in 2008 equal to
that of the previous year by selling 13,124 vehicles in
spite of the financial ambiguities. DOD was also able to
sell 314 vehicles in 11 auctions that were scheduled in
different periods of the year.
DOD has set its seal on the sector with its new
products
In 2008, DOD was able to improve the sector standards
to a higher level by the 3 new products it has developed.
Those 3 products that are based upon the concepts
of unconditional customer satisfaction and high brand
value, met Doğuş Otomotiv’s customers’ expectations
about receiving institutionalized service at high standards
in used car sector.
Sell your car through an institutional brand without
leaving it continuously: ParkDOD
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 up to their preferences. ParkDOD provides the
highest quality service required by its demanding customers
who ask for service in an institutionalized method by giving
them the opportunity to exhibit their vehicles continuously
in ParkDOD’s web site www.parkdod.com.tr, which is
linked to www.dod.com.tr portal.
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DOD has accomplished to sell 113 vehicles in the last
quarter of 2008 by the help of ParkDOD system.
World of privileged services: PrimeDOD
PrimeDOD, which was developed by a special product/
service positioning in DOD system, actualizes the sales
of luxurious segment vehicles through a distinctively
structured organization and a specially designed web
site. Every vehicle sold via PrimeDOD possesses a 1
year standard PrimeDOD Guarantee. Each vehicle is
delivered to its new owner in an immaculate state after
going through “Prime Esthetic” procedures i.e. a detailed
cleaning and servicing process.

KeyDOD is a meticulously developed system and is even
able to tell the difference between the value depreciation
of a fender dent and a ceiling dent and has taken over
a pioneering and educating role in used car sector.
Approximately 250,000 vehicles have been assessed
during the last quarter of 2008.

According to preference, the Prime car can be delivered to
its new owners address; PrimeDOD cars are displayed in
exclusive PrimeDOD showrooms, and numerous benefits
are provided through the web site, www.primedod.com.tr.
DOD has accomplished to sell 64 vehicles in the last quarter
of 2008 through PrimeDOD system.
Virtual Expertise: KeyDOD
Users are allowed a virtual expertise of their own vehicles
on www.dod.com.tr by the help of KeyDOD’s user-friendly
menus that are developed as a result of comprehensive
infrastructure studies. This unique system, the first of
its kind in the world, which enables its users to assign
accurate values of their vehicles has brought a new
dimension to used car sector in Turkey.
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“vdf is a leading, well respected and preferred financial
Kemal Ören

vdf Group General Manager

services provider and is continuing to give loans and provide
services even during the economic crisis which has its
affects all over the world.”

vdf group was established to offer
its customers the best products
and services in the automotive
finance sector. vdf continues to
provide new and innovative financial
products and services based on
a combination of Volkswagen
Financial Services AG’s international
know-how and Doğuş Group’s
experience in automotive and
finance sectors.

vdf Automotive Finance
(Volkswagen Doğuş Tüketici Finansmanı A.Ş.)
vdf Automotive Finance, has maintained its leading position among the consumer financing companies with its
36% market share in 2008. vdf, having a market share of
12% of all personal loans given in the sector, has a high
penetration level of 41% among Doğuş Group brands.
In spite of the economic downturn in the last quarter of
2008, it has provided loan facilities for a total number of
25,219 vehicles as of the year’s end.
The number of credit contracts in 2009 is projected at
21,000 with a smaller magnitude of decrease in contrast
to the estimated 25% market constriction. Despite the
expected decrease in the number of new contract sales,
increase in profit margins will affect the total profitability
in a positive way.
Brand Portfolio and Campaigns
vdf re-evaluated its brand portfolio to increase profitability and productivity in 2008. As a result of this, low profit
and non-value adding brands have been excluded from
the portfolio. On the other hand, relations with existing
brands have been consolidated by means of supporting
their campaigns via advertising. One of the best examples of this is “Hep Yeni” (“Always New”) campaign, a
year round promoted campaign, which offers loans together with motor insurance and extended guarantee.
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New products of vdf differentiates automotive sector
Planguard, developed and launched by vdf in May 2008,
is a kind of credit insurance, which provides a guarantee
in the case of payment difficulties and undertakes the payments partially or covers the total remaining sum.
AutoXchange, a credit instrument, which was developed
and launched by vdf automotive Finance, helps consumers to buy a new car in the shortest possible period without having the anxiety of selling their used ones at a lower
price.

Vdf Factoring Services
The Factoring license, which is expected to support vdf’s
authorized dealers and distributors in stock financing,
was taken in January 2009. After having completed the
establishment procedures and acquired the official authorization, operations are planned to start.

vdf Insurance Services
(vdf Sigorta Aracılık Hizmetleri A.Ş.)
vdf Insurance Services, incepted in 2004, provides automotive focused insurance instruments to its customers
with a wide range of products.
KomboPlan, which provides credit and vehicle insurance
within a single payment plan, was extensively used and
its penetration rate increased from 12% in 2007 to 16%
in 2008.
Full Life (extended guarantee), which was launched in
December 2007, continued to increase its successful
growth in 2008. Audi Q7 Full Life and Fullchallenge campaigns played an important role in the product’s development. Full Life, celebrating its first year in the market,
has reached an 11% penetration rate as of the end of
2008. Research for innovative instruments to be released
in 2009 is in progress by vdf Insurance Services.
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Naci Başerdem

TÜVTURK General Manager

“Our mission is to increase traffic and vehicle safety in Turkey
by offering well-rounded services for traffic and vehicles by
means of the service network reaching the whole country,
technical knowledge formed through international experience
and the specialized human resource, to grow by adding value to
our customers, investors, employees, business partners and to
Turkey as well. Quality is the essence of our work; independence,
impartiality and integrity form our basic principles.”

TÜVTURK is a brilliant

example of the financial and
technological integration of
Turkish capital with international
companies in an active
collaboration. The contribution
that our company will provide to
the state budget within 20 years
is $10 billion.

Rendering Turkey-wide vehicle inspection services at
international standards, TÜVTURK has been established
by Doğuş Otomotiv-Akfen-TÜV SÜD consortium.
Becoming entitled to undertake the task of opening and
operating vehicle inspection stations for a period of 20
years as a result of the tender called by the Republic
of Turkey, Prime Ministry, Privatization Administration
in 2004, TÜVTURK started its activities following the
concession agreement signed on August 15, 2007 after
the receipt of approvals.
The greatest service privatization
Being a brilliant example of the Turkish capital financially
and technologically integrating with international companies in an active collaboration, TÜVTURK holds the distinction of being the greatest privatizaton actualized by
Turkey in the services area.
As this privatization comprises a kind of rental right
granted for the operation of these stations for a period
of 20 years, there is no real estate, equipment or facility
whatsoever being taken over.
All of the TÜVTURK stations that carry out their activities
under the control of R.T. Ministry of Transportation
constitute an investment, financed by the resources of
TÜVTURK and its 46 sub-operators selected according to
specific criteria, with no public resource being utilized.
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As end of 2008, TÜVTURK renders services via
183 vehicle inspection stations in 77 cities. Investments
in 81 provincial centers will be completed and a total
of 189 settled stations will have become operational
by the first quarter of 2009. Service is being provided
through mobile stations to all counties where there are no
settled stations. As TÜVTURK has become operational
countrywide, approximately 2,400 people have been
employed at the headquarters and sub-operators with
1,800 of them being technical personnel.

Nearly 1 million vehicles have been inspected
TÜVTURK implements vehicle inspection processes in
accordance with the standards and fault definitions determined by Republic of Turkey Ministry of Transportation. In 2008, 940 thousand vehicles were inspected at
TÜVTURK stations 39% of which were found to be hazardous in terms of safe cruising in traffic. All of these stations are expected to render inspection services to approximately 5 million vehicles in 2009.

Preparations for the initiation of accreditation of
TÜVTURK stations have also been completed. As a
result of this study, TÜVTURK stations will conform to
TS EN ISO/IEC 17020 ‘General Criteria for the Operation
of Inspection Institutions of Various Types’ (Type A
inspection institution) standards and be accredited by
the authorized accreditation institution.

As TÜVTURK, our most important objective is to ensure
the safety of life and property at maximum levels and
to contribute to reduce the number of traffic accidents
by giving vehicle inspection services at international
standards in Turkey.

$10 billion contribution to the state
Within the scope of this project-apart from the tender
fee amounting $552 million-an amount of $378 million
for the land, preparation, sub-structure, superstructure,
machinery, equipment and construction and another
$70 million for the foundation and organization were
invested to reach a total of $1 billion.
Out of the revenues to be earned from vehicle inspections
during the operational period of 20 years, approximately
$7.3 billion-as the share of Treasury-and $2.7 billion -as VATwill be transferred to the Ministry of Finance, thus making
the gain of the state from this project a total of $10 billion.
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“With the aim of increasing both the standards in operational
F. Türkay Oktay

LeasePlan Managing Director

leasing and customer satisfaction, we aim to present new
products and services to the market and our customers in
2009.”

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 reach our customers.

LeasePlan Turkey, with its 51% LeasePlan and 49%
Doğuş Otomotiv shareholding structure, aims to expand
operational leasing services to international, large local
and SME customers by establishing synergies with the
global power of LeasePlan and Doğuş Otomotiv’s local
experience in fleet market.
LeasePlan, the European leader in fleet and vehicle management, manages 1,400,000 vehicles worldwide with
6,200 employees in 4 continents. With its entry to the
Turkish market, LeasePlan has expanded its global
network to 30 countries.
LeasePlan, known with its leading implementations in the
world and being the market leader in most of the countries it operates, is also rendering services on operational
fleet management by analyzing its customer expectations and needs accurately and generating optimum
solutions in Turkey.
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.
LeasePlan renders periodical services, repair and maintenance, road assistance services on a 7/24 basis, quick
and effective damage management, replacement cars
and tyre renewal services by meeting the operational
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leasing needs of its all corporate and enterprise customers
regardless of the make and model. LeasePlan also undertakes vehicles’ taxation operations and legal procedures, reaps lasting benefits to its customers in human
resources and time management by managing quickly
and effectively the processes like automobile insurance,
traffic insurance, tax stamps, exhaust inspection that necessitate time and follow-up.

Targets
LeasePlan Turkey aims to achieve sustainable growth in
2009 by introducing new products and services to the
market and to increase its market share, brand awareness and customer satisfaction.

2,145 new contracts
At the end of 2008, LeasePlan has increased the number
of vehicles in its portfolio to 6,143 with 2,145 new
contracts, rendering services to 911 customers.
Multi-brand vehicle portfolio
LeasePlan’s portfolio that operates with a multi brand
vehicle portfolio strategy in operational leasing, is
primarily composed of Volkswagen, SEAT, Audi and
Skoda brands with a percentage of 61% as of end of
2008. The remaining 39% of the portfolio is composed of
the brands such as Renault, Ford, Fiat and Toyota, which
also constitute an important share of the fleet market. In
LeasePlan’s portfolio, there exist 27 different makes and
over 100 models.
2,182 used cars sold
In 2008, a total number of 2,182 used cars were sold via
DOD authorized dealers by way of which used car sales
were increased by 20% with respect to the previous
year.
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“Spare Parts & Logistics Services combines the latest and
Mustafa Karabayır

Spare Parts & Logistics
Services General Manager

best practices with state-of-the-art technology to achieve
synergies and continuously create value for Doğuş Otomotiv’s
multi brand structure.”

In 2008, Spare Parts & Logistics

Services imported and delivered
52.473 vehicles to authorized
dealers.

The company closed the year 2008
with revenues of TRY 241,4 million
from the sale of spare parts and
accessories, notching up a gross
profit margin of 38%.

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 VolkswagenScania Industrial and Marine Engines and spare parts.
Spare Parts & Logistics Services has accomplished a
successful 2008 despite the fluctuations took place in
the automotive market.
An advanced practice of synergy
Spare Parts & Logistics Services center employs stateof-the-art technology combined with modern and efficient work practices to realize optimal synergies under
one roof; the result is 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 compliance with the aim of executing operations smoothly.
Effective pricing and price placement policies along with
the usage of common parts nudging a level of 60% creates a prominent synergy in Spare Parts & Logistics organization.
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Services and products offered
In line with its mission, Spare Parts & Logistics Services
strives to supply products and services effectively, productively and with a high quality to brands and their authorized dealers and services, and improve the overall
level of customer satisfaction:
•

Spare parts and accessories for VW, Audi, SEAT,
Porsche, Bentley, Lamborghini and Thermo King
brands are ordered from abroad; import and management of stock and the delivery to the authorized
dealers is undertaken on an order basis.

•

Warehousing in the bonded and stock areas of
imported vehicles supplied by VW, Audi, SEAT,
Porsche, Bentley, Lamborghini brands as well as the
delivery to the authorized dealers.

•

The import and homologation operation management of all the group vehicles in the name of brand
representatives.

•

The import, warehousing and delivery of the spare
parts and accessories of the Scania, Krone and Meiller
brands based on the authorized dealers orders.

•

Continuously implementing projects which improve
spare parts management systems,

•

Shortening delivery times and reducing costs to support new vehicle sales and to give opportunity to decrease stock costs,

•

Seeking new opportunities in accessories marketing
in a bid to increase business volumes.

A business approach focused on quality
•

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 raising the market share of group brands,
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“In line with its 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 2008.”

Doğuş Insurance Agency Services is providing insurance services to its customers

as an experienced and trusted institution since incepted in1984.

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, who is continually rendering its
activities since its inception, has improved its human
resources and know-how after having merged with
Garanti Leasing in 1995. Subsequent to this merge,
the Company started to serve to a broader market
via contributing the sector by the introduction of new
products.
Doğuş Insurance has continued its activities in 2008, in
accordance 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 and
focused on risk evaluation and marketing activities
throughout the year; and has performed risk analyses
with optimum accuracy by employing advanced
technology and has provided immediate payments for
damage claims.
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After transferring 80% shares of Garanti Insurance to
Eureko Insurance (Eureko Sigorta A.Ş.) on October 5,
2007, Doğuş Insurance has served as an agency of
Eureko Sigorta A.Ş. and generated a total of TRY 11,4
million in premium production from all of its products
in 2008.
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 Insurance in 2008.
Proceeding to progress in 2009
Doğuş Insurance Agency is focused on progress and
growth in 2009. It will continue providing the freshest
products with the utmost productivity in cooperation
with Eureko Insurance and it is aimed at riveting
Doğuş Holding’s trustworthiness in insurance sector
too.

